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¢ƻŘŀȅΩǎ ǇǊŜǎŜƴǘŀǘƛƻƴ

ÅWhy Gardens? (3 mins)

ÅWhere do we find ourselves today (COVID, Cruises and 
Caribbean)? (5 mins)

ÅGardens General (7 mins)

Å6 trends that (will) affect Gardens esp. in the Caribbean(5 mins) 

ÅCaribbean initiatives (5 mins)

ÅA Strategy of HOW to move forward (5 mins)

For a copy go to:
http://web.ccsu.edu/faculty/benfield/default.htm



First, the good news for us all 
today



ÅGardening is the Preeminent form of outdoor activity in 
North America today and

ÅGarden Tourism may be the most popular tourism activity in 
the world (1 billion)

aȅ 9ǾƛŘŜƴŎŜΧ

ÅGardening is the # 1 outdoor activity in North America 
today
ÅGardening has the highest revenue of any tourism activity
ÅMore tourists visit gardens than Disneyland and 

Disneyworld combined OR Orlando and Vegas.
Å29 million people cruised in 2018 (Brian got 1.4 million in 

his garden alone!)

MY CLAIM



!ƴŘ ƛƴ ǘƘŜ /ŀǊƛōōŜŀƴ Χ
ÅSome of the most historic St Vincent

ÅSome of the most important for plants Dominica, 
Monserrat

ÅSome of the most important for cruise lines  Barbados, 
Jamaica

ÅSome of the most important for birdlife St Vincent
ÅAnd by the way there are 29 million birders in the 

USA and my best friend in England flew to St Lucia 
JUST to see birds!)

ÅSome of the most important to an Islands tourism 
product  Barbados



Why is it so 
valuable to 

nations/tourist 
economies?

1. 90 Million Gardeners (80% of households) and 120 million 
visitors in the US.

Å Larger than Las Vegas or Orlando

Å Larger than Disneyland and Disneyworld combined

Å And really beats the pants off cruises

2. More men than women garden !!! (Women decide/men 
ratify)

3. wŜǾŜƴǳŜǎ ƭŀǊƎŜǊ ǘƘŀƴ !ƳǳǎŜƳŜƴǘ tŀǊƪǎ ŀƴŘ Χ!ǾŀǘŀǊΧ 
and Gaming 

4. All age cohorts represented but start at 24 and never 
diminish

5. Part of an overall tourist visit to a region (2 ½ hours max)

6. Strong repeat visitation

7.   It is year-round and week round (not like cruises)





THE MOST IMPORTANT SLIDE 
OF THE DAY !!!!
It really governs everything you should do





Brewster sightseeing 
and Tours Banff NP.

ÅGreyline (daily) tours

Å75% of all tickets sold were sold on the 
day of tour and decision made from a 
hotel POP



Where do we stand? 

Or as I call it 

ÅCovid, 

ÅCruises and 

ÅCaribbean.













Gardens in Tourism; Tourists in The Garden

ÅI think there are three types of tourist garden:
ÅDestination Garden (Montreal, Longwood, Butchart, Kew)

ÅRegional Garden (Olbrich, Filoli, Berner, Lewis Ginter)

ÅA regional destination garden (NYBG, Atlanta, Fairchild, Denver, Bellingrath
AND Tower Hill)

ÅHow would you classify Caribbean gardens? 

ÅI say Regional Garden (But some segments may wish to see specifics 
(i.e.: birds, endemics etc.)



(Non-local?)Tourists in the Garden (APGA)

ÅGeneral patterns:
Å93% come by car
ÅStay 2-3 hours
ÅPart of an overall visit to region
Å43% have visited other gardens in last 6 months
ÅOlder demographic and predominantly female but changing 
Åту҈ ǊŀǘŜ ǾŀƭǳŜ ŦƻǊ ƳƻƴŜȅ ŀōƻǾŜ ŀǾŜǊŀƎŜ ΧΦ ¢ƘƻǳƎƘǘ ŦƻǊ ǘƻŘŀȅΥ maybe 

gardens do not charge enough! 
Å> 66% visit the gift store, in the gardens where there is one, 
ÅIf the garden has a café more than half of visitors do not go in! 
ÅEvents becoming more important and
ÅExperiences needed and
ÅHealth (Stress relief) I think will become more a selling point 



aƻǘƛǾŀǘƻǊǎ όά²Ƙȅ Řƻ ǘƘŜȅ ŎƻƳŜΚέύ
USA

ÅEnjoy Outdoor beauty 73 %

ÅButterflies and other special events55%

ÅTo enjoy a day outside 49%

ÅVisit Conservatory 39 %

ÅBring out of town guests 30 %

ÅLearn about plants and gardening28 %

ÅCelebrate special occasions 24 %

ÅLearn about rainforests 12 %

ÅAttend meeting 7%

ÅTake a class 4%

ÅTrain Show 1.5%

ÅMusic/concerts 1.5%

ÅPlant show to buy Plants 1%

UK

Open ended question:

ÅάCƻǊ 5ŀȅ hǳǘέ όмрΦм҈ύΣ 
Åά¢ƻ ŜƴƧƻȅ ŀ ƎŀǊŘŜƴέ όмпΦф ҈ύΣ ŀƴŘ 
ÅάCƻǊ LƴǘŜǊŜǎǘέ όмоΦп҈ύ
ÅάCƻǊ ŀ ƴƛŎŜ ŎǳǇ ƻŦ ¢Ŝŀέ 

Underlying motivations 
ÅάǾƛǎƛǘƛƴƎ ŀ ƴƛŎŜ ŜƴǾƛǊƻƴƳŜƴǘέ        роΦн҈ 
ÅάǾƛǎƛǘƛƴƎ ŦƻǊ ǘǊŀƴǉǳƛƭƭƛǘȅέ 51.3%

This is the  
first time we 
see education!



Therefore we can conclude
What is the Garden Tourism Product?
ÅExperiences

ÅActivities

ÅMemories
ïIntangibles

ÅSight, sound, touch, taste, olfactory (smell)
ά¢ƘŜ ǇǳǊŜǎǘ ƻŦ ŀƭƭ ƘǳƳŀƴ ǇƭŜŀǎǳǊŜǎέ

Thought I had last night while writing this:

How many of your gardens provide 

Caribbean spices to smell/taste?



Or the mantra

ÅάLŦ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŜǊŜ ȅƻǳ 
are going, any road will take 
ȅƻǳ ǘƘŜǊŜέ

ÅάLŦ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŜǊŜ 
your guests are coming from, 
or what you are selling, any 
ƻƭŘ Ǉƭŀƴǘ ƻǊ ǇǊƻƎǊŀƳ ǿƛƭƭ Řƻέ

hǊ ŦƻǊ ƎŀǊŘŜƴǎ Χ



The Ten Trends over the last two years for Gardens
L ƻƴƭȅ ƘŀǾŜ ǘƛƳŜ ŦƻǊ ǎƛȄ ǘƻŘŀȅ Χ

1. aƛƭƭŜƴƴƛŀƭǎΧŀƴŘ aƛƭƭŜƴƴƛŀƭ ƎŀǊŘŜƴ όing/visiting)

2. Gardening Participation

3. More segmented Tourists who demand safety and 
experiences 

4. The rise (and Fall?) of China

5. Tourists to UK

6. Changing Demographics esp. households

7. Social Media and especially the web

8. Fighting back by Magazines

9. Gardens and the Link to other tourist activities

10. The rise of the Regional  Garden Tourism Networks



1. Some New Findings (2011 data) from Visit 
Britain

ÅInternational Tourists (six million)
ÅDemand/desire for Garden visiting by overseas visitors is # 3 in popularity 
ƻƴƭȅ ŜȄŎŜŜŘŜŘ ōȅ άDƻƛƴƎ ǘƻ ǘƘŜ tǳōέ* ŀƴŘ ά{ƘƻǇǇƛƴƎέ

Å31 % of all overseas visitors will see a garden

ÅDesire to see garden exceeds desire to see museums, art galleries and 

even historic sites

ÅMedian age = 39 !!!!

* Thought for this webinar: Should we be serving rum to our 
very warm and thirsty (UK) visitors?



2. Getting your message out (to the media)

ÅCǊƻƳ ƻƴŜ ƭŀǊƎŜ ƎŀǊŘŜƴ ƛƴ ǘƘŜ ¦Y ΧΦ ¢ƘŜȅ ǎŜƎƳŜƴǘŜŘ ǘƘŜƛǊ ǾƛǎƛǘƻǊǎ ŀƴŘ 
ŦƻǳƴŘ ƻǳǘ ǘƘŀǘ ƻŦ ǘƘŜ ƎŀǊŘŜƴ ǘƻǳǊƛǎƳ ǎŜƎƳŜƴǘ Χ





Social Media
Social media lends itself well to garden tourism and vice versa:Why? 
a) Lǘ ŘƻŜǎƴΩǘ ǊŜǉǳƛǊŜ ŀ ƘǳƎŜ ƛƴǾŜǎǘƳŜƴǘŀƴŘ ŀ ƭƻǘ ƻŦ ƎŀǊŘŜƴǎ ŘƻƴΩǘ ƘŀǾŜ ŀ ƭƻǘ ƻŦ 

marketing dollars and those that do have already been ear-marked,
b) Gardens are visual and social media is all about the visual, which is why 

Tumblr and Instagram are the fastest growing social platforms and Instagram 
has the highest rate of engagement, 

c) social media are about telling a story (or it should be) through the use of 
great content ςand gardens are replete with stories, deep stories, varied 
stories ςand anyone can use a smartphone to take a photo or video and edit it 
right within the phone or the social platform and publish it, and

d) with social, ƎŀǊŘŜƴǎ Ŏŀƴ ΨōǊŀƴŘ ƭƛǎǘŜƴΩ ǳǎƛƴƎ ŦǊŜŜ ǎƻŎƛŀƭ ƳŜŘƛŀ ǘƻƻƭǎ ƭƛƪŜ Iƻƻǘ 
suite, and follow hashtags ǘƻ ΨƘŜŀǊΩ ǿƘŀǘ ǘƘŜ ǇǳōƭƛŎ ƛǎ ǎŀȅƛƴƎ ŀōƻǳǘ ǘƘŜƛǊ 
garden, or not saying about their garden ςand then join in!One garden is 
even using social media (obliquely) to decide on which photos to put into the 
calendars that will be sold in their gift shop ςan important profit center 



.ǳǘ Χ ǘƘŜ ǊŜǎŜŀǊŎƘ ǎǘƛƭƭ 
ƴŜŜŘǎ ǘƻ ōŜ ŘƻƴŜ ƻƴ ά5ƻ 
people go to (a) gardens 
once they have seen it on 
όǎƻŎƛŀƭύ ƳŜŘƛŀΚέ

Initial survey research 
suggests that: 
Å It is (just) another 

medium
Å 2%-3% use SM as their 

first source of info
Å Bloggers may be different 

(Garden Rant)





2(b). In 2011, I asked: Where do garden 
visitors get their information?
ÅMagazines
Å(Better Homes and 

Gardens is # 4 most read 

magazine in USA)700,000

ÅBrochures

ÅWord of Mouth

(Read: Garden clubs)





2 (c).  Fight back by magazines



нΦ όŘύΦ !b5 hb9 ²9 ![²!¸{ aL{{ .9/!¦{9 Χ 
I DUNNO WHY
ÅLonely Planet    

ÅL¢Ω{ ¢I9 [h/![ CL¢ .ƛōƭŜ



3. Gardens as Regional Brands

Location

ÅKauai

And of course the Lei

ÅKent

ÅNew Jersey

ÅMelbourne, Australia

ÅVerdun/Flanders

ÅOchoRios

Brand

Åά¢ƘŜ DŀǊŘŜƴ LǎƭŜέ

ÅThe Garden of England

ÅThe Garden State

ÅThe Garden State

ÅPoppies

ÅWŀƳŀƛŎŀΩǎ DŀǊŘŜƴ tŀǊƛǎƘ όWŀǇŀƴΗύ





4. Gardens as Introduction to other tourist 
activities and vice Versa
Å(because rarely do tourists come to see just one 

place/facility/experience (do you go to London JUST to see the 
Changing of the Guard?)



Garden Tourism and other tourism products

Especially:

ÅFood

ÅWine

ÅArt



Gardens and Food and Wine

In Australia they 
call it: The 
one third/
one third/
one third 
market

1. Wine Lovers
2. Rubber tire 

travelers
3. Gardens and 

Wine!



Gardens and History

ÅTop Ten Historic 

properties of the National 

Trust with gardens as 

Significant attraction

Note: Chatsworth House a private house gets 850,000 visitors pa



5. The rise of the Regional Garden Tourism 
Networks
ÅWhy?
Å43% of all visitors have been to another garden in the previous six months

ÅMajority spend less than 3 hours (Ave: 2 ½ hours) in a garden (exceptions are 
destination gardens.



Where?

ÅS. California

ÅIreland Historic House Castles and Gardens

ÅCanada /ŀƴŀŘŀΩǎ DŀǊŘŜƴ wƻǳǘŜ

ÅSouth Africa The Garden Route

ÅScotland ŀƴŘ bǳǊǎŜǊȅΩǎΦ

Å30 in 30 Philadelphia

ÅLouis GinterBotanic Garden, Richmond Va. and using social media

ÅBritish Columbia and Vancouver Island





GREATER PHILADELPHIA GARDENS 







{ƻǳǘƘ !ŦǊƛŎŀΩǎ DŀǊŘŜƴ wƻǳǘŜ

http://www.globalwheeling.org/wp-content/uploads/2011/07/cycling-the-garden-route-south-africa-3.jpg


This is the website of FailteIreland, and they 
hit you with: 



6. The Importance of the website







Thoughts on 
Regional and 

Local 
initiatives

ÅRegional

ÅThere is going to be a rapid rebound 
from Atlanta, Dallas and Miami

ÅIs your Island/garden on their map?

ÅDo you have a unique sell? The St 
Vincent Parrot

ÅLocal
ÅDo you have a reason they MUST 

come
ÅDo you have an experience?
ÅCan I find you from my Airbnb in 
/ŀǎǘǊƛŜǎΣ bŀǎǎŀǳ Χ Κ
ÅDo you have an event they would like 

to see (The pans)



Caribbean Gardens - Actions

ÅFour or is it five?  considerations
Å¢Ƙƛǎ ƛǎ ŀ ǊŜǇŜŀǘ Χ ƎŜǘ ȅƻǳǊ ƭƻŎŀƭ ǘƻǳǊƛǎƳ ōƻŀǊŘ ǘƻ 

(i) Put your garden on the website and
(ii) differentiate your garden from

ÅNatural Wonders/attractions
ÅNatural heritage
ÅAttraction 

AND CTO, GIVE GARDENS THEIR OWN WEB PAGE !!!
ÅBrand 

Å In Philly region - 24 gardens 24 imperatives What is your brand?

ÅMedia

ÅDo you have an event I would like to see? 

Å5ƻ ȅƻǳ ƘŀǾŜ ƭƻŎŀƭ ƭƛƴƪŀƎŜǎ όǊǳƳ ŀƴŘ ΧΚύ




