Strategic Plan Appendix II.2a

CHICAGO BOTANIC GARDEN
MARKETING 

2010 OPERATING PLAN
Vision Statement 

Our marketing efforts will establish the Chicago Botanic Garden as a recognized and respected leader for its visitor experience, horticulture, plant conservation, and community education.  The Garden’s marketing efforts will increase loyalty and enthusiasm, inspiring people to interact with the Garden onsite, on-line, and at its satellite locations  

GOAL II.1
The Garden’s marketing efforts will:  1) build the Garden’s reputation and awareness as one of the great gardens of the world; 2) increase membership and attendance; 3) increase enrollment in Garden programs, classes, and volunteer opportunities; 4) cause more people to take action toward saving plants; and 5) financially support the Garden.
GOAL II.2 
The Garden will be top-of-mind as one of Chicago’s foremost cultural institutions.
Objective 1:
Continue to increase awareness for the Garden’s horticulture, plant conservation science and community education, which make the Garden a foremost cultural institution and important place to visit.

· Execute new “Keep Growing” brand element in line with new 10-year strategic plan.  Execute internally initially and gradually broaden to reach all audiences. 

· Deliver new Member Magazine and Program Guide with advertising model to help broaden understanding of Garden programs to its 50,000 member audience.

· Execute advertising plan to support key traffic-driving and revenue-producing programs:  Evenings and Wonderland Express.

· Execute advertising against more targeted, short term programs:  Bloomin’ Spring Festival, Antiques & Garden Fair, and Fall Festival.

· Reinforce Garden as a resource for all things horticultural, plant conservation, and education for visitors and members of all ages. 
· Build and maintain integrated marketing communications plan via Google Calendar that highlights message matrix across public relations, web activities including online newsletters, events, advertising, direct mail, science, education, and member/donor events. 
· Generate placement in Chicago-area publications that talk about the Garden as the best place to visit and value for no admission. Participate in Crain’s lists, other tourism stories, Chicago Center for Tourism “Passport” program and others, as appropriate.  Support CONVES Bureau efforts of Visitor Programming staff.
Objective 2:
Increase awareness efforts in new media - social networking sites, blogs, etc. – to ensure Garden is participating in the growing interactive dialogue.
· Create an application for Facebook for example a virtual garden or endangered plant garden.

· Work cross-functionally with online marketing to increase number of Facebook friends and Twitter followers.

· Expand use of Garden blog to develop relationships with horticulture and science staff.
Objective 3:
The website will continue to grow in supporting all facets of the Garden from events and education, to horticulture and science, and more – we with the most up-to-date information.  It will play an increasingly important role as a valuable source of information for research grants, potential donors and members in 2010.  Many areas of the web are prime for building friendships with visitors and increasing revenue:  plant information for gardeners, for families and kids club, foreign visitor site, general visitors and members information and more.  Possible activities include:
· Continue building the Garden’s e-communications and segment additional e-newsletters to targeted groups.

· Grow general enewsletter database to more than 40,000.
· Create seamless interface between Garden website and registration site (PEO) to ensure high quality e-commerce experience for class registration, membership renewals and annual giving donations.

· Become an online source of reliable information:  gardening, science, conservation.
· Re-purpose Plant Information data online. 

· Continue to optimize the site for the search engines.
· Continue to update the web site (4,000+ pages).
· Develop virtual garden tour through online map with podcasts.
· Optimize the web site for mobile/smart phones.
· Create an application for iphone; for example, a plant finder.
· Create an online annual report with an ebook application so it is easy to read online.
· Online movie about the history of the Garden.
· Execute photo contest to strengthen community of photographers.
· Continue to update the for families website as a destination for families to plan visit, play games, find timely information.
· Build more interactivity into the web site.
GOAL II. 3
The Garden will be recognized as a leader in plant conservation science.
Objective 1:
Reprise marketing plan from the September 2009 opening for spring 2010 targeting serious donors.

Objective 2:
Across all audiences, increase knowledge of environmental threats related to plants and biodiversity, and the Garden’s science work to mitigate these risks.
Objective 3:
Execute “conservation” day at Garden so all audiences become more aware of our work and get educated on ways to conserve at home.

Objective 4:
Partner with Center for Teaching and Learning to target teachers and schools to participate in Science Center activities. 

Objective 5:
Demonstrate our leadership position by appropriately using the positions on climate change, GMOs, fertilizer, biofuel and invasive species.
Objective 6:
Develop report card of major accomplishments (focus on restoration work) to attract and convince serious donors to contribute to Science campaign.
Objective 7:
Announce GIS equipment – integrated within work of growth chambers and work in labs of the Plant Science Center.
Objective 8:
Announce Project Budburst results from year two, kick off of year three of program from new GIS lab.  Map out year two results.  Determine other “visuals” for GIS system that would attract media.
Objective 9:
Communicate botanical capacity findings in spring.
Objective 10:
Communicate findings from future directions in biodiversity and systematics study in summer.
Objective 11:
Demonstrate GIS – integrated within work of the Plant Science Center. Announce Project Budburst results from year two, kick off of year three of program from new GIS lab.  Map out year two results.  Determine other “visuals” for GIS system that would attract media.
Objective 12:
Communicate the evaluation of the green roof garden.
Objective 13:
Update PSC press kit, “Plant Science Center – a year later:” 

· Green roof garden growth and maintenance.
· LEED/storm water management, water conservation, sustainability.
· Update on the work/findings in each lab, after one year.
· Reports from people who signed up to get more information at the kiosks – determine if they did go home and try to make a difference.
· Status of masters and PhD students- their research and field work.
Other science stories to pursue could be:

· Following conservation scientists on seed collecting trips- where are we now with our collections?

· Following BLM interns from training at Garden to positions out west.
· Jim Steffen on restoration of McDonald Woods.
· Stuart Wagenius work in Minneapolis during the summer.
· Integrate all symposiums as it relates to work of PSC – including Assisted Migration of Plants (JMP and WED for 2010), Chicago Regional Forum on Ethics and Sustainability.  Contact program participants in advance and see if there is information from their upcoming presentations that we can tweet in advance of the symposium day, to generate awareness and interest, and possibly, attendance?

· NASA grant start up with teachers.
· POC volunteers – follow them and Susanne on collecting trips.
Objective 14:
Strengthen the Garden’s conservation resources through all media:  online, public relations, social networking.

· Build a robust plant information website.
· Upgrade Illinois Best Plants database.
· Create a monthly subscription to PI updates (through rss?).
· Horticultural/science writer updates/creates plant information

· Plant information blog.
· Update Budburst website with year two results.
· Brand the Garden science websites.
· Create a monthly feature similar to Meet a Garden Scientist for the e-newsletter.
· Update the website with the latest science news. 

· Become a resource for schools in plant conservation science with robust information.
· Create online activities for children and families.
· Follow horticulturists “home” to show what they do in their own backyards, position them as “people who take action.”

· Possible press release on dollars saved (using volunteers) and can reinvest back to the Garden.
· Work with the scientists to move their sites as needed.
Objective 15:
Look closely at the “what you can do” information on interactive panels in Science Center and determine best ways to bring them to “life” via traditional and social media.

GOAL II.4
The Garden will be broadly recognized for its children’s education, community gardening, and vocational and therapeutic training/horticulture programs.
Objective 1:
Generate awareness about community gardening and horticultural therapy.
Objective 2:
Create Community Gardening press kit.
Objective 3:
Update Hort therapy press kit – work with Gene to determine what, if any new research is available, so we can generate news.
· Market hort therapy services to social service agencies.

Objective 4:
Determine status of VA hospital program, if that is a possible “partnership” for coverage.  Emphasis on job training?
Objective 5:
Create plan for launch of Children’s campus, in conjunction with development.
Objective 6:
Create online educational games for children; leverage electronic gaming in Plant Science Center exhibits.
Objective 7:
Create online science education continuum – from toddler to PhD.
Objective 8:
Expand awareness of Green Youth Farm, Boot Camp, and Windy City Harvest. 

GOAL II.5
The Garden’s marketing efforts will reflect the high standards of the Garden and will affect visitors before, during, and even after their visit.
GOAL II.6
The Garden will be instrumental in creating a new “cultural corridor” collaboratively with the Ravinia Festival, Writers’ Theatre, Kohl Children’s Museum, and other institutions, visitor and tourist bureaus, and the Village of Glencoe, City of Highland Park, and other municipalities.
Objective 1:
Develop brand name that represents the marketing consortium.
Objective 2:
Leverage the assets of the four entities to cross market each other.
Objective 3:
Establish trade strategy with Performance Media to generate awareness and partnership among area hotels, restaurants, and chambers of commerce.  
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