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Introduction: Philosophy of New Directions 

in Garden Tourism

Gardens by the Bay, Singapore. Opened in 2012, the 54-hectare garden now attracts 50 million visitors 
yearly and is a key part of making Singapore the “City in a Garden”. Photo courtesy of Pascal Garbe and 

used with permission.
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In 1954, the marketing guru Peter Drucker 
said:

If  we want to know what a business is we  
have to start with its purpose ... There is  
only one valid definition of  business  
purpose: to create a customer. It is the 
customer who determines what a business is. 
For it is the customer, and he (sic) alone,  
who through being willing to pay for a good  
or service, convert’s economic resources into 
wealth, things into goods. What a business 
thinks it produces is not of  the first 
importance – especially not to the future  
of  the business and to its success. What  
the customer thinks he or she is buying,  
what he or she considers ‘values’, is decisive. 
Because it is its purpose to create a  
customer, any business enterprise has  
two – and only these two – basic  
functions: marketing and innovation.

(Drucker, 1954)

That paragraph summarizes, in a nutshell, 
what this book is all about. In 2013, the first 
edition of  the book Garden Tourism was pub-
lished. It essentially put between two covers 
what the history, significance, nature, and di-
mensions of  garden tourism were. It was the 
first book to deal entirely with garden tour-
ism, but it encapsulated why garden tourism 
was such an important part of  both the tour-
ism industry and the botanical world of  gar-
dens and garden visitation. It has now been 
7 years since that first edition. In those 7 years 
garden tourism has grown remarkably, some 
would say exploded, and the innovations and 
marketing so fundamental to Peter Drucker, 
60 years ago, have been realized, such that 
today garden tourism may be the most im-
portant and largest sector of  contemporary 
outdoor leisure.1 For this second edition, it 
would have been easy and desirable to just 
update progress in the field of  garden tourism 
since 2013 but that would have left unad-
dressed the vast strides that have occurred in 
garden tourism in the past 7 years. It is the 
aim of  this book to go beyond the baseline de-
scription of  garden tourism developed in the 
first edition and examine the innovations and 
marketing in garden tourism that have made 
it what it is today.

The Current State of Research  
in Garden Tourism

While evidence exists that garden visiting is 
now one of  the most important sectors of  the 
leisure industry, it is lamentable that the aca-
demic research community has not embraced 
garden tourism. Indeed, in a review of  the first 
edition, the noted tourism researcher Kevin 
Markwell (2014) commented “that there has 
been surprisingly little scholarly research con-
ducted on garden tourism”. In May 2017, as part 
of  a Kew Gardens’ conference on garden tour-
ism, one of  the few researchers over the years to 
recognize and address garden tourism under-
took a content analysis of  all English- language, 
peer-reviewed journals and articles with the 
words garden plus visitor, tourist, or tourism in 
the abstract (Fox, 2017a). She found 32 articles 
in 23 different journals (Fig. 1.1). The majority 
of  articles were published in the USA (8), the UK 
(5), and China (4). Eleven other countries were 
represented in the literature (Fig. 1.2). Most (14) 
discussed botanic gardens, followed by urban 
parks and gardens (8) and some historic gar-
dens (4) (Fig. 1.3). Most (66%) were quantita-
tive in methodology and 22% were qualitative 
in  nature (Fig. 1.4). The most topical areas 
were  attracting visitors (Lee et al., 2010; Byun 
and Jang, 2015), management of  the garden 
(Banks, 2015), and new technologies (Pérez- 
Sanagustín et al., 2016). In short, for the most 
popular contemporary leisure activity in the 
world, the attention of  researchers and practi-
tioners has been lamentable. In the first edition, 
it was suggested that garden tourism presents 
itself  as a fruitful (and enjoyable) area of  re-
search. Sadly, in the years since, that challenge 
has not been taken up. As a result, readers will 
find, as material in this book, much that is a 
narrative of  what has occurred in the years 
since 2013 rather than new academic insight 
and conclusions. Much of  the narrative is based 
on individual gardens’ own research or perspec-
tive; little is external. This is an area that must 
change if  a more complete story of  the tourism 
industry is to be told. To that end other areas 
neglected in the first edition have been 
 addressed.
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Fig. 1.1. Number of published articles on garden tourism, 2010–2017. Adapted from Fox (2017a).
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Fig. 1.2. Source of published articles on garden tourism, 2010–2017. Adapted from Fox (2017a).
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Fig. 1.3. Topic of published articles on garden tourism, 2010–2017. Adapted from Fox (2017a).
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4 Chapter 1 

Markwell also pointed out in his perceptive 
review that:

Readers will not find engagement with debates 
concerning authenticity, commodification, 
embodiment, emotions or the experience 
economy, nor does the book intersect with the 
literature on ‘natures’, constructed or 
otherwise. Yet gardens are surely one of  the best 
examples of  nature–culture hybrids. In this 
regard, Benfield misses an opportunity to 
examine how garden tourism provides 
opportunities for our understandings of  the 
relationships between nature and culture to be 
deepened and, perhaps, challenged. Certainly, 
he does examine relationships between garden 
tourism and cultural tourism (29) and art (54) 
but he does not extend this examination into an 
engagement with deeper philosophical or 
theoretical concerns. I was also surprised at the 
lack of  an extended discussion of  gardens as 
significant elements of  destination identity and 
branding. Again, I think there were 
opportunities to explore, in much more depth, 
the role of  large public or commercially 
operated gardens in the creation of  a 
destination brand or image for certain 
destinations.

(Markwell, 2014)

These were valid observations and this new edi-
tion of  the book addresses them in part; only in 
part because, as was noted earlier, there has 
been so little published in the garden tourism 
literature in areas such as authenticity, com-
modification, and branding. In summary, this 
book will update the reader on progress in 

garden tourism by introducing new gardens, 
new audiences, new strategies, new initiatives, 
and new programs that in total over the past 7 
years are making garden tourism the dominant 
mode of  contemporary outdoor tourism.

Innovation and Marketing;  
The Structure of the Book

In the following chapter, a selected appraisal 
of  garden tourism around the world in terms 
of  garden numbers, number of  visitors, and 
growth is given. It updates numbers and devel-
opment of  garden tourism and contains a brief  
appraisal of  how garden tourism has grown, or 
not grown, in the prior 5 years.

Chapter 3 examines new directions in 
 garden tourism (innovation) by selecting seven 
major product development and marketing 
 innovations that have characterized gardens in 
the preceding 7 years. They are:

• gardens and wildlife;
• art and gardens;
• gardens and music;
• Levy walk analysis and gardens;
• plant societies and gardens;
• sensory experiences at gardens; and
• garden branding.

Chapter 4 examines new audiences and 
particularly the greater sophistication in market 
segmentation since 2013. The demographer 

Fig. 1.4. Type of research conducted in published articles on garden tourism, 2010–2017. Adapted from 
Fox (2017a).
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David Foot claims that demographics explains 
“two thirds of  everything”; hence changing 
demographics, 7 years on, is examined and par-
ticularly the growing numbers of, and interest 
in, the so-called “Millennials”. If  demography 
explains two-thirds of  everything then perhaps 
the field of  psychographics covers all or part of  
the remaining third. Increasingly gardens are 
using psychographic studies to segment their 
audiences and examples will be drawn from Kew 
and the National Trust in the UK, and Newfields 
in Indianapolis, USA. This chapter will also 
introduce two other market research develop-
ments in gardens that may be used for segmen-
tation bases. These are Claritas and geofencing, 
both of  which are inherently geographical in 
their base of  analysis.

Chapter 5 examines the new media land-
scape of  communities (blogging and podcast-
ing), platforms, and social media, a phenomenon 
that has exploded in the past 7 years such that 
Al Reis2 says “in marketing today there is social 
media and everything else”.

Chapter 6 explores the deep psychological 
draw and attraction of  flowers, gardens, and 
gardening, first examined under the study of  
semiotics by John Urry in the late 20th century 
and which is still little examined as a cause or 
motivation for garden visiting.

Chapter 7 is dedicated to the study of  
garden- related events. Getz and Page (2016a,b) 
chart the phenomenal rise of  event tourism and 
the concurrent rise in academic research. More 
specifically, Connell et al. (2015) highlight the 
use of  events to fill gaps left in off-peak times and 
seasons and it is in this area that gardens have 
developed significant programs and events to 
make them more financially stable and educa-
tionally viable.

Chapter 8 goes into more depth than the 
previous edition on the economics of  garden 
tourism because significantly more gardens are 
examining the economic benefits of  their gar-
dens. As important, the chapter also highlights 
the environmental, health, and social benefits of  
gardens in an era of  environmental sustainabil-
ity, and social justice.

Chapter 9 focuses on the urban environ-
ment in which garden tourism takes place. Many 
gardens are now characterized by meaningful, 
visual, and impactful outreach into both the 
surrounding communities and the city in which 

they are located. In some cases, the crossover 
into streetscaping and events have become sig-
nificant generators of  urban garden tourism. As 
a result, one of  the examples this book uses – the 
Chelsea Fringe Festival in London and elsewhere – 
was featured in Chapter 7.

Chapter 10 isolates historic garden tourism 
and the current management and development 
of  historic gardens as opposed to the purely his-
toric nature of  gardens developed in the previous 
edition. Here the focus is on landscape, which is a 
more holistic approach to historic sites, and marks 
innovation in historic garden tourism.

In Chapter 11, the future of  garden tourism 
is examined. Moskwa and Crilley (2012) indi-
cate that botanic gardens have multiple roles but 
principally education, environmental, and re-
creation, and it is under these three roles that 
garden tourism’s future will be evaluated.

The final chapter is essentially a postscript 
written as the effects of  Covid-19 changed, so 
dramatically, the nature of  garden operation 
and visitation. Much of  the impact is drawn 
from the American Public Gardens Association 
(APGA) surveys of  its member gardens in March 
(the immediate effects) and April 2020 (the re-
sults of  the closure on revenue, staffing, and pro-
grams). In the final paragraphs the measures 
being taken to permit a (partial) reopening and 
the effects of  the partial opening are examined.

New Gardens

In 2004 Connell charted the rise of  gardens in 
the last hundred or so years, suggesting that the 
development cycle has been strong and certainly 
not at a stage of  decline. Hulme (2015) charts 
the rise of  botanic gardens over time for the six 
continents and shows the particular rise of  gar-
den establishment since 1950.3 In fact, the 
growth of  gardens and especially gardens open 
to the public has been nothing short of  spectacu-
lar in the last 20 years. Woods (2018) has pro-
duced a listing of  the most spectacular gardens 
over the last 20 years in his book Gardenlust. It 
highlights, in pictures and in a horticultural and 
design narrative, over 100 gardens built world-
wide only in the last 20 years.

In the field of  product development, the at-
traction of  building new gardens for tourist and 
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botanical purposes has not yet reached the end. 
The APGA receives and admits applications for at 
least ten gardens annually. As this is being writ-
ten, four gardens in the USA are close to opening 
for the first time: Pittsburgh Botanic Garden (the 
city’s second after the iconic Phipps Conserva-
tory), Pennsylvania; Gardens on Spring Creek, 
Fort Collins, Colorado; Delaware Botanic Gardens 
at Pepper Creek, Dagsboro; and Santa Fe Botan-
ical Garden, New Mexico. At least three others are 
in the planning stage including Houston, Texas,4 
which does not have a botanic garden.

In Asia it is estimated that five new botanic 
gardens are opened each year in China, while in 
the Middle East, the progress of  opening gardens 
so evident 5 years earlier has abated. In Austra-
lia, Botanic Gardens Australia and New Zealand 
(BGANZ) admits approximately one new garden 
annually to join the 75 already in existence.

New Audiences

Concurrent with new gardens, new audiences 
have been attracted to gardens. Much has been 
made of  the rise of  the Millennials, those people 
born between 1981 and 1996 and now reach-
ing family and household formation stages. 
Much of  the discussion over the preceding 5 
years has been consumed with the desire to at-
tract this generation, in part because a decline 
in Baby Boomer numbers and interest in gar-
dens has been forecast. Chapter 4 will suggest 
Baby Boomer interest in gardens and garden 
visiting has not waned – some data suggest it 
might have increased – while Millennials have 
been attracted to gardens and garden visiting in 
increasing numbers to the delight of  garden 
managers the world over. David Foot, the world 
renowned demographer, suggests that Millenni-
als were never a threat to abandon gardens and 
the like; rather they are doing, in household for-
mation, exactly what the Baby Boomers did 
some 20 years earlier – they are buying (subur-
ban) houses, making or inheriting gardens, and 
undertaking activities just as their parents did a 
generation earlier.5 In total it can be seen from 
the data that since 2013, which is when the ef-
fects of  the recession of  2008/09 had effectively 
ended, garden visitation exhibited one of  the 
highest and most significant growth rates in 
the tourism industry (growing at 7% per 

annum), ranking in the same league as cruising 
(growing at 4%), visiting amusement parks 
(growing at 4%), and general sightseeing (per-
centage unknown).

Existing Gardens; New Initiatives, 
New Uses

In the previous edition, reference was made to 
new gardens in which the new garden was fail-
ing or not enjoying the growth initially antici-
pated, desired, or expected from a new product. 
Two significant examples were highlighted, the 
National Botanic Garden of  Wales in Carmar-
thenshire, Wales and the Eden Project in Corn-
wall, England. In the 7 years since the first 
edition both gardens have proceeded to gain sig-
nificant attendance numbers such that Eden 
now has over 1.2 million visitors, up from 
859,000, and the National Botanic Garden of  
Wales has become one of  the finest gardens in 
the UK and especially in its contribution to 
Welsh plant and animal conservation.

Alnwick Castle – garden revival

Alnwick Castle is one of  the iconic castles in North-
umberland, UK, that have guarded the North Sea 
for over 700 years. The garden, which has existed 
since 1759 and was an original Capability 
Brown-designed landscape garden, was in a state of  
complete disrepair by the turn of  the century. The 
Duchess of  Northumberland wanted to not only re-
vive the garden but also add contemporary fea-
tures to it to make it a modern tourist attraction. 
Redevelopment commenced in 2001 and in 2004 
it opened to the public. The garden is described as “a 
huge public garden of  classic symmetry and aston-
ishing beauty…” that is not only an inspiring land-
scape garden but also contains water features for 
guest interactions, learning, and play.6 Like many 
gardens, seasonal attractions are used to bring 
year-round visitation. Thus spring is the time of  
bulbs, in summer the ornamental garden is in full 
bloom and the rose garden contains over 3000 
David Austin roses, autumn is renowned for the 
only pleached crab apple trees in the UK, and the 
year concludes with frozen cascade waterfalls, a 
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light show, and lantern parades. Alnwick Castle re-
ceived a significant marketing boost in 2000 when 
the first in the series of  Harry Potter films was shot in 
and around the castle. Today, the garden boasts 
over 350,000 visitors per year.

Alnwick Castle – the Poison Garden

Billed as “The Most Dangerous Garden in the 
World”, in 2005 Alnwick Castle and gardens in-
stalled a Poison Garden. With restricted entry 
and a separate entry fee, it is possibly the only 
garden in the world where smelling, tasting, or 
even touching is strictly forbidden. The Poison 
Garden is visited by 90,000 of  the 350,000 an-
nual visitors. The garden contains over 100 
plants both deadly and intoxicating and while 
there is a decided thrill about entering the gar-
den, the plants are also used as a part of  a drug 
education program and as a public service for 
plants that are dangerous.

National Botanic Garden of Wales

The National Botanic Garden of  Wales is now 
a leader in research investigating which plants 
are the most important to pollinators and dis-
seminating these findings to farmers and the 
gardening public (see Case Study 11.1).

RHS Wisley

The UK has 27 million gardeners out of  a total 
population of  64 million. More precisely, over 
85% of  UK households have a garden and the 
popularity of  gardening is expected to increase 
well into the 2020s, notwithstanding an in-
creasing number of  houses in the UK without 
a garden.7 Much of  the expertise and contact 
with the gardening industry in the UK has 
been through the Royal Horticultural Society 
(RHS). Established in 1804 as the Horticul-
tural Society of  London, it acquired a site at 
Wisley in 1903 and from that time the RHS 
has been offering gardening advice to 60 mil-
lion enquiries per year and running five garden 
sites as examples of  gardens and plants dedi-
cated to the furtherance of  all things garden.8 

The five RHS gardens have over 2 million visit-
ors per year with the garden at Wisley having 
1,071,000 visitors in 2018, placing it in the 
top 20 of  all paid attractions in the UK. The 
RHS is a charity or not-for-profit, and its work 
is aimed at the 490,000 members and 30,000 
schools in the country. As a major future direc-
tion, it dedicated £160 million in 2015 to fur-
ther “enrich everyone’s life through plants and 
make the UK a greener and more beautiful 
place”.

The investment projects are:

1. At RHS Wisley, build a new horticultural sci-
ence and learning center, build a new welcome 
center, and restore Wisley village.
2. Build a fifth display and educational garden at 
Bridgewater, Salford, Manchester.
3. At the RHS Garden Harlow Carr, restore the 
historic Harrogate Arms and bath house as well 
as the landscape.
4. At the RHS Garden Hyde Hall, build a new 
visitor center as well as a new learning center, 
activities, and food-service building.
5. At the RHS Lindley Library, modernize the 
 access to the collection.
6. Develop new programs for the RHS to provide 
community outreach and establish urban gar-
dens, thus bringing gardens to the cities.
7. Raise the profile and opportunities for careers 
in horticulture.

The majority of  the investment monies was 
dedicated to the flagship garden at Wisley. The 
welcome center provides a much-needed up-
grade to the existing entry, it will include a new 
restaurant and shop, and bring the plant center 
into the complex. The welcome center complex 
has been designed for open space meetings and 
in conjunction with the display gardens to pro-
vide a spectacular entrance to the garden.

The second major fixed-roof  structure will 
be a new national center for horticultural sci-
ence and learning. The science will be centered 
on horticultural science, taxonomy, plant 
health, and plant diseases. All these activities 
will be observable by the visitor and integrated 
into the educational portion of  the building. 
Here the facilities include meeting rooms/con-
vention facilities, an advisory center for the UK’s 
gardeners, and three outside educational gar-
dens related to daily living. As Wisley describes 
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it, the center’s facilities will deliver and engage 
gardeners with four key themes:

1. Global knowledge bank on gardening and 
garden plants.
2. Plant health in gardens.
3. Gardens in a changing world, particularly 
one undergoing climate change.
4. Plant science for all people, plants, and the 
planet.

It is anticipated that the new facilities and orien-
tation will increase visitation to over 1.5 million 
annually and if  this were realized, Wisley would 
rise into the top ten paid tourist attractions in 
the nation.

The Eden Project

In March 2001, the Eden Project in Bodelva, 
Cornwall opened and by June 2001, over 1 mil-
lion people had visited. Numbers in the first year 
were over 1.5 million visitors. In that opening 
year Eden was in the top ten tourist attractions 
in the UK and was a major prospect for tourism 
growth in the coming years. Visitation declined 
dramatically in the subsequent years, such that 
by 2013 numbers had dropped to 859,000 – a 
drop of  45% – and it was no longer in the top 30 
tourist attractions in the nation. Something 
clearly had to be done to arrest this decline. In 
2014 a fivefold strategy was developed to ad-
dress this decline. These elements were:

1.  To better understand the visitor and why 
they come to Eden. At the most basic, it was de-
lineated that there was a market potential of  1.4 
million visitors to Cornwall but of  that group 
only 162,000 came who were dedicated visitors 
with high interest in horticulture. Clearly there 
was potential to increase numbers from this 
group.9 Research showed that of  that group 
86% were holidaymakers, 49% had never been 
to Eden before, and their propensity to visit was 
shown by the fact that 30% of  visitors visited 
more than six other gardens per year. Clearly, 
this was a lucrative segment to reach and, for 
this group, a dedicated campaign called the 
“Great Outdoors” was initiated. To attract this 
group changes were made in the Eden product at 
the request of  gardeners. Specifically, 80% 

requested increased labelling of  plants, 55% re-
quested a dedicated garden guide, and 50% indi-
cated a preference for an introductory talk and 
tour.
2.  Market segments. What this told Eden was 
that garden visitation was essentially split into 
two groups:
  a.  Locals who constituted 80% of  the visit-

ors in winter.
  b.  Out-of-town visitors who constituted 80% 

of  visitors in summer (20% were local).
Marketing strategies were aligned to reflect this 
division; thus locals could be persuaded to 
undertake repeat visits (probably in the range of  
20,000 or more local visitors) and memberships 
to the garden at £20 could be increased to this 
market segment from the current 75,000.
3. Marketing changes. It was perceived that the 
current marketing was scattered and thus too 
diluted. As a result, marketing in national publi-
cations was discontinued and in particular, mar-
keting in the London Metropolitan area ceased 
while more emphasis was placed on the local 
market, recognized in point 2 above. As one 
Eden marketing executive indicated, “we began 
to fish where the fish were”.
4. Digital marketing. Eden, much like other gar-
dens, saw the importance and effect of  digital 
marketing and thus embarked upon a strong 
presence in social media, particularly on Face-
book (see Chapter 5).
5. Finally, and probably most importantly, Eden 
embarked on a series of  Live Programming events 
to give visitors a reason to come. The number of  
events went from 12 in 2014 to 25 in 2018.
   a. Starting in 2016 programs were built 

around space and space exploration and ran 
for two years. In 2019, this changed to a focus 
on biodiversity and extinctions.

   b. In 2016, a display of  dinosaurs but with 
an emphasis on education and science was 
installed not only for the UK school holidays 
but also extending into the summer 
months.

   c. A PRIDE festival was held in 2016, and an 
October marathon and half  marathon (2010) 
were greatly expanded in the years since 
2016.

   d. The Eden Classic bike ride was started in 
2014 and consists not only of  a 100-mile cir-
cuit of  Cornwall, but also features foods and 
culinary displays. A BMX display featuring 
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Matt Hemmings10 was part of  the event focus 
and he gave a cycling display and exhibition 
aimed specifically at a youth audience.

   e. Other events included a Cornish pasty 
baking contest and art displays.

   f. Finally the largest and most ambitious 
event, Christmas in Cornwall, ran through-
out November and December, and with lights, 
choristers, Father Christmas, and a dedicated 
skating rink, Eden was positioned to be the 
destination for Christmas holidays, so much 
so that three national newspapers placed it in 
“the UK’s best places for Christmas this winter” 
in 2018.

The results of  these new directions have 
been remarkable. By 2017 visitor numbers had 
again surpassed 1 million and the Eden Project 
was the 12th most popular paid tourist attrac-
tion in the UK. In 2018 Eden received 1,006,928 
visitors, putting it into the top ten of  the UK’s 
paid visitor attractions.

Garden hotels

Particularly in the UK, many castles, palaces, 
monasteries, mansions, and country seats have 
been notable for their gardens, both in size and 
historical importance. But after 1945, many 
properties became financially unsustainable 
when death duties and inheritance taxes forced 
the conversion of  many houses to other uses 
and were converted to trusts, or leased properties, 
or were sold off  or donated to the National 
Trust. Many of  these properties have evolved 
into historic properties and their importance for 
garden tourism is covered in Chapter 10. How-
ever, a large number were converted to hotels 
and thus the marriage of  upscale tourism and 
hospitality properties (particularly hotels but 
also conference centers and restaurants) with 
gardens has become an important new direc-
tion. In Germany, the most famous garden hotel 
is the Anholt Wasserburg in Anholt, Rhine 
Westphalia; in India, the iconic Udaipur Lake 
Palace in Udaipur is a particularly famous hotel 
with somewhat smaller and restricted gardens; 
while many villas in Italy (Villa Cipressi, Villa 
D’Este on Lake Como, and Villa Serbelloni) are 
both hotels and destination gardens. Garden 
hotels also exist in Spain, Iran, Portugal, and 
even Guatemala. In the UK, Cliveden House in 

Buckinghamshire with its famous formal gar-
dens is a hotel, conference center, and wedding 
venue, most recently the location for Meghan 
Markle’s stay on the night before her marriage 
to Prince Harry. More restrained is Gravetye 
Manor, the former home of  the originator of  the 
English country garden, William Robinson. 
Today it has 17 rooms, accommodating 35,000 
guests per annum either for the accommoda-
tion and/or restaurant. The property is open 
only to hotel guests but can be visited by special 
arrangement, much like Rosemary Verey’s 
 garden, Barnsley House in Gloucestershire, 
England.

Gardens and literature

The link between gardens and literature is a 
strong one, and far too voluminous to detail 
here. The two literary gardens mentioned most 
often11 are the Garden of  Eden in Milton’s Para-
dise Lost, Book IV and the most famous children’s 
book, Burnett’s The Secret Garden. However earl-
ier medieval literature is replete with gardens, 
including but not limited to de Meun’s Romance 
of  the Rose, Marie de France’s Lais, Machaut’s 
The Judgment of  the King of  Bohemia, plus Chau-
cer’s Book of  the Duchess, and The Knight’s Tale 
and The Merchant’s Tale in The Canterbury Tales. 
In Spenser’s The Faerie Queene, the Garden of  
Adonis is found in Book 3, canto 6, and espe-
cially the “Bower of  Bliss” at the end of  Book 2.

Of  course, Shakespeare features the garden 
and many plant species – perhaps most uniquely 
in Richard II where the gardeners compare tend-
ing a garden to running a kingdom! In 18th cen-
tury literature, Rochester has a rose garden in 
Jane Eyre, and Andrew Marvell’s “The Garden” 
and especially “The Mower against Gardens” are 
seminal poems of  this century. Examples in 19th 
century literature are the Pyncheon Garden in 
The House of  the Seven Gables; Hawthorne’s gar-
den in “The Old Manse” given to him and Sophia 
by Thoreau as a wedding present; and Poe’s “The 
Domain of  Arnheim” is essentially a treatise on 
esthetics that uses landscape gardening for its 
premise. All the March girls have their own little 
gardens in Little Women. The garden in Haw-
thorne’s “Rappaccini’s Daughter”  is famous 
now having been replicated as the Poison 
Garden at Alnwick Castle. Gardens are quite 
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dynamic in Lewis Carroll’s Alice’s Adventures in 
Wonderland and Through the Looking Glass and 
What Alice Found There. Gardens figure heavily, 
too, in several of  Oscar Wilde’s fairy tales in the 
collection The Happy Prince and Other Tales and 
also in “The Nightingale and the Rose”, “The 
Selfish Giant”, and “The Devoted Friend”.

Many of  the gardens of  English literature 
still exist for the tourist to visit. Most notable is 
Shakespeare’s garden at Stratford-upon-Avon. 
The walled garden of  Great Maytham Hall, in-
spiration for The Secret Garden, still exists and is 
open as part of  the UK National Garden Scheme. 
The Shakespeare Garden at the Brooklyn Bo-
tanic Garden showcases the plants noted in the 
collected works of  Shakespeare and for poets, 
Wordsworth’s house, Dove Cottage and garden 
at Grasmere in the Lake District, close to Beatrix 
Potter’s – or, more accurately, Mr MacGregor’s – 
garden at Hill Top, is open for tourist visits.12

In the realm of  poetry, just about ANY 
poem written in the 17–18th century in Eng-
land features a garden! John Denham’s “Coop-
er’s Hill”, Yeats’s “Lake Isle of  Innisfree”, 
Coleridge’s “This Lime Tree Bower, My Prison”, 
Keats’s “Ode To a Nightingale”, and the Song of  
Solomon 4.12–16.

One of  the more interesting gardens with 
direct tourism links to poetry are the 37 botan-
ical gardens throughout Japan dedicated to ex-
hibiting the plants referenced in the 8th century 
Man’yoshu poetry anthology. This anthology 
contains approximately 4500 poems, of  which 
1600 refer to one or more of  about 160 different 
species of  plants, making botanical references 
and imagery one of  the most significant features 
of  the work. Despite the chronological distance 
separating the Man’yoshu from the present day, 
there are 37 dedicated Man’yo botanical gardens 
in Japan that vary widely in type: some are part 
of  larger public parks, some are attached to shrines 
or temples, some are attached to museums of  vari-
ous types, and some are independent, but all are 
clearly intended to act as facilities to attract visit-
ors to localities or institutions. They are, therefore, 
stimulators of  literary contents garden tourism. By 
being dedicated to the objects referenced in poetry, 
the gardens form an unusual type of  contents tour-
ism facility, which is focused on the resources of, 
and stimulants for, literature, rather than the lit-
erary work itself  (see McAuley, 2016).

Case Study 1.1: Missouri Botanical 
Garden – How One Garden  

is Combining New Initiatives

Events

Realizing that many potential visitors work dur-
ing the day when the garden is open, one of  the 
trends in event planning is for more evening 
events. At Missouri Botanical Garden in St. 
Louis, this ranges from months-long events like 
the summer of  2019 Garden Party Lights and 
followed in the autumn/winter with the popular 
winter holiday show, Garden Glow, to one-night 
pop-up evening hours that allow visitors to 
enjoy the garden after work and see some of  the 
flowering plants at peak bloom time (cherry 
trees and azaleas were two that were success-
fully tried in 2019). After-hours drinking events 
are popular, and Missouri Botanical Garden 
hosts an annual wine tasting (Grapes in the Gar-
den), beer tasting (Fest-of-Ale), and local spirits 
tasting (Spirits in the Garden – held near Hallow-
een). In addition to the popular Whitaker Music 
Festival, the garden added more evening music 
events at satellite gardens in other regional loca-
tions. Finally, the garden offers several night-
time hikes at the nature reserve. The hope is to 
continue to offer pop-up evening hours and 
other evening events to take advantage of  the 
light quality at dusk, when the garden is at its 
most beautiful.

In addition to the challenge of  the gar-
den’s hours competing with the workday, like 
all gardens Missouri Botanical Garden has to 
contend with inclement weather. The garden 
is, by nature (pun intended), an outdoor 
venue, and people have become less inclined to 
venture out when the weather is even the 
slightest bit bad. On one occasion the garden 
decided to “lean in” to the weather and on a 
day where the temperature forecast for the St. 
Louis area was in the vicinity of  zero degrees 
all day, the management opened the garden 
for free all day and invited people to come visit 
the tropical Climatron to escape the frigid tem-
peratures. In this spirit the garden continues 
to look for other opportunities to “lean in” to 
bad weather (e.g. espousing that kids + rain = 
fun!) rather than apologize for it.
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Services at the garden

The revamped William T. Kemper Center for 
Home Gardening has a new plant doctor and in-
formation desk providing one-stop help for home 
gardeners. Missouri Botanical Garden believes it 
is the only one of  its kind in North America and 
possibly the world. The garden is also partnering 
with a local farmers’ market to have a regular 
booth there to answer gardening questions, es-
pecially during planting and harvesting seasons. 
Finally, the garden offers a sustainability hotline 
where people can get advice about green and 
sustainable living and business practices.

Social media

As of  June 28, 2019, Missouri Botanical Gar-
den had 171,000 fans on Facebook, 49,000 
followers on Twitter, and 64,000 followers on 
Instagram. The latter is its fastest-growing so-
cial media platform and is well suited to hosting 
stunning pictures of  the garden’s plants and 
events. Like many gardens, it encourages en-
gagement through use of  event-specific hash-
tags and occasional photo contests with prizes 
(usually an annual membership). Instagram is 
also the source of  many of  the garden’s influ-
encers, with whom the garden engages to help 
spread the word about the garden. In 2017 the 
garden started a blog called Discover + Share.13 
The year ended with 27,500 views, and 2018 

ended with 55,000. At the time of  writing, 
2019 will end with over 60,000 views. For this 
initiative, the most popular posts have been 
about trees, garden history, and gardening help.

Community outreach

This is considered by the garden to be a signifi-
cant growth area although not a new direction. 
Missouri Botanical Garden believes it has a great 
message but for a long time kept the message 
hidden under a basket, so to speak. The garden 
was a founding member of  a regional initiative 
called BiodiverseCity St. Louis,14 a network of  or-
ganizations and individuals throughout the 
greater St. Louis region who share a stake in im-
proving quality of  life for all through actions 
that welcome nature into their urban, subur-
ban, and rural communities. In addition, the 
garden is involved in a host of  youth programs, 
community partnerships, and regional initia-
tives where it can offer expertise in biodiversity 
conservation and sustainability. The garden has 
also greatly expanded its therapeutic horticul-
ture program both in the garden and out in the 
community, partnering with local hospitals, 
shelters, a crisis nursery, and eldercare facilities 
to bring the healing power of  plants to patients 
and practitioners alike.

Finally, in late 2019 Missouri Botanical 
Garden engaged the services of  a branding 
agency (see Chapter 5 on branding) to help hone 
its message and tighten the grasp on its brand.

Notes

1 Statistical Abstracts of the USA (2012) suggest gardening is the second most popular leisure activity after 
“walking”.
2 Chairman, Reis and Reis. Credited with coining the term “positioning” in the field of marketing.
3 Hulme was examining the status of botanic gardens only, not display or other types of garden, and was 
concerned only with the role they play in conservation and/or pathways for plant invasions.
4 Planned opening Fall 2020.
5 D. Foot, Toronto, 2019, personal  communication.
6 In this regard Alnwick Castle harkens back to the pleasure water gardens of the 17th century (see Heil-
bronn Garden, Salzburg, Austria).
7 Over 2 million residences in the UK do not have gardens and this number is increasing.
8 The RHS also runs many garden shows, the most famous being the Chelsea Flower Show, and it also 
coordinates Britain in Bloom.
9 Research also showed that those with a high interest in horticulture spent more time at Eden, spent more 
money during their visit, were more likely to recommend Eden to others and also become repeat visitors, 
and they gave higher satisfaction and “value for money” scores than other groups.
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10 In the USA this would be the equivalent of Tony Hawk riding and performing.
11 As gardens as a focus or stage for literature are far too voluminous, I asked the excellent faculty of Cen-
tral Connecticut State University’s English department, all of whom possess a singular and significant area 
of expertise, to name their top literature examples featuring gardens. This is that list and I am grateful to 
each of them for their suggestions and contributions.
12 With a dedicated Peter Rabbit garden.
13 Available at: https://discoverandshare.org ( accessed July 24, 2020).
14 Available at: https://www.missouribotanicalgarden.org/sustainability/sustainability/biodiversecity-st.-louis.
aspx (accessed July 24, 2020).

https://discoverandshare.org
https://www.missouribotanicalgarden.org/sustainability/sustainability/biodiversecity-st.-louis.aspx
https://www.missouribotanicalgarden.org/sustainability/sustainability/biodiversecity-st.-louis.aspx
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Chihuly Garden and art under the Space Needle, Seattle. Reproduced by kind permission of the author.

David Austin Rose Garden, Cheshire, UK. Reproduced by kind permission of David Austin Rose  Garden.
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Kew Broad Walk, 2016, after new design by Richard Wilford. Author’s own photo.

Kew Broad Walk, 2015. Author’s own photo.
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Prior to entry into the Poison Garden at Alnwick, Northumberland, one is required to register by QR code for 
possible Covid-19 tracing. Dean at the entrance will also monitor social distancing as well as giving excellent 
tour information. Author's own photo.

Changi Airport, Singapore. Garden between terminals. Photo courtesy of Singapore Airports  Authority.
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