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Our Mission 

Our mission is to be Toronto’s premiere urban garden, connecting people to nature, and inspiring them to 

live in harmony with the environment. Our guiding principles are Conservation, Education, and 

Inspiration, and our business and communications objectives reflect and propagate this vision. 

Our Business  

Toronto Botanical Garden is a registered educational charity; open to everyone free-of-charge, year-

round. Because we are not publicly funded, more than 95% of our operating budget is self-generated 

through course revenues, membership fees, special events, and donations by individuals, corporations, 

and foundations. 

As a public meeting space, we offer a wide range of programs focusing on Conservation, Education, 

and Inspiration. We attract people of all ages and backgrounds and offer the following services. 

Conservation Education Inspiration 

 Urban Ravine 
Restoration Program 

 Urban Beekeeping 
program 

 Seed Library 

 Sustainable buildings/ 
green roof 

 Minimized water 
consumption 

 Leadership in Energy 
and Environmental 
Design (LEED) Green 
Building Rating System 

 Courses/ classes/ 

 Lectures/ workshops 

 Nature day-camps 

 School field trips 

 Weston Family Library 

 Children’s Centre 

 Trellis Magazine 

 Horticultural research 

 

 Membership/ fund-
raising/ donation events 

 Wedding facilities 

 Photo permits 

 Business/ 
conference/meeting 
facilities 

 Team building activities 

 Café and Shop 

 Tourism/ garden tours 

 Wellness events (yoga, 
nature walks) 

 Community events 
(book club, farmers 
market, summer music 
series) 
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Our Business Objectives 

In 2017, we are committed to expanding the reach and the impact of Toronto Botanical Garden within the 

city of Toronto, and around the world. Our six primary business objectives will inform our 

communications strategy.  

1. Education - Educate people and connect them with nature 

2. Fundraising - Achieve fundraising goals and attract new members and donors 

3. Advocacy - Advocate for the environment and lead green initiatives 

4. Community engagement - Engage with identified audiences and attract new visitors 

5. Storytelling - Demonstrate our successes to stakeholders 

6. Expansion - Expand awareness of the garden and its mission domestically and internationally 

Our 2017 Communications Objectives 

This document is intended for internal use, and outlines our communications strategy for 2017. All internal 

and external communications will support our primary business objectives: education, fundraising, 

advocacy, community engagement, storytelling, and expansion. In 2017, we will make adjustments to our 

current plan, tweaking and refining some of the stronger channels, and restructuring underperformers. 

The primary communications objectives for 2017 are as follows: 

 To redesign our website to align with our 6 business objectives. It must be visually 

attractive and easy to navigate and must direct people to membership and donor 

registration. We want to see a 50% increase in the number of unique visits to the site and 

a 50% reduction in the number of phone calls seeking basic information on directions, 

contacts, events, parking, and membership. 

 To expand and update our blog content. We want the blog to be a vehicle for telling our 

story to the world. We will establish a regular posting calendar, a series of themed 

categories, in-depth content featuring How-to, DIY, history, photos, special events, 

success stories, and other researched content. Posts must be up-to-date, and ascribed to 

specific authors. We want to see a 50% increase in the number of unique visits to the 

blog and an average of 2 views / visitor. 

 To continue producing high quality content across social media platforms, but increase 

audience interaction through contests, questions, polls, and sharable content. Audience 

engagement will be monitored through Google Analytics and Hootsuite. 

 To differentiate our social media platforms and target them to specific audiences. We will 

develop a comprehensive social media calendar to provide strategic and timely content to 

each channel, and will monitor audience engagement through Google Analytics and 

Hootsuite.  

 To diversify our YouTube offerings and expand the content in the areas of children’s 

education, family and community events, how-to videos, and wedding and rental facilities. 

 To continue publishing our high-quality Trellis members’ magazine, but link it with social 

media and our website. 
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Our Audience 

Our audience is widely varied, encompassing the whole city of Toronto, and beyond. It is possible to 

identify the key stakeholders within each of our guiding principles. Communications may target individual 

groups or purposes, or these may overlap: e.g. wellness practitioners may be interested in classes about 

Ontario’s native herbs, so we want to direct communications to them in their own clinics and shops. 

Conservation Education Inspiration 

 Environmentalists and 
Environmentalist 
Agencies 

 Toronto City Council 

 Toronto homeowners 

 Gardeners 

 Architectural Design 
Industry 

 Landscape Designers 

 Beekeepers 

 Independent Farmers 

 Staff and volunteers 

 Teachers 

 Parents 

 Children 

 Members of TBG 

 Ontario Colleges/ 
universities 

 School Boards 

 Staff and volunteers 

 Wedding Industry/ 
engaged couples 

 Small businesses/ 
conference organizers 

 Photographers 

 Tourists (international 
and domestic) 

 Wellness practitioners 
(health care, yoga, 
farmers’ markets) 

 Book lovers 

 Independent musicians 

 Members of TBG 

 Staff and volunteers 

Our 2016 Communications Channels 

Toronto Botanical Garden communicates through a diverse and robust network of traditional print media, 

and social media channels. With input from our entire staff, we were able to increase our social media 

presence in 2016. We have seen positive growth and engagement on our Facebook, Twitter, YouTube, 

Instagram, and LinkedIn accounts. A careful analysis of each platform also reveals several weaknesses 

which will be addressed in 2017. Our website and blog will be updated and restructured. Social platforms; 

Facebook, Twitter, Instagram, Pinterest, and LinkedIn will be differentiated and targeted to more specific 

audiences, and YouTube will show more diverse content. Trellis magazine remains our primary print 

vehicle, but it will be tied into social media for cross-promotion. The following table illustrates the 

strengths and weaknesses of each channel. 

Platform Strengths Weaknesses 

Website  17,000 unique visitors / month. 

 Average of 20 user sessions = 
62,000 page views / month. 

 A lot of good information. 

 Clear links to membership, 
registration, and donation forms. 

 Links to Read More are clear. 

 Generates advertising revenue. 

 Lacks visual impact. This is a 
garden. We want to see beautiful 
flowers, greenery, and trees which 
will attract visitors. 

 Layout is confusing and difficult to 
navigate. 

 Directions, contacts, events need to 
be more prominent. 

 Not enough information about 
where donations go.  

 Needs to be aligned with the 6 
primary business objectives. 
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Blog  Posts centered on Weston Family 
Library “Botanical Nerd Word” are 
interesting. 

 Paul Zammit is a great resource for 
How-to posts. 

 

 Posts are not dated 

 Needs categories aligned with 6 
business objectives. 

 Needs more How-to / instructional 
blogs for DIY-ers. 

 Needs to be a vehicle for telling our 
success stories. 

 Many posts have no identifiable 
author. “By Communications 
Department” is too impersonal. 

 Navigation takes visitors to one 
page with 10 posts, and 30 more 
pages with “404 Error” messages. 
Is there more content? 

 Needs more exposure in other 
popular blogs? E.g. Blog TO, or 
Toronto Gardens, etc. 

 Posts need a stronger visual 
element. 

 Aside from the “Botanical Nerd 
Word”, the blog feels neglected. 

Facebook  12,000 views 

 6,000 Likes 

 1-2 posts per day.  

 Average of 10 Likes / post.  

 Flower photos get 40-50 Likes / 
post. 

 Average 2 shares & 2 comments / 
post.  

 Features article links, pictures, 
botanical word nerds, wedding 
photos, nature photos.  

 Upcoming Events is clear. 

 Ads for events like Holiday Market 
go to their own landing pages.  

 Duplicated content from blog and 
other social media. 

Twitter  3,600 followers.  

 7,300 tweets. 

 1,990 likes. 

 Very active: 5 Tweets/ day 

 Average of 4 Likes /  Tweet 

 Average 2 – 3 Retweets / post 

 Features promotions for our TBG 
Shop, external links, word of the 
week, partnerships, promos, 
pictures, Toronto events and 
shopping promos.  

 Lacks audience interaction.  

Instagram  1683 followers.  

 625 posts. 

 Average 40-50 likes per post.  

 Average 0 -2 comments. 

 Features beautiful flower and 
garden photos. 

 Needs to capitalize on the visual 
nature of Instagram with daily 
flower / plant pictures. 

 Needs to engage with audience by 
running photo contests, questions, 
polls, etc. 
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 Some audience interaction and 
posts 

 Could be used to attract the tourist 
audience 

LinkedIn  500 followers 

 Job postings 

 Employee profiles 

 On target for platform 

YouTube  Videos run 2minutes to 7 minutes. 

 200 – 32,000 views. 

 Average 35 Likes. 

 A substantial body of work 

 Interesting videos on a variety of 
topics 

 Director of Horticulture, Paul 
Zammit is a great host: informative, 
personable, interesting. 

 Features planting tips, events in the 
garden, thanks to volunteers, 
garden overviews, How-tos. 

 A variety of presenters would be 
welcome 

 Not kept up-to-date. The last post 
was 6 months ago. 

 Needs more How-to videos as well 
as kids and family events. 

 Needs to feature our rental 
facilities. 

Pinterest  780 followers.  

 36 boards.  

 1.3k pins.  

 1-2 repins each 

 Features seasonal flowers and 
plants 

 Needs to target the wedding / 
engagement audience. 

 Needs photos of wedding ideas, 
brides and grooms in the garden. 

 Needs craft and DIY photos 

 Needs kids crafts and projects 

Print  Trellis (members’ magazine) is the 
primary print vehicle for TBG. 

 24 pages for most recent issue. 

 Features seasonal articles, regular 
columns, tours, courses, lectures, 
etc.  

 Generates advertising revenue. 

 No information about it online. Very 
difficult to find. 

 No promotion.  

 Website link gives “404 error” 
message. 
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Our 2017 Communications Channels 

In 2017, we will continue to build our brand in traditional print media, and will continue to refine our social 

media messages to target specific audiences. Each channel below lists the audiences whose 

demographics best align with the channel, as well as the specific objectives of each channel, and 

examples of desirable content. Measurement of targets will be discussed in Our Success. 

Channel Target Audience Objectives 

Website  All visitors to TBG 

 

 Main landing page and first point of 
contact for all guests and all 
inquiries 

 Major redesign and restructuring by 
the end of March 

 Make it visually attractive and easy 
to navigate 

 Make success stories easier to find: 
show where donations go 

 Make directions, contacts, events 
easier to find 

 Make membership, donations, and 
endowments easier to access 

 Link to other media, including social 
media and Trellis magazine 

 50% increase in the number of visits 
by the end of the year 

Blog  Categories will align with each 
audience segment, as above 
(Our audience). 

 

 Establish a calendar for regular blog 
posts 

 Tell our success stories and 
achievements 

 Identifiable bloggers and subject 
matter experts 

 Dated posts 

 Clean up 404 Error messages 

 Focus on Weston Family Library for 
researched articles 

 Gardening tips and How-to posts 

 Garden news and events (before 
and after the fact) 

 50% increase in views by the end of 
the year, and 2 views / visitor 

Facebook  Parents, families, children 

 Teachers/ Educators 

 Community groups 
 

 Continue with events and photos 

 Announcements 

 Event notifications 

 Family event notices and photos 

 Focus on courses and classes 

 Focus on educational programming 

 Increase Likes and Shares by 25% 
by the end of the year 

Twitter  Environmentalists / gardeners 

 Businesses 

 Families/ parents 

 Day to day events  

 Audience interaction: increase 
clicks, add polls and questions.  

 Continue posting links and retweets 
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  Post articles and links to blog 

 Increase Likes and Retweets by 
25% by the end of the year 

Instagram  Photographers 

 Wedding planners/ couples 

 Tourists 

 Gardeners/ Horticulturalists 

 Activists 

 Daily garden photos: more flowers 

 Create active TO hashtags 

 Audience interaction: photo 
contests, polls, questions, 
conversations 

 Increase Likes and Comments by 
50% by the end of the year 

LinkedIn  Businesses: other gardens 

 Prospective employees 

 Current staff and volunteers 

 Continue with job postings and 
employee profiles. 

 Add content marketing: articles on 
worldwide botanical gardens, or on 
non-profit fundraising initiatives 

YouTube  All guests of TBG 

 DIY gardeners 

 Event participants 

 Tourists 

 Prospective business clients 

 Prospective wedding clients 

 More How-to videos 

 Q&A videos: take customer 
comments and requests and 
respond to their questions. 

 Educational videos – 
demonstrations 

 Invite new presenters 

 Diversify categories such as home 
gardening, beekeeping, seasonal 
TBG, community events, etc. 

Pinterest  Wedding industry 

 Engaged couples 

 DIY crafters / decorators 

 Homeowners 

 Teachers 

 Increase Wedding photos and 
Wedding facilities photos: 1 original 
pin / month, and I original pin from 
each wedding hosted at TBG 

 Increase DIY and How-to photos 
and links 1 original pin / month 

 Increase kids craft ideas 1 original 
pin / school month 

Print  Members and potential members 

 Gardeners 

 Homeowners 

 DIY/ hobbyists 

 Environmentalists 

 Continue with Trellis (membership 
benefit) 

 Selected content posted on social 
media will link to membership 
registration 

 Increase distribution (and 
membership) by 25% by the end of 
the year. 

Our Message 

Toronto Botanical Garden serves a diverse audience, but our message is unified by our guiding 

principles: Education, Conservation, and Inspiration. Content will be targeted to specific audiences 

through designated channels and must fall within the following guidelines: 

Education: TBG offers exciting educational experiences for all citizens. We educate 6000 children and 

10,000 adults per year on a variety of environmental and horticultural issues. We invite the citizens of 

Toronto, and the world to join us for certificate courses and year-round classes in a wide variety of 

subjects. We work with schools to design unforgettable field trips and day camps for children of all ages.  
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We offer horticultural research in partnership with Ontario colleges and universities and the Weston 

Family Library – Canada’s biggest horticultural library. We offer urban beekeeping classes as well as 

home gardening and DIY for homeowners and renters. There is always something new to discover at 

TBG. 

Conservation: We work with government and industry to build green buildings, to recycle water, and to 

design healthy urban green spaces. We are working to save the bees and educate people about 

beekeeping. We encourage people to make green choices in their gardens and in their lives. We 

encourage citizens to lobby government for financial support and for legislation which protects our green 

spaces for future generations. We developed the LEED program to recognize architectural excellence 

and we recognize environmental champions at our annual ASTER award gala. 

Inspiration: TBG is a great place to hang out and connect with nature. We offer farmers markets, yoga 

classes, family events, day camps, summer music events, and book clubs. We offer great spaces for 

weddings, photos, conferences and meetings. We want to be known as a tourist destination of value: 

come to Canada and see our 4 seasons in action. Take photos. Spread the word. Share your photos and 

your stories and tell others what the garden means to you. Support us through donations and 

memberships. Donations and In Memoriums are a great way to support us and honour loved ones. 

Donations support:  

 The Bee Program 

 The Plant Lovers Fund 

 Garden Maintenance 

 Children’s Programs: Living Winter, Green Adventure, Scholarship Program 

 Teaching Garden 

 Adult Education 

 Library Collections 

Our Budget 

Toronto Botanical Garden is a registered educational charity and we strive to keep costs to a minimum. 

We raise 95% of our budget through programming, membership, and donations. Our communications 

strategy is ambitious and we need to hire competent people who can grow mighty oaks from tiny acorns. 

In 2017, we will depend on a combination of volunteers and paid staff. We propose the creation of the 

following paid communications positions: 

Full-time Communications Manager (permanent) $54,000 

Full-time Website Developer (3-month contract) $13,500 

Part-time Video Editor (8 hours / week) $18,720 

Full-time Magazine Editor (permanent) $54,000 

 $140,220 
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Our Timeline 

Our aim is to provide quality content on a regular basis throughout the year. This is a huge undertaking 

with such a variety of programming targeting diverse audiences. To manage the volume of content, a key 

component will be the development of a clear timeline and a detailed content calendar based on the 

following guidelines: 

 Website: restructured and redesigned January – March (12 weeks) 

 Blog: 2 posts / month by identified bloggers. One is “words from the library”. One is Garden 

news. 

 Facebook: 1 post / day: focus on news and family events 

 Twitter: 6 tweets / day: news, events, articles, links 

 Instagram: 1 post / day: beautiful flower / garden photos 

 LinkedIn: periodical: job postings, major business announcements, personnel changes 

 YouTube: 1 new video / month: How-to, community events, tours 

 Pinterest: 1 original pin / month + every wedding (periodical) 

 Print: Trellis magazine: quarterly; January, April, July, October 

Our Success 

To measure our success, we will look for fulfilment of Our 2017 Communications Objectives.  

 The website will be restructured to align with our 6 business objectives. It can be tested for 

usability and attractiveness throughout the design process. We are seeking a 50% increase in 

views, and this will be tracked using Google Analytics. The clarity of information will lead to a 50% 

reduction in general phone inquiries. This can also be tracked using Google Analytics. 

 The blog will be revitalized with new content, produced on a regular basis, with clearly identified 

authors and dates. It can also be tracked using Google Analytics, and should show a 50% 

increase in the number of visits and an average of 2 views per visit. We realize that blogs require 

a large investment of time and resources, and we want to allow for a slow growth rate. At the end 

of the year, the numbers will be reviewed to determine if this is worth pursuing for a second year. 

 All social media platforms will be organized and monitored through Hootsuite and Google 

Analytics. The content calendar will be reviewed and adjusted once per month. Specific channels 

will be monitored for numbers of Likes, Comments, and Shares. In Facebook and Twitter, we are 

seeking a 25% increase in Likes and Shares. In Instagram, we want to see a 50% increase in 

Likes and Comments since the visual nature of Instagram is so well suited to showing off our 

beautiful gardens. Our YouTube channel posts good numbers, but we will be looking for a wider 

variety of content, and a variety of presenters. We will look for a targeted Pinterest strategy, 

focusing on wedding planning and children’s craft projects. We want to see new content created 

here, as well as an increase in repins.  

 In all social media, we will be tracking audience engagement through Likes, Comments, and 

Shares. We want to respond to all comments and queries as quickly as possible, and will track 

responses through Hootsuite. 

 We will continue to publish Trellis magazine, and will look for a 25% increase in distribution as 

membership rises. By linking clips and articles with social media, we can increase membership, 

and this will be tracked through the Finance Department. 
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The purpose of our communications strategy is to achieve our primary business objectives. If we have 

successfully achieved our communications goals, we should see greater engagement with educational 

programming, more classes, more field trips, and more library visits. We should see an increase in 

membership and donations, and the attainment of our fundraising goals. Our conservation efforts will be 

discussed, promoted, and supported, and we will have inspired the citizens and politicians of Toronto to 

make good sustainable legislation. By telling our success stories, we will inspire people to give 

generously to further our work. People want to know that their donations are making a difference. Finally, 

we should see our garden gain a reputation worldwide and draw visitors from all countries. By sharing our 

photos and engaging with an international audience, we will see our name spread far and wide, and our 

branding efforts will truly make our garden grow.  
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