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ABSTRACT

A well-researched, carefully planned publicity

program is the best way for horticultural organizations to

inform the public of its services, attractions, and need for

support. Publicity is part of the marketing function pro-

motion. It may be defined as the first step in providing an

institution's audiences with information about the institu-

tion and its activities, and convincing those audiences to

act on the information.

Publicity costs nothing to place, and has greater

credibility than advertising because it is published by

impartial sources, the media. However, the media give no

guarantee that publicity will be published, nor does the

publicist have control over what is published, as he would

had he paid for space.

Some not-for-profit horticultural organizations have

been slow to effectively employ publicity. The representa-

tives of the organizations may not know how to publicize

their garden, arboretum or society. They may believe" that

publicity is unnecessary, or an undesirable way of calling

attention to the garden.
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Publicity does have a role in botanic gardens and arboretums,

however. It is the means by which the public can be informed

of aspects of a garden or services which are intangible:

relaxation, beauty, education. Gardens are rich in opportu-

nities for publicity as well: spectacular displays, seasonal

changes, and educational programs.

A survey of publicists from botanic gardens and

arboretums in the United States and Canada revealed how often

those institutions used publicity, what media were most often

used, and who was responsible for publicity. In-depth inter-

views with thirteen museums, gardens and horticultural

societies showed how publicity is currently being practiced,

and what some of the characteristics of a successful public-

ity program are.

The last section is a manual for the development of

an effective publicity program. First, the staff position of

publicist must be considered: what sort of position it

should be, the publicist's qualifications and responsibili-

ties. Support for the publicist from the board, management

and staff is essential.
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The publicity program itself must be carefully researched,

planned, and implemented. Organization and the use of the

right publicity ,tool in the most effective medium at the

proper time is especially important.

Guidelines for the preparation of the basic tools of

publicity are given: news release, feature story, public

service announcement, photographs and slides, basic brochure

and special events.

The value of good media relations is discussed, and

recommendations for their establishment are made. Legal

concerns for publicists are also covered.

Cooperative ventures are valuable means for expanding

publicity. The advantages of working with other organiza-

tions and the ways in which it may be done are described.

An effective publicity program must be evaluated if

it is to continue to be effective. Recommendations for ways

to evaluate publicity and report the results are made.





INTRODUCTION

Information. Webster's Dictionary defines it as

facts, data, news, or intelligence, with the qualification

that those facts are being told or communicated. Nearly

everyone has some sort of facts or news to communicate, so

much so that society is said to be in the midst of an infor-

mation explosion. Indeed, this proliferation of information

and related technology has made it more and more difficult to

pick out and absorb what one needs to know.

It has become increasingly important that tradi-

tionally reticent not-for-profit cultural institutions join

the information explosion and communicate with the public.

Gone are the days when generous benefactors or large

endowments made it possible to exist comfortably without

actively courting the public. Today, inflation, energy

shortages, tax laws and widespread cuts in funding have made

it necessary that substantial amounts of income be derived

directly from the public through admissions, memberships and

fund drives. The public must be persuaded to come to the

garden, use its services, and support it through fees,

memberships, and contributions.

1



2

Without the necessary information, however, how can the pub-

lic know whether an organization is worth supporting, and

what the benefits of such support would be?

Conversely, how can an organization communicate with-

out getting lost in the flood of facts, figures, and appeals

that already exist? It is my belief that botanic gardens,

arboretums, and other not-for-profit horticultural organiza-

tions should take the example of other for-profit and many

other not-for-profit institutions, and employ well-re-

searched, carefully planned publicity to build public aware-

ness and support for their programs, services, and

attractions.

Publicity is the activity of providing sectors of the

public with information about an institution and its activi-

ties, and convincing them to act on that information. It may

be used to meet immediate, short-term needs, as in notifying

the public of an upcoming event, or to help achieve long-term

goals such as better acquainting the public with all the in-

stitution has to offer. This thesis has been written to help

botanic gardens, arboretums, and other horticultural organi-

zations gain an understanding of the need for publicity and

show them how to design and launch an effective program.
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Part I will consider the rationale for publicity in

not-for-profit horticultural organizations. Part II will

address special problems and advantages of publicity in these

institutions. Part III will examine current uses of public-

ity in gardens, arboretums, and plant societies. A summary

of a short survey of the efforts of some of these organiza-

tions, and interviews with publicists from fourteen gardens,

museums, plant societies, and a convention and visitor's

bureau will be given. Part IV serves as a manual, offering

guidelines for developing a publicity program based on the

literature, interviews, and my own observations. Four case

studies in the appendix will examine how publicity is being

done in four horticultural organizations, and illustrate

points made in Part IV.





CHAPTER I

THE RATIONALE FOR PUBLICITY

Why Publicize

The most obvious reason for calling attention to

one's institution is to let potential audiences know what the

organization's services and attractions are. This is

achieved by providing information. Information is the tool

used to bring an audience from ignorance of the institution

and its concerns to awareness, comprehension, conviction, and

finally, action, whatever the desired action may be.l

~pecific motives or reasons for informing the public

about the institution abound. At the bottom of each lies the

need for success, even survival; thus, many of these motives

are closely related. One of the most important motives is

the need to win public understanding and support for one's

institution, in order to create a climate favorable for its
2growth. John Sheppard, Director of Public Relations at the

Brandywine River Museum says,

4
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It seems all too clear that in our society today,
the success of an organization's decision (about
anything) depends not only on the soundness of th3decision, but also on its acceptance and support.

A favorable, believable image of the institution is

basic to that understanding and support. This image begins

to be established by providing the public with information

about the institution's purposes, goals and activities. For

example, once a potential donor realizes that an arboretum is

truly a not-for-profit organization, with collections of

merit, valid educational programs, or other valuable services

to offer, he or she may be much more amenable to providing

financial or other support.

The institution must balance the need for increased

funds through increased attendance with the trend toward

audience segmentation and specialized markets, and infor-

mation can help the institution compete successfully for its

markets. Rather than appealing to the general public with

the promise of a stroll in the garden, the institution must

provide information about certain aspects of the garden:

beauty, special collections or groups of plants, or services

and activities aimed at particular segments of the public

(e.g., senior citizens, youth, athletes) whose interests and
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needs are easier to identify than those of one large, undif-

ferentiated market. It becomes important to differentiate

between gardens, which can seem to be a generic blend of

trees, grass, and flowers to the uninformed public. By

pointing out what one's institution does best or is unique

in, one provides specific sectors of the public with a

reason to go there rather than elsewhere.

Financial gain is one result desired when providing

information; however, there are other reasons for doing so.

An institution may fulfill commitments required by its

charter by supplying information about its services. Public

recognition for a group within the organization (volunteers,

for example) can be secured by describing the group's ser-

vices or activities. Last but not least, one can share the

knowledge of something that one believes to be quite special

-- the beauty of a garden, the sight of a two hundred year

old tree, or the value of understanding the world of plants.

Not only is information necessary; an organized,

well-planned approach to disseminating that information is

crucial to its favorable reception and understanding. I

believe that publicity should be employed as the approach.

However, in order to use publicity well, it is important to

understand why it has been chosen.
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Publicity from a Marketing Point of View

Publicity is best understood within the framework of

marketing. Marketing is defined as the "attempt to form mu-

tually satisfying exchange relationships."4 An exchange oc-

curs between a seller and a buyer, "exchanging" a product for

a fee. Not suprisingly, that simple definition incorporates

a world of potential theory and activity. Marketing is tra-

ditionally broken down into four decision areas or functions:

product, place, price, promotion.5 Some students of

marketing add two more: market research and evaluation.6

The differences between marketing in for-profit and

not-for-profit organizations exist in the kinds of institu-

tions involved; their goals, products, markets, the kinds of

exchanges that take place and the desired results. Not-for

profit organizations go beyond profit to social, cultural,

and educational goals. Such institutions are service, gov-

ernment, and cultural organizations, and their products are

l'k lb' 'd 7 h h kmore 1 e y to e servlces or 1 ease T ey ave two mar ets

rather than one: clients and donors. Exchanges include

transactions in which a volunteer may exchange time and

service for appreciation or the feeling of doing right.8 The

desired results of the marketing process are more than the

improved economic well-being of the institution, but may
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focus on the need to improve the quality of life of its

d· h h' . 9au lences t roug lts servlces.

The marketing functions of product, place, price, and

promotion may seem to bear little relation to not-for-profit

organization, in particular public gardens and arboretums.

However, they can be applied. A product is, in the broadest

sense, the garden or arboretum itself, or a service provided

as par~ of its outreach program, for example. The institu-

tion must decide how that product will be placed or made

available to the sectors of the public it wishes to serve.

The price of an educational course, or admission to the

garden must be determined, taking into consideration the cost

of producing and maintaining the product. Finally, informa-

tion about the product, price, and place must be communicated

and promoted to the chosen sectors of the public.

This last function, promotion, is the most important

for our purpose, providing information. Promotion is, in the

strictest marketing sense a "one way flow of information

the process of moving a person or organization closer to the

point of making a marketing exchange.IIIO
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In marketing, promotion is both the content and the

method of the communication process, composed of four ele-

ments: advertising, personal selling, sales promotion, and

bl' I' 11pu lC re atlons. Though all of these elements may be ap-

propriate, the last, public relations, is by far the most

popular and widely used among not-for-profit organizations

because it is best suited to the reponsibility and service to

the public implied by their not-for-profit status. Public

relatlons may be detlned as:

••.the management function that evaluates public
attitudes, identifies policies and procedures of
an organization with the public interest, and
executes a program of aCr~on to earn public under-
standing and acceptance.

The practice of public relations involves two major activi-

ties: establishing policy and carrying out programs,13 which

themselves require that the following be done: fact-finding,

I' .. /' d I . 14p annlng, cornmunlcatlon actlon, an eva uatlon.

In most not-for-profit organizations like the botanic

gardens and arboretums I am addressing, communication is the

key function of public relations. Many of the gardens are

small, or little known, with reputations to build and infor-

mation to communicate about their purposes, services, and

activities.
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Publicity is the communication tool of public relations, the

first step in providing sectors of the public with specific

information about an institution and its activities and con-

vincing them to act on that information.

This communication function must not be confused with

the complete practice of public relations, though the tools

of publicity are often used to do more than simply communi-

cate, and there is a certain amount of fact-finding, plan-

ning, and evaluation involved. Confusion on this point is

common, and natural as Cutlip and Center explain in Effective

Public Relations.

Public relations practice, in part has evolved
from publicity. Much of public relations ~5actice
is still concerned with publicity getting.
Publicity's role must be understood and practiced
in the larger framework of the whole public re-
lations process ••.lt can only serve to focus at-
tention on good wP6ks and to clothe institutions
with personality.

The fact-finding, policy making, and evaluation of public at-

titudes of public relations provide the basis and methods for

the communication achieved through publicity. As an institu-

tion or its representative become more expert at communica-

ting, and the institution's image is established, the other

functions of public relations such as community relations be-

come increasingly important.
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Publicity has been defined in a number of ways:

"Communication that is usually free and always proposed hope-

fully, ••l? "Advertising that is published free due to news
18worthy content," "A subtle method of inspiring editorial

19coverage." Whatever definition one chooses, the facts re-

main that publicity is information provided by an institution

to its audiences by means of tools like press releases, pub-

lic service and calendar announcements, and photographs,

through an outlet or outlets over which it has little if any

control, i.e. the media: newspapers, periodicals, radio, and

television.

Publicity may also be used to meet long term goals by

providing more general information about the institution or

presenting the facts in a different, often more subjective

way. Some of the tools of this kind of publicity are bro-

chures, feature stories, or special events. Their outlets

may be the media, a brochure rack in an information center,

or the institution itself. These materials may be more

sympathetic to the institution, and their distribution and

use better controlled. However, they may be more costly and

lose some credibility when they are being produced and dis-

tributed by the institution itself.
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Advantages of Publicity

There are basically two types of publicity: product

publicity, covering goods, services, people, and places, and

institutional publicity, concerned with "reporting day to day
20activities that are deemed newsworthy." The concept of

"product" publicity brings to light one of the best arguments

for using publicity to provide information about botanic gar-

dens, arboretums, and other horticultural organizations.

Like many other not-for-profit organizations, they often

render services, or ideas rather than tangible products:

the service of helping to organize a community garden, for

example, or the idea of experiencing the sight, smells, and

sounds of a garden. For these intangible products, the in-

formation provided by publicity serves as the product substi-

tute until the sale is made, the service used, or the
. . d 21experlence experlence .

One of the greatest advantages of publicity is its

credibility. Because its outlets -- the media -- are gener-

ally perceived as disinterested neutral sources, information

appearing in a newspaper or on the radio has that medium's

implied endorsement, and correspondingly increased credibi-

lity. This can be very important when one is striving to es-

tablish a favorable, believable image for one's institution.
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Another advantage, a very great one for not-for-pro-

fit institutions with tight budgets, is the fact that public-

ity is relatively free. Unlike advertising, it costs

comparatively little to produce and nothing to place.

Disadvantages of Publicity

However, both of these advantages have corollary dis-

advantages. Because the outlets for publicity are disinter-

ested and neutral, there is no guarantee that one's publicity

will be accepted or used. Nor can it be controlled. The

media may be just as likely to print or broadcast something

unfavorable, not generated by the institution. This lack of

control is also due to the fact that nothing is paid to as-

sure that the information is passed on verbatim, or even

used. "Pree" publicity is attractive to many organizations,

both for-profit and not-for-profit; therefore, the competi-

tion for coverage is quite stiff. In fact most represen-

tatives of the media admit that they receive so much

information in the form of publicity that most of it is

thrown away.
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Summary

John Sheppard described the positive effects of

publicity very well:

In addition to helping increase visitation by
gaining the attention of virtually all segments
of the public, publicity can enhance the general
prestige of an organization, tell about its new
interests and accomplishments, communicate with
its members and donors, stimulate community and
industry action and support an~2reach those whose
opinions have cultural impact.

These effects are much like the reasons for providing

information given in the beginning of the chapter. Indeed,

the combined coordinated efforts of a well-executed publicity

program can have a synergistic effect, doing more than just

informing the public but building "a permanent bridge of

understanding between the institution and the sectors of the
23public it serves and depends upon for support~"
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CHAPTER II

PUBLICITY IN HORTICULTURAL ORGANIZATIONS

The Negative Image of Publicity

Public relations and publicity have been practiced

since the early twentieth century, though many botanic gar-

dens, arboretums, and other not-for-profit horticultural

organizations have shied away from their use. Don Callender,

Executive Director of the Greater Wilmington Convention and

Visitor's Bureau explains his view of why this attitude

persists, and how it has begun to change:

Traditionally, arboretums tend to be conservative
organizations, conservators of a natural tract of
land •••people who really don't know much about
dealing with the public or have much idea about or
are really interested in how many people come
through, how many people see them. Traditionally,
they didn't have to justify their existence, usu-
ally they were endowed. But •..they've started to
run into trouble with inflation ••.so they had to
do something to justify their efistence and that
is relating to a larger public.

Mr. Callender's opinion calls attention to several

important reasons why botanic gardens and arboretums have

17
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neglected to publicize themselves effectively. The most im-

portant reason is the persistent negative perception of pub-

licity and publicizing oneself, that publicity is low-class

and may somehow cheapen what is being publicized. This

attitude may derive from the board, whose personal distaste

for publicity causes them to restrict the amount of time and

effort to be spent publicizing the institution expecting that

word of mouth will suffice. The administration of the insti-

tution may share the board's low opinion, feeling that pub-

licity is too commercial and therefore not in keeping with

the best interests and not-for-profit standing of their

organization.

Many people feel uncomfortable "blowing their own

horn." However superior they believe their institution and

its services to be, they fail to recognize the value of en-

lightened self-interest and are too reluctant to promote the

institution. Related to that feeling is the belief that an

institution can stand on its own, without actively pub-

lishing its reputation or its attractions. That opinion

originated in part with the isolationist attitude of a well-

endowed garden or arboretum that really needed no additional

interest or support from the public to grow. Not many such

institutions still exist.
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Few not-for-profit horticultural organizations cling

to the belief that publicity and promotion are to be com-

pletely avoided. Most accept that they must publicize them-

selves to some degree. Negative attitudes toward publicity

do persist, however faintly, often hampering a publicist's

efforts to do her job well. Some organizations harboring

remnants of that distaste fail or refuse to recognize what

publicity really is -- a means for gaining recognition for

their services and activities. They may even think that they

never publicize themselves. For example, in my short survey,

Chanticleer, a garden near Philadelphia, Pennsylvania, said

it never publicized itself. Yet, the garden was included in

the Tercentennial Garden Guide, a publication available

throughout the Delaware Valley listing gardens in that area.

Chanticleer has also been the subject of several articles in

the Green Scene, the magazine of the Pennsylvania Horticul-

tural Society, describing plants and plantings that could be

seen at the garden. In each instance, the garden had control

over whether or not it would be included in the publications.

It was being publicized without admitting to or recognizing

it as such.

Often the distaste for publicity in general is trans-

ferred to the media. While recognizing that they must
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somehow inform the public, staff members responsible for pub-

licity may feel that the press is unsympathetic, that "you

can't win," pointing to the lack of coverage the institution

receives as proof. The lack of success is more likely to be

due to the staff's poor understanding of the media's needs

and limitations, as well as the inability of the publicist to

get across what is special about his institution in terms

that appeal to the media and the public.

The Role of Publicity in Horticultural Organizations

Whatever the reasons for disliking or avoiding pub-

licity may be, the fact is that publicity is the best way for

a garden to communicate with its desired audiences. As I

have said in Chapter I, the benefits or products that these

institutions offer are often services: education or recrea-

tion, for example. These services are intangible, one can't

touch them or see them as one would a sweater or book, and

the benefits of such services are not readily apparent. They

need to be described to be understood. At the very least,

the public needs to know they exist in order to take advan-

tage of them. More intangibles inherent in gardens and gar-

dening are beauty and other visual aspects of the garden,

relaxation, satisfaction, the intellectual stimulation of a
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well executed design, or an inspiring lecture. Robert

Montgomery, Director of the John J. Tyler Arboretum, put it

this way: "What we're asking them to do is buy an idea, buy

a segment of the quality of their lives."2 One must enumer-

ate or describe those sights and feelings for the person who

has not visited the garden or had the opportunity to experi-

ence them. Information is indeed a "product substitute."3

Problems in Publicizing Horticultural Organizations

In addition to the common need to inform the public

of what the garden offers, horticultural organizations have

their own special needs and misconceptions to overcome. Many

of these problems originate with people's perceptions of the

gardens.

One problem lies in the failure of gardens to commu-

nicate what others can get from them, and conversely to see

themselves through their public's eyes. Just as a teacher

with a broad and complex knowledge of a subject must simplify

the information for a student, and relate it to the student's

life or frame of reference, so must the garden. A horticul-

turist may be thrilled by the symmetrical branch structure of

a tree. A visitor will probably see only the whole tree, and

will need to be shown how to appreciate its component parts.
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Another problem is the lack of understanding of the

purpose or reason for being of most gardens and arboretums.

The problem is two-sided. Appreciation for plants and gar-

dens can be hampered by the "anyone can garden" syndrome.

Nearly everyone has grown a houseplant, tended a vegetable

garden, or planted a shrub by the front door. Since they can

do it, many people expect perfection when they visit a public

garden, a place where professionals grow plants. John Floyd

of Southern Living Magazine identified it as a conflict be-

tween the perceived value of a garden and its true value.

Very often, gardens don't live to first expectations. 4up

Seeing a plant one grows at home featured in a professional

garden display can serve to put that garden on one's own

level, and qualify one as a critic. As a Horticulture Infor-

mation Aide at Longwood Gardens, I heard visitors say over

and over, "Oh, I have that! Mine looks better.1I Nearly

every horticulturist has had the funny but frustrating

experience of being asked for advice about a particular plant

or gardening problem, only to have the advisee disagree and

ignore the advice if it didn't reinforce her own opinion.

Colvin Randall, Publicity Coordinator at Longwood

Gardens pointed out a related attitude. Gardening and plant

and garden displays are perceived to involve IIlow level
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5art." The artistry involved in the Longwood Conservatory's

Christmas display is not considered to be as high as that of

a new art exhibit. After all, the medium is plants, and

anyone can grow plants. This perception is echoed in a

visitor's comment about Winterthur Museum and Garden's

naturalistic landscape design. "Why should I pay two dollars

for a walk in the woods?"6

Conversely, one finds the problem that Catherine

Wheeler, Head of Public Relations at Winterthur calls "the

mystery of the aesthetic experience.,,7 One can look at a

garden and consider it to be attractive, but it is more

difficult to say why. Like painting or sculpture, landscape

architecture and design may seem imposing and hard to

understand to the uninitiated.

This feeling of being outclassed or unable to under-

stand contributes to the elitist image that many gardens,

arboretums, and horticultural organizations suffer from. The

image of elistism may be derived from a time when the garden

was a private estate, never open to the public. In some

cases, a garden's physical isolation may increase the image

of exclusivity -- only people with cars or money can get

there. A garden or organization whose founding or governing
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body is composed of wealthy, socially prominent people who

are very visible to the public also creates the air of

elitism. That is the image problem suffered by The

Wilmington Garden Center, a not-for-profit, educational

organization open to the public. The impetus for its origin

came from a private garden club composed of wealthy, socially

prominent women. Despite the Garden Center's services, their

availability to all socio-economic levels, and lack of any

formal connection with the club, it was still perceived to be

run by and for the club's members.

Gardens and arboretums are often perceived as luxury

items, former playgrounds of the rich with little social

value. It must be admitted that aesthetic experiences, re-

creation, and relaxation are not basic to survival. However,

this does not render gardens and activities related to them

valueless. It does indicate that this is a point that re-

quires explanation.

Related to the misconception of gardens as luxury

items is the quandry of all not-for-profit organizations

whose income or a portion of it comes from an endowment.

Such organizations, because associated with the rich are

often assumed to be "rich" themselves. Many people do not
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understand that the institution can only use as income the

interest earned from a fixed amount of money, one that does

not increase with inflation.

Yet another problem involved in publicizing botanic

gardens and arboretums is the visual nature of their

attractions. They must be seen to be appreciated. Somehow,

people have to be motivated to get there. Many of the publi-

cists I have talked to agreed that this is one of their most

difficult tasks. Once the people are there, the publicists

believe that the garden can speak for itself.

One difficulty in getting people to corne is the fact

that gardens and plants are perceived as being permanent. If

they don't visit this year, next year or next season will do

just as well. They don't understand the transience of a

garden's beauty, that its plants and images are constantly

growing, shifting, peaking, and fading.

The media are also members of the public that the

garden or horticultural organization is serving. Often they

too have difficulty understanding what value the garden or

organization has, or what is interesting to them or their

readers or listeners about it. This can be especially true

when representatives of the press are not familiar with the
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subjects or setting they are covering. Donald Adams, Direc-

tor of Public Relations for the Greenfield Village and the

Henry Ford Museum in Detroit, Michigan, discovered this to be

quite true during the Republican National Convention when

members of the press covering the convention seemed only to

be able to think of the museum as a place that their delegate

was visiting. They had to be told what else there was of

interest.8

Advantages for Publicity Unique to Horticultural
Organizations

None of these problems are insurmountable. All of

them may be cured or at least ameliorated by a well planned

and executed program of publicity, designed to interpret and

inform the public about a garden, arboretum, or horticultural

organization. In fact these types of institutions have spe-

cial advantages or opportunities for publicity, some of which

are derived from the disadvantages I have discussed.

The fact that most people do garden or have grown

plants established a common ground for communication. One

does not have to introduce a completely new subject when

talking about plants or gardens. Rather, there is a basic

awareness, however simple, already in existence. The task of
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the publicist and other staff is to develop that under-

standing and enlarge upon it to suit their purposes.

Another advantage gardens and arboretums have to work

with is the proven benefit of experiences with plants.

Studies conducted by social scientists have shown that people

prefer to see natural settings with plants rather than those

without.9 Views including plants "significantly improved the

emotional states of stressed individuals" in a study con-

d d h . . f D 1 10 R 1 f hucte at t e Unlverslty 0 e aware. esu ts rom anot er

experiment suggested that "people felt more wakefully relaxed
11while viewing settings with plants." It is not too far

fetched to promise relaxation and refreshment as results of a

visit to a garden. The field of horticulture therapy pro-

vides evidence for the therapeutic effects of plants on
12people with mental, physical and emotional problems.

Organizations like the Pennsylvania Horticultural Society and

civic garden centers point with pride to community gardens

and beautification projects that foster individual and commu-

nity pride and confidence. The basic components of botanic

gardens and the concerns of other horticultural organizations

plants -- really are valuable, even beneficial to people

in general. These positive effects of plants are something

which publicists can and should emphasize.
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On a more practical level, plants and gardens provide

many legitimate opportunities for publicity. Gardens and the

plants in them are so visual and full of appeal to all the

senses that they easily lend themselves to verbal and picto-

rial description. A photograph or television spot about a

garden at the height of its beauty is the perfect "hook" or

device to get the public to come. Gardens are very seasonal.

Their attractions are always changing, always creating oppor-

tunities for news. The cyclical nature of change in a garden

or arboretum is very much like the cycle of life itself,

something everyone can relate to. It provides the opportu-

nity for. establishing tradition, patterns of visiting again

and again throughout the seasons or even for years to come.

There are many levels of interpretation of the assets

of botanic gardens and arboretums. The setting or garden it-

self is one. The setting may also be treated as a background

for other events, such as Longwood Garden's summer performing

arts series. The gardens at Independence National Historical

Park exist only as settings, there to convey the feeling of

the period without pretensions to historical accuracy.
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The plants themselves may be emphasized in several

different ways: as individuals, or specimens; as collections

important for their rarity, completeness, educational value,

or beauty; as groups, combined in harmonious or otherwise

noteworthy design.

Some gardens are able to develop descriptive themes

for themselves with educational and visual appeal. The John

J. Tyler Arboretum calls itself "An Outdoor Living Museum."

Bartram's Garden uses the living history theme, too, as its

trees help tell the story of William Bartram's life and plant

explorations. A theme can provide a reason for visiting a

garden in capsular form, and can become a valuable indenti-

fying hook for the publicist to use regularly in all of her

efforts.

Plants and gardens provide publicists with many other

newsworthy aspects. Plants provide spectacles, like the

azaleas in bloom at the United States' National Arboretum in

Washington, D.C. These spectacles are transient as well as

worth noting, and must be seen or taken advantage of while

they last. Very often these displays help carry the institu-

tion and its continuing, more stable and perhaps less specta-

cular attractions.
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One last opportunity for publicity lies in the common

experience and knowledge of plants. Because many people do

garden or grow plants, it is possible to link that interest

with another, seemingly unrelated one. This is called a

tie-in. A business or industrial periodical or annual

report, for example may be interested in publishing an arti-

cle describing one's experiences in office gardening, growing

plants in those restrictive circumstances. It may also

carry a report of a program carried out by the institution

that their organization has sponsored.

The advantages and opportunities available far out-

weight the prejudices concerning publicity, and the special

problems of publicizing botanic gardens, arboretums, and

horticultural organizations. A competent publicist, well

versed in his craft and every aspect of the institution in-

volved can design a comprehensive program of publicity aimed

at informing the public of the institution's attractions,

services, and activities, and go beyond them to establish the

image of the organization and win public understanding and

support for it.
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CHAPTER III

SURVEY RESULTS: BOTANIC GARDEN AND ARBORETUM
PUBLICITY ACTIVITIES

Sources of Information

Three studies were conducted to measure how United

States and Canadian botanic gardens and arboretums were

accomplishing their publicity activities. In the first, the

press kits of eighteen museums and botanic gardens were

examined to see what kind of information these institutions

were producing and how it was presented. Most kits contained

assorted news releases about special events and background

material on the institute. Almost all were packaged in spe-

cial press kit folders. The information gained from the

analysis of press kits was used to design the questions for

the second and third surveys.

In November, 1980 a short, postcard-sized survey was

sent to a .list used in a previous American Association of

Botanic Gardens and Arboreta survey of 272 botanic gardens

and arboretums in the United States and Canada.

32

(A copy of
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the survey instrument appears in Table 1.) The postcard

survey was specifically designed to measure:

• What type of institution used publicity,

• How often such publicity was used,

• What media were used for publicity
activities,

• How much time was devoted to publicity
activities,

• Who in the organization was responsible
for publicity activities, and

• How much money was spent on publicity.

Seventy percent of the institutions sampled responded to the

questionnaire. Sixty-five percent of the institutions that

responded were operated by 'city, county or state governments,

twenty percent were university affiliated, and the rest were

privately operated.

The third study involved a series of personal

interviews with publicists or the person responsible for

publicity in nine east coast gardens and museums, three plant

societies and a convention and visitor's bureau - some

thirteen organizations in all. The interviews were held to

determine in greater depth how not-for-profit organizations

went about publicizing themselves, what their special pro-

blems or opportunities might be, and to identify any espe-

cially effective approaches used. The interviews were
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TABLE 1

A Copy of the Postcard Survey

This survey is part of a study of publicity and
promotional techniques that are being used and may be
applied to public gardens. The results of the study
will be published in my thesis, which will be available
through the Longwood Program. Your answers will remain
confidential through the use of the institutional code
on the response card.

I would appreciate your taking the time to answer
the questions, or you may forward the card to the
appropriate person. Then, please detach the card
and return it to me as soon as possible.

Thank you for your cooperation!

Very truly yours,

r~,1\ \;) /t- t, n ("f \ '7'\ ~ f",:):,}
~ ~II \ \.-.1~~ •.•••.••.~ GJ ...J.J-l~}-. C"~ .G

'-" ...•..J - :J
Bonnie Jane Swan Day
Longwood Program Fellow

EXPLANATION INSIDE INSTITUTION CODE:
1. Do you publicize or otherwise promote your

institution's services and attractions?
___ regularly rarely never

2. What media do you use for publicity and promotion?
Please rank, 1 = most frequent

newspapers television
---periodicals mementoes
---other publications ---other (give example)
--radiO

3. Who is responsible for publicity and promotion?
__________________ name and tit 1e

,4. How much time does he/she devote to it?
full time part time amount of time

5. Do you have a public relations or publicity
department? no yes If so, what is its
approximate yearly budget to the nearest thousand,
excluding salaries & paid advertising?
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TABLE 2

Questions Covered in the In-Depth Interviews

Statistics

- name of institution, publicist

- position title

- full, part-time, other duties, who reports to

- publicity responsibilities; any assistance

- background: education, on the job experience, etc.

The Publicity Program

- how long has publicity been a part of institution's
activities; how important

- written policies, goals, annual planning, budget (when
known)

Tools (how the program is implemented)

- publicity, long and short term

- how combined, distributed

- media relations

Audiences

- who are they

- how defined

Evaluation of Program

Collaboration With Other Institutions, Organizations

Tourism

Press Kit Survey Results
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conducted during the spring of 1981 and updated during the

spring and summer of 1983. Table 2 contains an outline of

the questions covered in the personal interviews.

Press Kit Survey Results

Eleven of the eighteen institutions I contacted re-

sponded by sending press kits to me. Of the eleven, only six

came in folders designed for use as a press kit, the remain-

der were collections of releases, brochures and other publi-

cations placed in the mailing envelope. Materials most often

included in the kits were: press releases, a map or visi-

tor's guide to the institutions, general brochure, and a

calendar of events. Some of the other materials were: news

letters, membership information, requests for contributions,

program descriptions, fact sheets, feature stories, photo-

graphs and public service announcements.

Ten of the kits were aimed at acquainting the reader

with the institution in general. A few publicists seemed to

have sent everything they could think of. The best of these

general kits included: the publicist's business card, a

long, general news release, releases describing various

events throughout the year, a calendar of events, a general

brochure, several brochures dealing with different aspects of



37

the institution, a visitor's guide, two copies of the insti-

tutions bulletin, and information on the founder.

The eleventh kit was put together to promote a spe-

cific exhibit; it seemed an excellent example of a press kit

of that sort. It included the following: a table of con-

tents, the publicist's card, several news releases dealing

with different aspects of the exhibit, two feature articles,

an exhibition fact sheet, general information on the museum,

a photograph request form, a copy of the museum newsletter,

and a general brochure.

The two kits were superior because they contained

both general and specific information appropriate to the

purpose of the kit without including irrelevant information,

it was clear who to contact for further information, and they

were attractively packaged in folders.

Postcard Survey Results

How Much Publicity Is Done by Botanic
Gardens and Arboretums?

Seventy-seven percent of the respondents to the post-

card survey said they "regularly" publicized or otherwise

promoted their institution's services and attractions.
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Seventeen percent said they "rarely" used publicity and seven

percent said they "never" used publicity.

What Media Are Used?

The second question on the short survey asked respon-

dents to indicate which media they used for publicity and

promotion and, if more than one medium was used, to rank the

media in terms of frequency of usage. Newspaper was by far

the most popular medium (see Table 3). Ninety-one percent of

the institutions publicizing their events use newspaper and

seventy-three percent of these institutions ranked newspaper

as their number one medium.

Radio was the second most popular medium; sixty-eight

percent of the institutions in the postcard survey used

radio. Television was the third most popular medium (sixty-

one percent of the institutions used it), followed by period-

icals (fifty-two percent), other publications (forty percent)

and mementoes (twelve percent).
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A number of "other" media were listed by the study

respondents including:

Newsletters
Slides & Films
Posters
Tourist Papers
Flyers
Brochures
Billboards

Talks to Clubs
Lecture Series
Annual Reports
Special Mailings
Directories
"House" publications
Course Announcements

Handouts/Fact Sheets
Guided Tours
Postcards
Special Exhibits
Member Mailings
Public Field Days

When the responding institutions ranked the various

media in terms of their frequency of usage, newspaper was the

most frequently used medium, followed by radio, periodicals,

other publications, television, and mementoes (see Table 3).

Who Is Responsible for Publicity Activities
Within the Organization?

Thirty-two percent of the institutions responding to

the postcard survey had public relations, public information,

or communication positions. Seventy percent of the people in

these positions were part-time. Most institutions farmed the

publicity activities out to other individuals or departments

in the organization. The director or other administrator was

responsible for publicity in thirty-six percent of the orga-

nizations, thirteen percent of the organizations gave the job

to volunteers. Other departments (horticulture, personnel,

development) performed the publicity activities in six per-

cent of the responding organizations (see Table 4).
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TABLE 3

Media Usage

Percentage of Respondents Indicating They Used • • .

Total Regularly Use Rarely Use
Group Publicity Publicity

(n=179) (n=140) (n=33)

1 • Newspaper 164 (91.1%) 135 (92.4%) 29 (87.9%)
2. Radio 122 (67.8%) 110 (75.3%) 12 (36.4%)
3. Television 109 (60.6%) 98 (67.1%) 11 (33.3%)
4.' Other 95 (52.8%) 84 (57.5%) 11 (33.3%)
5. Periodicals 93 (51.7%) 87 (59.4%) 6 (18.2%)
6 . Other

Publications 72 (40.0%) 64 (43.8%) 8 (24.2%)
7 . Mementoes 22 (12.2%) 19 (13.0%) 3 ( 9.1%)

Average Ranking of Media in Terms of Frequency of Usage
(1 = most frequent, 6= least frequent)

Total Regularly Use Rarely Use
Group Publicity Publicity

1 • Newspaper 1.14 1.17 1.08
2. Radio 2.75 3.08 2.58
3. Periodicals 3.02 3.07 2.50
4. Other

Publications 3.18 3.25 2.63
5. Television 3.32 3.38 2.80
6. Mementoes 4.41 4.87 1.86
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TABLE 4

Responsible Person/Department for Publicity
Within the Organization

Public Relations,
Publicity, or
Communications
Department/Person

Director(s)

Other Administrative
Pe rson/People

Education Department

Volunteers

Other Departments

Percent full-time
Percent part-time

Organizations
Regularly Using
Publicity

32.0%

20.0%

16.0%

13.0%

13.0%

6.0%
100.0%

21.0%
79.0%

Organizations
Rarely Using
Publicity

10.0%

34.0%

28.0%

10.0%

17.0%
100.0%

100.0%
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TABLE 5

Publicity Budgets for Responding Organizations

No. of No. of
Amount Organizations Amount Organizations

$ 200 1 $ 10,000 5
500 1 12,000 1
750 1 15,000 2

1,000 6 20,000 1
1,500 1 40,000 1
2,000 1 45,000 1
3,000 2 50,000 2
4,000 1 65,000 2
5,000 1 100,000 3
7,000 1 150,000 2
8,000 1 200,000 1
9,000 1 500,000 1

Total Organization Responding = 40

Median = $10,000
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Institutional Publicity Budgets

Institutions with a public relations or publicity

department were asked to give their approximate yearly pub-

licity budget to the nearest thousand, excluding salaries and

paid advertising. Forty organizations answered the question.

Publicity budgets for the responding organizations ranged

from $0 to over $100,000. The median amount spent on public-

ity was $15,000, and as can be seen in Table 5, the budget

distribution was bi-modal. Six organizations reported bud-

geting $1,000 and five organizations reported publicity bud-

gets of $10,000.

Unfortunately, the budget question was poorly worded

and confusing (see Table 1). It implied that one had to have

a public relations or publicity department before one had a

publicity budget. As a result, many organizations did not

include budget information.

The wide range in answers among similiar size organi-

zations also indicates a lack of awareness as to the actual

costs of publicity activities and/or significant differences

in what activities are considered publicity related. Two

examples of the confusion on publicity budgets are the Foster

Botanical Garden and the Living Desert Reserve. At Foster,
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where one employee spends an average of four hours a week on

publicity using newspapers, perdiodicals, tourist publica-

tions and television coverage for special events, the person

completing the survey noted "We do not have any publicity

budget." And at the Living Desert Reserve, where an indivi-

dual spends an average of three hours a week on publicity

activities, the survey respondent noted that publicity was

"not a budget item."

Personal Interviews

During the Spring of 1981, I conducted a series of

interviews with publicists or the person responsible for

publicity in nine gardens and museums, two plant societies

and a convention and visitor's bureau. The interviews were

held to determine in greater depth how these institutions

went about publicizing themselves, what their special pro-

blems or opportunities might be, and to identify any unique

or especially effective approaches used. These interviews

were updated during the spring and summer of 1983. Four of

the organizations are subjects of the case studies which

appear in the appendix.
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Analysis

Eleven out of the thirteen publicists I interviewed,

characterized themselves in the short survey as regular pub-

licizers. One of the remaining two did not participate in

the survey, the other was in the rarely publicized category.

There was a great deal of variation in the manner, method and

frequency with which the publicists did their jobs, and in

how successful they were. For the purposes of this

summary, "successful" is defined as receiving regular,

favorable publicity, the result of a publicist's well-planned

program for publicizing the organization. They fall roughly

into three categories: successful, moderately successful or

at least trying and unsuccessful.

Most of the successful publicists come from large or

well established organizations with the sophistication to ap-

preciate the value of publicity and the ability to raise or

allocate funds for it. These successful publicists have

three very important factors in their favor. First, support:

support and respect for the importance of publicity to the

organization from the board of directors, the director, and

staff or volunteers in an advisory capacity or those with

whom the publicist must work. Second, time: enough time to

do the job well both for the short-and long-term. All of the
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"successful" publicists have full time public relations or

publicity positions, with one exception in which the director

is also the publicist. However, publicity is a top priority

for him, and he spends a large percentage of his time on it.

Third, the right person for the job, one chosen for his or

her personality and ability to do the job of publicizing the

organization and its activities. That person may not have

formal training in public relations, but has been able to

pick up the skills and use them well. It is interesting to

note that at this time, none of the "successful" publicists

has formal training in the field.

Other factors contributing to the success of public-

ity include the perception of publicity as an ongoing pro-

gram, not a miscellaneous collection of one-time efforts for

events, but a program of image-building and increasing public

awareness of the organization as well as its activities.

Correspondingly they plan for the future, be it for four

weeks or four years, and evaluate what they accomplish. They

are not afraid to work with other organizations to reach new

or larger audiences, or to do something they could not do

alone. These organizations can be similar to the publi-

cist's, and the organizations work together to publicize

themselves as a group, or the collaboration can be with a
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service organization like a convention and visitor's bureau

or another professional such as a consultant.

The successful publicists know and work with the

media they are asking to give them free publicity and believe

that this personal contact is essential to their success.

Finally, they are flexible. Though the basics of press

releases, calendar and public service announcements, photo-

graphs, features, special events and brochures are always

covered, the publicists do not do them by rote and consider

the job done. They are sensitive to opportunities for new

and different ways of getting publicity provided by outside

events or other publicity "tools" such as posters or memen-

toes, whatever is best suited to their needs. They can also

innovate on or adjust the basics, tailoring them to the event

or publicity opportunity.

The most innovative approaches to publicity were

marked by collaboration. One such collaboration is the Dis-

cover the Brandywine Valley Public Relations Association, in

which museums and gardens in the Brandywine Valley joined to

promote themselves as a group. Another example of collabo-

ration is the for-profit/not-for-profit partnerships. The

Franklin Institute is involved with for-profit organizations

such as the Tastykake Company. In that collaboration, the
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bakery included a coupon for a free visit to the museum in

its products' packages. Such a collaboration is mutually

beneficial: the for-profit group has improved its public

service image, the not-for-profit organization has gained a

wider audience.

The Pennsylvania Horticultural Society's use of

public relations consultant for one major event is another

profitable collaboration. The staff is freed from the drain

of year-round planning and activity for one event to

concentrate on other projects, both day-to-day and long-term.

The Society is also remarkable for its Volunteer Public In-

formation Committee, a -group providing ideas, advice, and

support which nonetheless allow the publicist to do the job

as she thinks best.

The moderately successful publicists combine charac-

teristics of successful organizations with difficulties in-

fluencing the unsuccessful publicist. However, they are fur-

ther set apart from the unsuccessful group because they know

what should be done and have tried, often successfully, to

improve their publicity program.
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The unsuccessful group is plagued by factors which

are the converse of those helping successful publicists. In

the small organizations that many of the moderately success-

ful or unsuccessful publicists come from budgets are small

and staff is kept to a minimum. Everyone is very busy and

publicity is not considered to be a priority. There is

little or no support from the board, director, or staff,

partly because they do not understand the nature or value of

publicity themselves. There is rarely enough time to do the

job well, as responsibility for publicity is often a minor

aspect of a job with other, more important duties. This can

mean that the publicist is not necessarily the best person

for the job, and has had little if any training in publicity.

Poor media relations is another characteristic, as

the publicist either doesn't know who to contact, or hasn't

the time to follow through. Lack of communication and

planning on the part of the publicist and the rest of the

staff make it impossible to plan far enough ahead to make

long term deadlines or work on long range publicity projects.

Often, the publicist must depend on other staff members,

volunteers, or another part of the organization to do some of

the work. If they do not work well together, or clearly

define their relationship, confusion and a correspondingly

poor job are the result.
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All of these factors can contribute to the vicious

circle of poor publicity. People with publicity duties

tacked on to their jobs, or those who perceive it to be that

way are often frustrated by the lack of time to do something

they are only fairly knowledgeable in. Lack of support or

emphasis on the importance of publicity on the part of the

board, director or staff compounds it. If they lack the

time, skills and support to do their publicity properly,

chances are good that they will not be very successful.

Without success or support to spur them on, publicity can be

come a thankless, frustrating job, one that is often given

low priority and done mechanically, without much original or

creative thought.





CHAPTER IV

DEVELOPING AN EFFECTIVE PROGRAM

There are two elements in an effective publicity

program: the program itself, and the person or persons whose

respsonsibility it is to carry out the program.

The Staff Position

No program will succeed without the right person to

administer and implement it. That person must be given the

time, freedom, and support to do her job well. Unfortu-

nately, this is not always the case in many botanic gardens

and arboretums, particularly the smaller ones. Carol Lynch

of Bartram's Garden described the problem well:

In a small garden publicity gets shoved to the
bottom just because there is so much else to be
done .•.lf there is not one special employee then
there must be someone else with publicity de-
scribed as part of their1job - not just tacked on
to whoever is available.

It has been my observation that persons with responsibility

for publicity IItacked onll to their job or who perceive it

51
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that way are often frustrated at how little they can do and

how ineffective their efforts are. A vicious circle results:

without sufficient time or expertise to do publicity well,

the job is not properly done, lessening the chances for its

success (i.e. for the publicity to be used by the media and

for the public to learn more about the garden). Without

success, incentive to make time for publicity and to try

harder or innovate is lessened. The resulting publicity may

be of poorer quality, further diminishing its chances for

success.

Creating the Position

Thus, the job of publicizing an institution, its

services, and attractions must be given the status of a

position created primarily for the performance of that job.

It should be a paid staff position to ensure both quality and

continuity -- crucial elements in this publicly visible job.

It can be a full or part-time position to which other duties

related to publicity are attached.

Special care should be taken to think through how

much publicity one's organization requires and how much time

is needed to produce the desired publicity. Reading, re-

searching, writing, developing new approaches and events,
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making and keeping contacts are very time consuming activi-

ties that mayor may not show immediate results. Public

relations professionals in the community can help one deter-

mine whether a full or part-time position is appropriate and

suggest sources of funding when the institution's funds are

not sufficient. Having such a position is not a luxury to be

deferred, however. An effective publicity program present at

the very beginning can do much to establish the organiza-

tion's image and reputation, and to inform and attract

potential donors as it has for Roger Mower at Bartram's Gar-

den. Once the publicist position has been created, its scope

may be broadened through the use of volunteers, donated ser-

vices, and collaborative ventures.

The publicist should enjoy relatively independent

status, reporting directly to the executive director. This

gives the publicist the ability to observe impartially all

aspects of the institution, assess public attitudes, and

inform the director of the public relations implications of

the two.

Responsibilities of the Publicist

The basic responsibilities of a publicist are: to

use print and electronic media to disseminate news and other
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information about the organization; to handle media requests

for information; to develop good relations with the media;

to prepare and distribute print and audio-visual material,

provide staff, volunteers, director, and board with

background information on the organization, and to keep them

informed of his activities. For the sake of continuity and

clarity, the publicist acts as the organization's primary

spokesperson in person and in print. However, he will also

have to prepare the director, board or staff member who serve

as representatives and are often the people that the public

associates with the organization. The publicist may help

plan special events as well.

Qualifications

What are the qualifications for a good publicist?

They are a combination of personality traits and skills.

Most importantly, she is a good communicator, one who can put

information and attitudes into terms the public can under-

stand. A good communicator is creative, yet concerned with

accuracy and aware of the importance of details. She has

writing ability and is people-oriented, able to meet and talk
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with all kinds of people. The ability to take pressure and

meet deadlines is important too, along with a combination of

confidence and humility that permits a publicist to speak out

when it is necessary yet stand back and let someone else do

the talking if that is a more effective means of

communication.

There is some disagreement among publicists whether

it is better to have publicizing skills or knowledge of the

subject matter first. I believe that knowledge of the neces-

sary skills is most important. The practice of public rela-

tions is a profession; those with training and experience in

the field will be more effective in the long run than those

without it. This knowledge may be gained from courses

offered by schools and other organizations, or experience

gained from working with professional public relations

specialists. The ideal publicist would be one with the pre-

viously described traits, education or equivalent experience

in publicity, and some knowledge of horticulture and not-for-

profit institutions. An acceptable combination of skills

would be education and experience in horticulture and not-

for-profit horticultural organizations and some education or

experience in public relations or publicity.
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Sources of Support

Central to the professional status necessary for the

publicist is support frarn the board and top management. A

non-supportive board can severely restrict publicity, as it

has at Nemours. Only in an organization like Winterthur,

where the board and executive director recognize the impor-

tance of publicity to the organization and actively support

the publicist's activities, can the publicist realize his

full potential. This support can be demonstrated through

interaction between the board and publicist. The board

should help "develop, and approve a statement of purpose and
2goals" for publicity and review them periodically. They can

approve a realistic budget. The board may also be a source

of valuable influence and advice, particularly when one of

the members has public relations contacts and experience.

One or more board members can serve on a public relations

committee, a body whose purpose is to form policy, and

recommend the means of its implementation. They may also

help plan and provide assistance in day to day operations.

The committee could be composed of one or more board members,

other volunteers who have interest and experience in public

relations, the director, and the publicist. One excellent
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example of such a group is the Public Information Committee

of the Pennsylvania Horticultural Society. The publicist

considered the committee an invaluable source of ideas, ad-
o d 3Vlce an support.

The executive director provides support first by

acting as advocate for publicity and the publicist's activ-

ities with the board. She can act as a channel for infor-

mation flowing to and from publicist and board, help form

publicity goals and policy, and aid in the development of the

publicity budget. The director may serve on the public rela-

tions committee, or act alone.

The staff is another important support group. In-

deed, one magazine editor called them the most important

promotional tool a garden could have,4 a sentiment echoed by

Oliver Stark of Bowman's Hill State Wildflower preserve.5

The role of the staff is to cooperate with members of the

media whenever necessary, act as representatives of the in-

stitution with visitors, members and other sectors of the

public, and work with the publicist to provide accurate,

timely information regarding their projects and activities.
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When it is not possible to have sufficient staff

and/or time to properly publicize the institution, it is

comforting to know that there are many sources of assistance

available to the publicist. Generally, they can be divided

into two groups: assistance in getting the job done, and

assistance in the form of guidance and professional

development.

There are many ways in which the publicist can get

help to get the job done. One has already been discussed:

the public relations committee. In addition to planning and

policy-making, the committee can use their influence and ex-

perience to make contacts and get services from the media,

other professionals, and the community.

Volunteers are an important source of assistance.

Besides serving on advisory committees they may also be

called upon to do a wide variety of jobs: research, typing,

updating media contacts, deadlines and other requirements,

distributing posters and brochures, envelope stuffing,

sorting, and mailing, maintaining clipping, photo, and slide

files, conducting surveys, acting as representatives of the

institution at special events and other functions, and

serving as word of mouth publicizers in the community. The

type of job and degree of responsibility given a volunteer
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will vary with the individual and the publicist's confidence

in him. Some jobs should not be done by volunteers. Most of

the publicists I have spoken with prefer to do the writing,

editing and media relations themselves in order to keep

quality and continuity to their standards and avoid the

potential conflicts inherent in having someone else do those

tasks. Volunteers can come from the community in general,

the institution's membership, schools, universitities, and

associations of retired persons.

Interns from local high schools or universities can

be very helpful to the institution while gaining valuable

experience for themselves. They can do many of the jobs

listed for volunteers, though they would benefit most from

projects designed to help them get an overview of how public-

ity is done. A special project format would give the publi-

cists more control over what is being done, as it would

specify what is to be accomplished, and give the publicist a

chance to do something she may not otherwise have the time to

do. However, one must remember that for both volunteers and

interns alike, extra time must be set aside for their super-

vision - a small price to pay in view of their potential

accomplishments.
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Occasionally, the professional services of agencies

and other organizations may be obtained for free to the

benefit of both parties. Consultants may be persuaded to act

as advisors or design a campaign as a public service. Junior

groups belonging to larger organizations often donate ser-

vices in order to gain experience. An example of such a

service is the Atlanta Ad Club 2, the junior group of the

local chapter of the Advertising Federation. The Ad Club

regularly donates a public service campaign to a local non-

profit institution. The not-for-profit groups compete for

their services, and the campaign is funded by a media auction

of donated time and services.6 Such a donation improves the

public service image of the organizations involved while per-

forming a real service for the not-for-profit institution.

Corporations can arrange for the loan of a public

executive or publicist for a given period of time, as the Sun

Company has done for the Franklin Institute.

When one's organization or garden is owned or spon-

sored by another larger organization, the public relations

department of that organization can provide assistance. The

most useful help comes in the form of making media contacts,

or helping to organize and publicize a major special event.
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This is the relationship that Brookside Gardens now has with

the Maryland National Capital Park Commission.

There are many professional services available to

institutions that can afford to pay for them. Perhaps the

best known is the public relations consultant. The consul-

tant may work independently or as part of an advertising

agency. He can help identify image or other publicity-re-

lated problems and suggest possible solutions, or design and

carry out campaigns to publicize the institution in general,

specific aspects of the institution, or events. The consul-

tant's biggest sources are experience and contacts. She may

carry out a campaign from concept to implementation, or

simply present a program for the staff to carry out. Some

agencies have different fee schedules for profit and not-for-

profit organizations. Because of the expense involved, con-

sultants are most cost effective when they are working on

specific projects, or one-time events. If the consultant is

used regularly to publicize the institution and its activi-

ties, it may be wiser to add a staff member.

Employing a consultant involves more than having him

do some work for the institution. One must 'consider how that

person will work with the staff, and make sure he understands

the institution's philosophy and needs. This is a problem
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Winterthur Museum and Gardens has had with consultants. Kate

Wheeler, Head of Public Relations at the Museum said,

The hardest thing about working with consultants
is getting them to accept your limitations •••
They do pie-in-the-sky type thinking and then
you have to bring it down t9 your level .•. Then
they're insulted and angry.

The museum staff was also rather resentful and suspicious of

the consultant. On the other hand, the Pennsylvania Horti-

cultural Society has had good results with a consultant hired

to design a pubicity campaign for the Philadelphia Flower

Show which the staff carries out.8

Another professional service is a press release and

public service announcement writing and distribution agency.

This would be useful when there is absolutely no one avail-

able to write and send out publicity. Again, if one can af-

ford such a service, one probably should look into paying a

staff member who would know more about the institution and be

more sympathetic to its needs.

There are numerous not-for-profit and governmental

agencies whose purpose is to promote the attractions of a

given area. These organizations can help get information

about one's organization out to potential visitors, and get



63

coverage of the organization's activities. Some of these

agencies are the United States Travel Service, state travel

sevices, city and county convention and visitors' bureaus,

tour councils for given geographic areas, and local, pri-

vately organized groups like the Greater Philadelphia

Cultural Alliance and the Discover the Brandywine Valley Pub-

lic Relations Association.

There are several associations formed to further

professionalism in publicity and public relations. These

associations are invaluable sources of contacts, as well as

providers of opportunities for professional development. One

important national organization is the Public Relations Soci-

ety of America. With chapters in more than eighty major

cities, the Society offers a wide variety of services in-

cluding professional development, education, research, and

publications for publicists in both the not-for-profit and

for-profit sectors. The American Association of Museums has

a standing Professional Committee on Public Relations and

Communications Mangement. The committee's efforts are

directed toward individual professional development, improve-

ment of the status of public relations in museums and in-

creasing public awareness of the importance of American

museums.
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Local professional organizations are just as impor-

tant as the national ones. These groups offer excellent

contacts from the local media, other public relations spe-

cialists and publicists, and the community in general. They

may come in the form of public relations associations, like

the Philadelphia Public Relations Association, press clubs,

or community organizations like the Chamber of Commerce.

Often, the social hour of a meeting of one of these organiza-

tion~ can be as productive as several hours of phone calls

and letters.

Finally, one should not overlook the value of contin-

uing education in publicity and public relations. Courses

offered by the afore-mentioned associations, local universi-

ties and other institutions and organizations like the

Smithsonian Institutions or Museums Collaborative cover

everything from very basic skills to more advanced problems

and opportunities in publicity and public relations.
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The Program

Elements of the Program

Knowledge

An effective publicity program has four elements:

knowledge, planning, implementation and evaluation. The

first of these, knowledge may be divided into six categories:

knowledge of the institution, its audiences (sectors of the

public interested in or involved with the institution), the

principles of communication, the tools of publicity, the

media, and the various professional services and sources of

assistance for publicity.

Institution

The publicist must be well-versed in every aspect of

the institution. This knowledge will furnish a solid foun-

dation for short and long-term planning, writing, and working

with the institution's history, purposes, staff, current

operations and future plans. Next he should take inventory

of the" insti tution' s strengths and weaknesses and the program

and/or services it offers. Neighboring gardens, museums and

other cultural attractions may also be investigated. The
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local convention and visitors' bureau, tourism agencies or

other related organizations would be good sources of informa-

tion. Later, in the planning phase, these facts can be used

to determine what makes the institution unique and how it

relates to its neighbors. Everything learned should be kept

on hand for future reference, in concise a form as possible.

Audiences

The institution's audiences, present and potential,

must be identified. Who these audiences are will help deter-

mine how the institution should be publicized. A not-for-

profit organization such as a botanic garden has many

audiences. For the purposes of external publicity the

publicist should concentrate on audiences who "consume" the

gardens offerings: students, visitors, press, members. She

needs to know what kinds of people make up these audiences,

demographic facts such as age, sex, level of income, educa-

tion, interests, and area of residence. Not only must she

learn who they are, she must discover why they come and how

they perceive the garden. Such facts and attitudes can be

obtained through the use of surveys of visitors and the

community in general conducted by the garden or other

agencies. Surveys may range in complexity from asking

ticket-buyers how they heard of the garden to a written
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surveyor personal interview that provides more concrete

information. Observation of visitors to the garden or mem-

bers at a gathering produces somewhat superficial though

useful insight into the type of person attracted to the gar-

den, and what he is interested in. An examination of

publicity that the garden has already received will reveal

who the media think would be interested in the garden, and

how the media perceive the institution. Once the audiences

and their attitudes are identified it will become clear what

new audiences the publicist would like to have, as well as

any misperceptions or image problems the garden may suffer

from.

Principles of Communication

Knowledge of the principles of communication is basic

to an effective publicity program. Communication is "a two

way contact that exchanges information, ideas or perspec-

tives."g Lazarus gives four rules for effective

communication:

- know the receiver and present the information
at his level.

- speak or write clearly and concisely.
- convey the desire to reach the receiver.
- obtain feedback to confirm t£at the message

has been received correctly.
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Thus, the publicist must do more than issue informa-

tion. A full circle of carefully phrased and aimed messages,

reception of the messages and confirmation of the reception

must be completed. In the case of publicity, the confirma-

tion or feedback would take the form of increased attendance

at the garden, participants arriving at the proper time and

place for an event, or some other indication or heightened

awareness of the institution.

Tools

There are two kinds of publicity tools that a pub-

licist uses. First, tools that help her do her job: a

summary of facts and figures (size, number of visitors,

budget, admission fees, etc.); staff biographies, a year-

round planning calendar for noting events, media and campaign

deadlines, and appointments; a working system to keep infor-

mation flowing to and from the publicist; subscriptions to

local papers and relevant periodicals; a radio and television

network for monitoring publicity carried by those media; a

complete mailing list. These tools will be described more

fully under "Implementation."
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The second type of tools are those the publicist uses

to get publicity. Some are most useful for immediate or

short-term publicity, others for long-term publicity. A few

can be used for either purpose.

There are four basic tools for immediate publicity:

the news release, calendar announcement, feature story,

and photograph or slide. The brochure, public service

announcement and special event are tools most often used for

long range publicity; feature stories, and photographs are

also employed for that purpose. A news release is brief and

concise, appropriate when the information conveyed is current

and newsworthy. Calendar announcements notify the public of

one-time programs, events or services. They contain the bare

minimum of information: what, when and where. A feature

story is a more creative effort, usually focusing on some

aspect of human interest to get the attention of the audience

it is meant to attract to a program or event. A photograph

or slide can help illustrate a story, or stand on its own.

It is essential to the visual medium of television.

The brochure is a very important tool for longer term

publicity. It provides general information about the insti-

tution's attractions, services, fees, and hours in an attrac-

tive format, and may be used again and again in a variety of
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circumstances. The public service announcement is a more

general version of the calendar announcement as it provides

information about the institution, its purposes, and ongoing

services. A special event is a tool used to attract more

people to the institution for the long term by means of a one

time or annual event designed to introduce or reacquaint the

public with the garden and its services by providing enter-

tainment or education in its unique setting. It is a tool

within a tool, creating a newsworthy event to achieve more

lasting goal. The feature story, photograph and slide are

also appropriate for long range pubicity when they treat

timeless or general subjects such as a noteworthy tree or

craftsperson working in the garden.

Recommendations for the preparation of these tools

are given in the "Implementation" section. A list of more

tools appears in Table 6. The publicist should also learn

about paid advertising. Though it is certainly more costly

than publicity, it does have the advantage of much greater

institutional control over the contents and placement of the

material. A few of the publicists I interviewed have used

paid advertising for specific events, with varying results.

Whether or not it is appropriate is a decision which must be

made individually, after careful consideration of the
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institution's needs, budget and probable advantages of paid

advertising publicity.

Media

Knowing the tools of the trade is not enough: one

must also be familiar with the media, the means by which

one's communications reach the desired audiences. An inven-

tory of daily and weekly newspapers, periodicals, special

interest publications (newsletters of professional and cultu-

ral organizations, civic associations, and senior citizen

groups, corporation and industry employee publications,

church bulletins, etc.), radio and television stations and

their programming will familiarize the publicist with every

possible outlet for publicity. It is important to learn

about them all, print and electronic. Each medium has advan-

tages of its own: the broad coverage of radio and televi-

sion, the wide variety of specialized writers and

publications of the print media. The publicist must know the

media well enough to compete for the limited space available

on radio and television, and select the best print outlet for

his message and desired audience.
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TABLE 6

Other Publicity Tools

Annual Report

Billboard, outdoor signboard

Bulk and other special mailings

Editorials, letters to the editor

Exhibits - temporary, portable

Flyer, handbill

L~cture, speakers bureau

Mementoes: articles with the organization's logo, photo-
graph, theme or other phrase (buttons, bumper stickers,
postcards, shirts, notepaper)

Newsletter

Poster

Relocation guides published by real estate firms or the
Chamber of Commerce

Slide or film show

t1Stufferst1small flyers sent with bank statements or bills

Tourist publications - newspapers, directories, travel
guides, airline in-flight publications

Transit placards - inside and outside buses, trains, cabs
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The first step is to get acquainted with the local

media {within approximately one hundred miles of the insti-

tution} for they will be most interested in information about

the garden, and most likely to use it. The periodicals, spe-

cial interest publications and programs that cover topics re-

lated to one's institution should be investigated: the

institution's bulletin, horticultural magazines, a radio gar-

dening program or the newsletter of a local civic associa-

tion. Local cable television stations should not be ignored.

Given the recent proliferation of these stations, opportuni-

ties for getting time on them are much greater than for

traditional stations, particularly on the local cables.

Appearing on a local cable program would be good experience,

at the very least.

Once this list of local and related media has been

drawn up it may be expanded to include state and national

papers and other programs and publications that feature

garden columns or reach audiences for whom plants and gar-

dening are of moderate interest such as tourist and travel

periodicals.
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The publicist has to learn more than the names of the

media; he must become familiar with them: their format,

staff, editorial outlook, style, and special interests of

each publication and its staff. To get started, he can con-

sult annually published directories such as the Ayer

Directory of Publications or Working Press of the Nation

which provide information on the name, address, editors and

deadlines of many newpapers, periodicals and television and

radio programs. He should also read the weekly television

guide to see what programs they carry, and check newspapers

for radio program listings. Local public relations profes-

sionals, civic and tourist organizations may know of other

relevant publications, and the publicist himself should try

to discover new outlets. Next, he should read, listen to,

and watch as many of those publications and programs as

possible as often as he can to learn first-hand what is

written and produced, and how. The information gleaned from

these activities may be correlated with knowledge of the in-

stitution's present and potential audiences in order to

choose the most effective media for the publicist's and

institution's needs.
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Pro£essionalServices and Associations

Finally, the publicist should learn what professional

services and associations exist to help her be most effec-

tive. There are the professional associations mentioned

earlier which provide assistance free or for a small annual

fee. For example, the Greater Philadelphia Cultural Alliance

publishes a media guide and promotional brochure for member

organizations. Tourism related organizations like visitor's

and convention bureaus can help the publicist make contacts

and distribute her publicity.

Other paid services the publicist may use include:

mailing list services which provide lists of names and ad-

dresses within specific subject areas, mailing services for

national or regional mailing, distribution services which

will deliver the institution's flyer or brochure along with a

national periodical to a chosen region, wire services like

the Associated Press which transmit news releases to major

publications and stations, or wire services like

Philadelphia's Mediawire for the local media. Advertising

and public relations consultant agencies also provide a wide

variety of services. Media Network Services will place

camera-ready advertising copy with magazines like Time, who

will use it without charge when there is unexpected space in
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an issue. Several organizations provide print and electronic

monitoring services to help the publicist keep track of and

evaluate coverage. To discover what services are available

locally, check the yellow pages of the telephone book or

consult other publicists in the area. A list of some of the

services mentioned appears in Table 7.

Planning

The next phase in developing an effective publicity

program is planning. As with any other program of an insti-

tution, one must determine in advance what its purpose is,

and how it will be developed and carried out.

Using the information gained from the complete inves-

tigation already conducted, one first analyzes what problems

and opportunities exist for the institution. What is special

or unique about the garden? What aspects should be empha-

sized or played down? How do those aspects fit in with

other gardens or attractions in the area? One should try to

anticipate future opportunities for publicity: new attrac-

tions in the garden, a change in traffic patterns that may

make the garden more accessible, a convention coming to town.

What problems exist now or in the future that could be over

come or avoided through publicity? For example, is the
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TABLE 7

Services

Clipping and Electronic Monitoring

Bacon's Clipping Bureau
14 E. Jackson Boulevard
Chicago, IL 60604
800-621-0561

Luce Press Clipping
420 Lexington Avenue
New York, NY 10017
212-889-6711

Bure1le's Press Clipping Service
75 E. Northfield Avenue
Livingston, NJ 07039
201-992-6600

Mutual Press Clipping Service
1510 Chestnut Street
Philadelphia, PA 19102
215-569-4257

Wire Services (local representatives in major cities)

Associated Press
50 Rockefeller Plaza
New York, NY 10020
212-621-1500

Press Relations Newswire
150 East 58th Street
New York, NY 10155
212-832-9400

Mailing List

Dunhi11 Mailing Lists
630 Third Avenue
New York, NY 10017
800-223-6454

Public Service Space

Media Network Services
600 Third Avenue
New York, NY 10016
800-223-5613

Mediawire
117 South 17th Street
Philadelphia, PA 19102
215-568-2961

United Press International
220 East 42nd Street
New York, NY 10017
212-850-8600

Mailing Service

Public Relations Aids, Inc.
330 West 34th Street
New York, NY 10001
212-947-7733
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garden in an out-of-the-way location, or is it not understood

by its visitors, as has happened with the naturalistic gar-

dens of Winterthur Museum which are occasionally mistaken for
12"woods." Potential problems such as decreasing visitation,

or increase in admission fees should also be considered.

Next, examine the institution's audiences. What audiences

are most important to the institution, and which ones need

to be attracted? This is a very important consideration, as

one will be aiming the publicity principally at those

audiences.

With these opportunities, problems, and audiences in

mind, the next step is to make policy and set goals for pub-

licity. In making policy for publicity, it is important to

get some agreement from the board, director and other top

managers on the amount of attention they wish the institution

to draw (anything from a high to low profile), and what its

image (i.e. how they wish the institution to be perceived by

the public) should be. They should agree on how to handle

newsworthy, unexpected events such as injury, death and

disaster. Once this general policy has been approved, the

publicist can begin to develop plans to achieve the image

chosen for the institution. It is particularly important

that the institution's overall image be well thought out at
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this stage, for everything the publicist subsequently does

help shape the way the public will perceive the institution.

Now is the time to choose a logo, theme and other cues which

will identify the institution and its purposes and trigger

rapid recognition of those things in the minds of the public.

The publicist should next set long-term goals for her

publicity - to help establish the institution's image as a

family attraction or improve relations with the local news-

paper for example - and create shorter term, specific,

measurable objectives to meet those goals. Such an objective

might be to increase family visitation by ten percent in

October, or to write a writers' guide for the newspaper.

These objectives should be combined and coordinated to create

an overall plan, one that covers at least one year's activi-

ties, the publicity tools needed and the most efficient and

cost-effective channels of communication for them and their

deadlines. This overall look at the coming year and beyond

is invaluable for the perspective it can give the publicist,

allowing her to budget her time accordingly and avoid getting

mired in details.
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A budget must next be developed for the plan. Al-

though publicity itself is considered to be free - the time,

talent and materials that create it are not. Admitting that

publicity does cost money also serves to establish it as an

activity in its own right, worthy of the time and attention

it requires. The budget will also help the publicist evalu-

ate her efforts, comparing the results of her publicity

(attendance, for instance, and resulting admission fees) to

its cost.

How the publicity will be evaluated must also be

included in the plan. Without feedback on the successes and

failures of one's efforts, no program can continue to operate

effectively. Comparing the costs of publicity to its bene-

fits is one aspect of evaluation. The publicist should also

keep track of the response to his publicity, and set up a

system for determining which of his tools are being used,

when, and by whom, and for reporting the results of the

evaluation. Here is where attendance figures, visitor

surveys, and the print and electronic monitoring services

mentioned earlier are most helpful.
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Implementation

Getting Organized

Once the planning phase has been completed, the

publicist is ready to put it into action. The first thing to

be done is to organize the information collected earlier.

Some of the facts will be used over and over again, and it

would be wise to group them in as concise and accessible form

as possible. For instance, a summary of statistics on the

institution would be most useful: location, acreage, number

of employees, date of founding, annual visitation figures,

budget, names of top managers and board members, the insti-

tution's purposes, important collections, educational pro-

grams, and annual events. From this summary a fact sheet or

general purpose news release could be prepared for distribu-

tion to the media as needed. A brief history of the institu-

tion may also be helpful. The publicist should have access

to the names and titles of all the staff, and keep on hand

professional biographies of important staff and board members

- director, president of the board, department heads - to

facilitate making announcements of awards and promotions and

as background information in other publicity. The list of

media compiled earlier should be put onto an index card file,
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with one card for each newspaper (or department when appro-

priate), etc. detailing the names and phone numbers of con-

tacts, deadlines, and format requirements. The cards would

then be grouped into useful categories, i.e. daily news-

papers, television feature programs, and so on. This list

may also be put into a word processor.

The media file forms the backbone of yet another

important information system: the mailing list. Add to the

list of media anyone else who would be interested in hearing

news of the institution: members, local and related organi-

zations and institutions, libraries, local officials. These

too would be categorized and entered in the card file or word

processor.

Another organizational aid is an annual calendar, one

with the entire year printed on a single sheet. When events,

deadlines, appointments, holidays, and other important notes

are marked on it, it becomes an invaluable aid in predicting

workflow and setting priorities.

The publicist must also insure that she continues to

be knowledgeable about her institution, the community, and

media that she uses. A subscription to the daily paper is a

must, and the publicist should try to see and read as much of
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the other media as possible on a regular basis. The media

file and mailing list should be updated annually. She should

also keep open channels for a two-way flow of information re-

garding her activities and those of the members, board and

staff, and any coverage they or the institution has received.

Not only will this information-sharing promote good working

relations: by encouraging the staff members to report when-

ever they read, see, or hear media coverage of the institu-

tion, the publicist will make her job of evaluation much

easier.

Tailoring

The next step in the implementation of the publicity

plan is tailoring. Each pubicity need must be carefully

matched with the tools and media that will meet that need

most efficiently and effectively. Publicity indiscriminately

disseminated does not necessarily equal information received

and understood. Sending everything one produces to everyone

on the mailing list is not only a waste of time and money, it

can also be quite annoying to those on the receiving end of

irrelevant or inappropriate material. Here is where a thor-

ough understanding of the many tools of publicity, their uses

and limitatinos, and the policies and audiences of the media

through which they are used, and who the publicist wishes to
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reach and when, is most helpful. There are other factors to

consider as well. What audience is to be reached, and which

media are most likely to reach them are two important

considerations. It is pointless to send a news release to a

newspaper when it has been established that more people read

the daily calendar section. How much attention (i.e. how

large an audience) the publicist wishes to draw will

influence whether he sends information to a medium that

covers a large area or restricts it to more local or

specialized publications and programs. The nature of the in-

formation may determine where it is sent as well. A notice

of a special event would be sent to the weekend section of

the local paper; an announcement of a grant or changes in

administration may be more appropriate to the business

section.

Tailoring information goes beyond merely selecting a

news release over a calendar announcement, or a local paper

over a periodical. That information must also come in a

form acceptable to the medium, at a time at which it can use

the information, and in the style it prefers. These prefer-

ences or requirements vary with each medium, and it is for

that reason that such information is entered in the media

file. One radio station may want only fully written twenty

second public service announcements; another may require a
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fact sheet or release and write the announcement itself.

Style requirements cover word choice punctuation, capitaliza-

tion, writing numbers and times and so on. Both Ayer and the

Associated Press publish books describing standards for

these. The reference section of the local library should

have at least one of those books.

Timing

A very important aspect of effective publicity is

timing. All publicity, particularly that for an event, must

be carefully timed to produce a logical flow of information

designed to create, sustain, and follow up on interest

aroused, for both the press and the public.

The best way to create this flow of information is

through the use of a publicity campaign. It can be used to

publicize an event, introduce a change, or establish or re-

inforce the institution's identity. A publicity campaign is

a plan of action: What will be done? When? How? Who it

will be aimed at? In the campaign bits of relevant informa-

tion are released as they become useful, with each piece

building upon what preceded it. By organizing and writing

down the various tools, media, deadlines and audiences she

wishes to use, meet and attract, the publicist can better
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commit herself to the work involved and avoid conflicts and

last minute problems. It also enables her to make sure that

the information will flow in an orderly and logical fashion,

neither too early or too late.

Typically a campaign for an event begins about a

month ahead of time, with a release announcing the coming

event. One or two weeks later public service and calendar

announcements are prepared and sent out. A second release,

with more information, is distributed two weeks before the

event. Radio and television announcements usually begin a

week to ten days before the event. In the week preceding the

event, the publicist would check to make sure her information

had reached the right people, and encourage media repre-

sentatives to attend. These activities represent the bare

minimum of publicity. The publicist would of course begin

sooner or later depending on the type of event and how much

build-up it requires. She would also flesh out the skeleton

with other appropriate, interest-raising tools: posters,

photos, feature stories, and so on. What matters most is

that there is a plan and a schedule for carrying it out, and

that the publicist sticks to it. A sample action plan ap-

pears in Table 8.
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TABLE 8

Action Plan

Sorino Plant Sale 5/2/84
(An important fundraiser for a horticultural

society headquartered in a city)

Newsletters Publicist
Papers
(local,daily
weeklies)

1st Release

Feature Ideas

Subject
General

Perennials
volunteers
Plants for
Ci ty dwellers

Audiences
Members
General public
City residents

Gardeners
City residents
Members

Media

WHYY TV
Paper -
Garden
Columnist

Done
By

Publicist

Send
Out
4/1

4/8

Notes

Follow up
phone
call 4/15

2nd Release Update: Plants
Speakers
New: lunch
at the sale

Same as first;
people working
in city

Local paper, Publicist
weeklies

4/15

Calendar
Announcement

Newspapers
Newsletters
Radio
TV

Poster

Flyer

Who
What
When
Where

Who, What,
When, Where

Who, What
When, Where
+ special
features

General
public

Suburban
residents

City residents,
business people

All on
media list

Post in
stores,
libraries
Hand out on
mall, place
in libraries

Volunteer

Volunteers

Volunteers

4/15 Follow up
phone
call 4/20

(volunteer)

Post
4/8

4/25

Photographs Set up actual
actual sale
captioned from
'83 sale

Urban & suburban Daily, weekly
residents, papers
general public

Publicist 4/22 Follow up
phone
call 4/27

Banner Who, What,
When, Where

City workers,
urban residents

Volunteers Hang
on mall
4/27

Other: interview

Reminders

General

Ask daily paper
Garden Writer to
come, invite WHYY
TV news crew

Gardeners "Garden Talk
radio show

Sale
Chairman

Publicist

Publicist
contact
4/1 for
airing 4/27
4/30
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Publicity for events is the easiest to plan for and

do. By calling attention to the garden as the setting or

sponsor of the event, the publicist will create the opportu-

nity to acquaint the public with the more mundane aspects of

the institution. For example, in reading about a certain

event, the potential visitor may also learn for future

reference where the garden is, what its hours are and

possibly what else the garden has to offer.

Though events do create excellent opportunities for

publicity, the institution must also remain visible in be-

tween times - a much more difficult task. Here is where many

of the long-range tools of publicity come into use. A

brochure in a visitor's center, or a feature story in the

Sunday paper will remind the public that the garden or

service is always open and available. Some television

stations will use slides of local attractions as background

for opening and closing credits on news shows, or for

calendar announcements. Perhaps the garden could provide

plants for television sets or events, or be the site of a

show or another organization's event. Representatives from

the garden could act as resident experts or, special guests on

radio or television shows. Captioned photographs illustra-

ting interesting aspects of the garden and sent to the print
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media on a regular basis may be used as fillers for unexpect-

ed blank space. Often, just keeping the media informed of

what is happening will spur them to visit or write about the

institution on a slow news day.

An excellent way to bring the garden to the public's

attention is by means of the tie-in, linking some aspect of

the garden to current events. For example: during a much

publicized visit of a foreign official, say from China, the

publicist could try to get a feature on Chinese plants in the

garden's collection. Or in the case of a crisis - drought or

fire - he could place a spokesperson from the garden on a

talk show or provide information to a newspaper speaking to

the effect of those events on food crops, home landscaping,

or vegetable gardens. As long as the tie-in is relevant and

not contrived it could bring a good bit of unplanned-for but

favorable publicity to the institution.

Other newsworthy events should be publicized as they

occur. Announcements of promotions, awards, building plans,

grants and so on are of interest and help keep the institu-

tion in the public eye. As with all other efforts, however,

the subjects must be truly newsworthy or interesting to the



90

chosen audiences. A constant stream of irrelevant or con-

trived information will soon bore the press and the public,

and make them more likely to overlook the real news.

Timing the release of information about the institu-

tion and its activities involves more than just preparing the

material and sending it out. It must arrive when the media

wants it and can use it, not so far in advance that it is

forgotten, or so late that it cannot be used. Nor does the

release cease to be the responsibility of the publicist once

it has been sent out. She must follow-up. When the public-

ity is for a coming event, the publicist can call to make

sure that the contact received the announcement, and use that

opportunity to answer questions and offer further assistance.

She could also call the day before the event or use a wire

service like Mediawire to ask the reporter once again to

attend, or suggest a special angle that might tempt him to

come. These brief calls and reminders must be timed so that

they do not coincide with deadlines for morning, evening, or

final editions or similar deadlines for radio or television

programs and the accompanying flurry of activity. Whether or

not it is always appropriate to make these reminders is up to

the discretion of the publicist.
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Distribution

The publicist must also consider the distribution of

the publicity she has prepared. A checklist or record such

as the one the Smithsonian Public Information Office uses for

each piece of publicity should be kept: the type, its title,

who wrote it, where it was sent, when, and a total of the

number of pieces sent out. If more than one release is sent

to a location that should be noted too. Later, which media

actually used the information can be added to the list.

Distribution of publicity does not end with the media

and mailing list. Involved staff members, the director, and

the board should be kept informed of publicity that is sent

out as well as what actually gets used. At the Pennsylvania

Horticultural Society, news releases are circulated to staff

members to make them aware of what is being sent out and to

encourage their feedback on the materials.

The publicist may also want to use methods for

distribution other than the mail: distributive marketing

services that deliver flyers with major periodicals, "bill

stuffers" (small flyers sent with bank statements or bills),

special mailing services, wire services, tourism agencies,

trade shows, or just passing out flyers by hand. Each one is
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appropriate under certain circumstances and it is up to the

publicist to determine which circumstances apply. No matter

what method of distribution is used, the publicist should

include himself on the list. In this way he can make sure

that the materials actually are going out, and see how long

it takes them to be delivered.

Guidelines for the Basic Tools

This section makes recommendations for the prepara-

tion of the most popular and commonly-used tools of public-

ity. The use of some or all of them is not obligatory,

however. The publicist must decide on a case-by-case basis

what is appropriate to use, and when.

News Release

The news release is used more often than any other

publicity tool, so much so that competition for available

space in all of the media is very stiff. Therefore it is

essential that the release be well written and presented in

the most usuable format.
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The first requirement for a news release is that it

be newsworthy, i.e. that the information conveyed in it is

current, and of interest to both the public and the press.

It should be written as clearly and concisely as possible -

no editor wants to wade through pages of elaborate prose.

Short sentences, written in the active voice, brief para-

graphs, and the use of applicable quotes will make the re-

lease more interesting and faster to read and understand. To

get and keep the attention of the reader, information should

be organized in pyramid style, with the most important facts

stated first - who, what, when, where, why and how - and the

remainder following in order of diminishing importance. If

the release is shortened or edited later on, the most impor-

tant facts will survive. Some publicists recommend using a

standard closing paragraph which gives a brief description of

the institution ("the garden is a not-for-profit, educational

organization, open to the public"), its location, hours, and

fees. Such a statement can help overcome long-standing mis-

conceptions about an organization or forestall them. Long-

wood Gardens has used this technique to reinforce the

publics' awareness of their not-far-profit status.
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A brief, descriptive headline is usually included,

more to get the editor's interest than for publication.

Avoid stating opinions, unless they are in quotes and attri-

buted to someone (name and title). Accuracy is of the utmost

importance. Check carefully for correct names, dates, ti-

tles, misspellings and typographical errors. Ideally the

release should be no more than two pages long.

The way in which a release is put together will also

help determine its success or failure. Putting it in stan-

dard form will make it easier to read and to use. It should

be typewritten, double-spaced, on the institution's letter

head. Special "news-release" stationery is unnecessary.

Leave wide margins (1 1/2") so the editor can make notes, and

end the page with a paragraph whenever possible.

At the top of the page the following should appear:

institution's name and address, publicist or contact's name

and phone number, the date the release was issued, and the

date the information may become public. Most publicists use

the phrase "For immediate releasell for a release that can be

used right away. Otherwise, state the day and time of day

that the information may be released. If the release is

exclusive to one paper or station, say so, and for how long.
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The headline follows all the names and dates, with

four to six spaces between it and the body of the release.

This is for the headline that the editor will assign. When

there is more than one page, all but the last page should

have the word "more" printed at the bottom. The second and

following pages should indicate which number of the total

number of pages it is, in the upper left corner. A shortened

version of the headline may also be included. The end of the

story is indicated by five asterisks or "3D," centered below

the last paragraph. If photographs are available, that

should be stated below the asterisks, with the name and phone

number of the contact. A sample demonstrating how a news

release is set up appears in Table 9.

An alternative to writing a news release is the fact

sheet or outline. A fact sheet simply lists who, what, when,

where, why and how as briefly as possible. This, and a note

suggesting a special angle or inviting the reporter to call

if he is interested can be a more efficient way to send in

formation to a medium that prefers to write its own copy,

usually larger papers, periodicals and stations. (Smaller,

local papers tend to print ideas verbatim.) The fact sheet

may also be used for calendar announcements, or included in a

press kit. It is a versatile tool that worked very well for

me at The Wilmington Garden Center.
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TABLE 9

NEWS RELEASE

Institution Name

Institution Address

Date

For Immediate Release

Headline

Body, double-spaced

-30-

Photographs available upon request
Contact:

Contact:
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Feature Story

An interesting, well-timed feature can do much to

convey the flavor or atmosphere of an institution and its

attractions. It can cover almost any aspect of the institu-

tion, in greater detail than is possible in a news release.

However, because it is not as immediate as a news story, the

medium chosen for it must be convinced that the idea is worth

using, and then guided to carry out that idea to both the

publicist's and medium's satisfaction.

There are many markets for features: newspapers,

their Sunday supplements or magazines, periodicals, radio and

television talk shows and special interest programs. The

publicist should check her media inventory for ideas, and

constantly be on the lookout for feature opportunities,

particularly tie-ins. Features may be used to stimulate

interest in a specific event or exhibit, or to increase

public awareness of the institution's ongoing activities and

displays. They usually deal with timeless, human interest

subjects, but must still be accurate and relevant. As

Madeleine Jacobs, Science Writer for the Smithsonian Public

Affairs Office says, a feature should answer the question "So

what?", telling the viewers or readers why they should be

interested.13
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In the print media, placing a feature story is very

different from submitting a news release, as most of the

media prefer to write their own stories. Generally, it is

best to submit a feature idea, or query, to the chosen medium

on an exclusive basis. This query may take the form of a

personal phone call or letter suggesting the story, which is

followed up with an outline, personal visit to the garden, or

further information as the writer desires.

Often, a feature story may be the culmination of many

contacts, not attributable to a specific suggestion from the

publicist. Regularly informing the media of the institu-

tion's activities can help to give them their own ideas on

what they would like to write about. Good relations with the

media representative will help assure that they will think of

the institution when the opportunity for a story arises. A

feature written by the local daily paper's garden columnist

about The Wilmington Garden Center's community gardens was

the product of many such contacts. It was triggered by a re-

lease about the Center's new mobile gardening unit, the

Plantmobile.
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Another way to place a feature story is through a

free lance writer. The publicist provides the ideas, and the

writer places the story. The Garden Writers of America

organization would be a good source for a list of writers,

and the Working Press of the Nation also publishes a list of

free-lance writers.

Radio and television programming provide a wealth of

feature opportunities. They take a variety of forms; stories

done by the station, interviews, regular "spots" of appeai-

ances by a representative of the institution. Again, con-

tacting the appropriate person with a feature idea and

suggestions for its development is the best approach. The

hosts of these programs have their own ideas about what they

would like to have on the show, so it would behoove the pub-

licist to keep them informed of the institution's activities,

and strive for a good working relationship with them, too.

It may take many attempts before an idea is found that

appeals to the media representative. Cindy Reese, former

publicist for the Franklin Institute, estimated that for

every ten feature ideas she had, one would succeed.I3
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When someone from the institution does appear on the

program, make sure that she is prepared and that she and the

host both understand what they will be talking about. A list

of points to be covered is very useful to that end.

An alternative to the submission of a feature query

is the familiarization tour. Commonly known as a "fam tour,"

it involves inviting one or more writers or media representa-

tives to the institution to see a new display or garden, or

just to enjoy the garden during a particular season, with the

hope that they will write about it or feature it in a later

program.

Occasionally, the feature story may be written by the

publicist once the idea has been approved. Short features

may be prepared and supplied for use as fillers for last

minute free space. Written features are most often used by

small, local media who do not have the time or staff to write

the piece themselves.

It is a good idea to provide or suggest props, parti-

cularly for television: features, photographs or slides, ob-

jects, plants; anything to help illustrate the point of the

story. It could be something as simple as a boutonniere in
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the host's lapel, or as elaborate as a video tape. When

using slides, make sure they are numbered and identified, and

a script listing them in order of appearance with brief de-

scriptions is provided.

Public Service Announcement

There are two types of public service announcements:

true public service announcements, dealing with ongoing

events or services, and calendar or community bulletin board

announcements, which cover one time activities and temporary

exhibits or displays. Once this distinction is made, how-

ever, there is very little difference if any in how they are

prepared and used.

The announcements are brief, ranging in length from

ten to sixty seconds. They contain bare essentials necessary

to inform the listener of the event, service or activity.

The required format varies widely with the station, so the

publicist must know before he sends anything out the pre-

ferred length, or lengths, whether it should be written, or a

fact sheet be sent so the station can write it, the deadline

for the announcement's submission, how long it will be aired,

and when they will begin to air it, and the name of the cur-

rent public service director. If the station writes its own
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announcements, the publicist simply sends the information at

the proper time to the right person. Writing an announcement

is a bit more complicated. It is a good idea to write and

submit several versions of the announcement which have the

same message but differ in length, ten, twenty, or sixty

seconds. Then the station can choose the one it has time

for. For radio, estimate twenty-five words to every ten

secondsi television, twelve words for ten seconds, thirty-

five words for twenty seconds, one hundred twenty words for

sixty seconds.14 Write for the voice - read the announcement

out loud to test it for clarity and comprehension. Time the

announcement with a stopwatch, including one second of

silence at the beginning and end so it will fit in smoothly

with the announcer's program. Avoid repeating addresses or

phone numbers. Listeners rarely remember them, and time is

too precious to waste on repeating information. It would be

better to state the institution's name and general location

and use a phrase like - "Call for more information - we're

listed in the white pages."

Slides are a great help in getting the message across

on television. They may be used simply as background to

evoke a mood, to help tell a story, or as a backdrop for a

series of announcements. Select horizontal slides, and allow

one to three slides for every ten seconds. All slides should
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be labelled with the organization's name and their numbers in

sequence (e.g. one of three). A slide script listing and

describing the slides in order of appearance should also be

provided.

The announcement is usually organized on the page in

much the same way that a release is, though the publicist

should check with the station to see if there are any special

requirements. The organization's name, the publicist's name

and phone number, the title "Public Service or Calendar

Announcement," the desired start and stop date for the an-

nouncement and its length should appear at the top of the

page. The copy is double spaced. If there are slides ac-

companying the announcement it should be stated following the

end symbol (30 or asterisks).

It is rarely a good idea to send just the copy of the

announcement. A note addressed to the public service direc-

tor stating that the organization is not-for-profit and what

the announcement is for will help him understand why the spot

should be used and perhaps make him more likely to use it.
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Photographs and Slides

One of the most useful tools a publicist can have is

a visual one - a photograph or slide. A clear, interesting

photograph is truly worth a thousand words whether it accom-

panies a story or tells the story itself. Slides are impor-

tant visual aids for television, allowing the publicist to

use the medium to its fullest potential.

Suitable subjects for photographs and slides include

practically anything that illustrates aspects of the garden

and people and activities connected with the institution.

Photographs and slides that show action are best. Some

cliches to avoid are: obviously posed or contrived "action,"

a speaker at a podium, handshaking, signing or studying docu-
15ments, pointing, and committees grouped at tables. Any

activity, particularly close-ups or at unique angles, child-

ren, emotion, beauty, are much more interesting. Photographs

and slides can be used to report on activities and events

that have already occurred, to record important events or

memorable scenes in the garden or to serve as advance

publicity for future activities. The pictures may be taken

by a staff photographer, the publicist, a knowledgable

volunteer, intern, or staff member, or the newspaper's

photographer.
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Photographs for use in newspapers are shot in black

and white and printed with a glossy finish, measuring

8" x 10". The subject should be simple and in perfect focus,

since clarity and detail are lost in reproduction. The

photograph will darken in print so it is important not to

underexpose the shot. Make several copies of the best

photographs of subjects that are currently being publicized,

so they will be available as needed. Each photograph should

be labelled with the institution's name, the subject of the

photograph and date it was taken, and any people appearing in

the shot. Never write on the photograph - stamp it or put a

self-stick label on after the information is written on it.

If there is a caption it should be included on the label.

When the photograph is to be sent out, the caption is typed

(double-spaced) on a sheet of plain paper. The paper is then

pasted to the back of the photograph, placed so that the edge

with the caption hangs over and appears below the photograph.

Photographs with captions may be sent out alone, with

nothing more than a fact sheet or explanatory note from the

publicist. Photographs of timeless subjects may be sent to

papers for use as fillers. Before they are sent out, how-

ever, the publicist should know who accepts and uses photo-

graphs and who does not. Mail photographs between sheets of

cardboard.
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Thirty-five millimeter slides are another useful

visual aid. They are particularly valuable for television,

and may also be used in periodicals. The same rules for sub-

ject matter apply, though shots for use on television must be

horizontal. Slides can be shot in color, and it is a good

idea to shoot the same picture several times when the subject

is a popular one, or one that the publicist expects to use

often. Slides loose color quality every time they are repro-

duced, so it is much better to have several originals.

The slides should be identified just as the photo-

graphs are, though there will be no room for captions.

All of these photographs, negatives and slides must

be stored properly to get the maximum amount of use from

them. Photographs may be filed by subject, and listed and

cross referenced in an index card file or on the word pro-

cessor for people, objects, seasons or any other applicable

subject. The information on the photograph's label should

appear on the card and the publicist should keep a record of

when and where the photograph is used. When space or money

is not available for storing photographs, contact sheets may

be used, or the publicist can refer to the index card file

mentioned above. The uncut strips of negatives should be

placed in paper envelopes or sleeves available from any
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photography supply store. The strips' envelopes should be

marked with the subject and date, and filed according to

date. Then, when the publicist needs a print, she can easily

find the negative.

Slides are usually stored in one of two ways: in

plastic pages that have slots for approximately sixteen

slides and fit into a three-ring binder, or in boxes special-

ly made for slide storage. An index card or word processor

file that includes all of the information from the slide

labels and is cross referenced for relevant subjects should

be set up in which slides are listed by subject. Just as for

photographs, it is advisable to note on the card when and

where the slide has been used.

Basic Brochure

A brochure containing basic information about the

institution can be an attractive and versatile tool for

publicity. Though a brochure is initially more costly than

the other tools, it can be used much longer and in a wider

variety of circumstances. It is the calling card of the

institution, to be distributed at the garden and other loca-

tions, and at special events and programs, included in press
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kits, and enclosed in special mailings such as program

announcements.

A basic brochure should include the following infor-

mation: name and location of the institution, its attrac-

tions, services, hours, and fees, and why the potential

visitor should visit or use the services. The "why" can be

conveyed through photographs and description of the unique

attributes of the institution. The brochure may double as a

guide to the grounds, with the inclusion of a map, or as a

membership brochure by adding an application form. Depending

on how much information is to go in the brochure, and the

budget for it, the brochure can be a two-sided rack card,

measuring approximately 3 3/4" x 8 1/2" (one-third of a stan-

dard sheet of paper) or a brochure roughly the size of a

standard 8 1/2" x 11" sheet of paper folded into thirds. The

latter has six surfaces to work with.

The appearance of the brochure is every bit as impor-

tant as the information it contains. A full color brochure

can be quite expensive, but will certainly convey the beauty

or special attractions of the institution. Alternatives in-

clude one or two color formats in which an illustration,

black and white photograph and/or colored ink may be used.

Whatever format is chosen, it is essential that a graphic
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artist be contracted to illustrate and design the brochure.

The attractive finish of a professionally designed and type-

set brochure far outweighs the expense. This expense can be

reduced through the use of an existing photograph, logo or

other illustration.

Though the artist may design the brochure, it is up

to the publicist to decide how the information should be

organized. One surface of the brochure should be set aside

as pure advertisement, to catch the viewer's eye and keep her

attention. Here is where the photograph, illustration or

logo is used most prominently, and the institution's theme

and special attractions are introduced. Another panel is

devoted to the basics: hours, location, fees. If there is

more space, the basic information can be spread out and the

"why" can be further developed through a description of the

garden or the institution's services, a brief history, or

whatever is relevant to the organization's goals and pur-

poses. A map, membership application or request for informa-

tion form may also be included. If a tear-off form is

provided, leave the reverse side blank so nothing will be

lost if it is removed. One panel may be designed for mail-

ing, with the institution's return address and not-for-profit

mailing permit printed on it.
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The brochure should be reviewed periodically to make

sure that the information is current. Hours and fees will

probably change, but the publicist should also look for more

subtle alterations in the tone of the copy and the image the

brochure projects.

Special Event

A special event is a publicity "tool" that creates

the opportunity for publicity and uses all of the tools

described. It can be the catalyst that attracts people and

induces them to take the big step of coming to the garden for

the first time. Publicists agree that that big step is in-

deed the greatest obstacle to overcome. The special event

can also help change the way people perceive the garden by

making the garden seem more alive, a place that can be

actively as well as passively enjoyed. It may also introduce

other services and attractions that first-time visitors may

not have known of, thus encouraging them to return.

Many for-profit and not-for-profit organizations use

special events for those very reasons. In order to avoid

becoming just one of many, similar events however, the

publicist must choose an event that emphasizes the unique
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aspects of the institution, in a manner that will reach the

segment of the public he wishes to attract.

An excellent reference for the planning and execution

of the special event is Edwin R. Leibert and Bernice E.

Sheldon's Handbook of Special Events for Nonprofit Organiza-

tions, published in New York by the Association Press, 1972.

Media Relations

Establishing Rapport

Favorable publicity comes from more than just timely,

well-prepared tools. Good working relationships with the

representatives of the media the publicist chooses to use can

help assure that the releases, announcements and tips will be

used when they are appropriate. Such relationships may also

lead a reporter or producer to think of the institution first

when feature space becomes available.

Alvin Rosenfield, Director of Smithsonian Institu-

tion's Public Affairs Office, likened the development of such

a relationship to "building a reservoir of good will."16 The

key ingredients in good media relations are accuracy, and
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personal contacts. A reputation for accuracy and reliability

means that the reporter can trust the information coming from

the institution, and use it without excessive verification or

investigation. Knowing who the right contacts are (name as

well as title) and what their needs are indicates that the

publicist cares and even understands what happens on the

other end. Judicious continual contact is best: following

up on material submitted, letting a reporter know when a

story or event is coming up, never annoying them with unnec-

essary calls or information.

Having good contacts means having reciprocal rela-

tionships too: the publicist must let the media know that he

is available as a source of information and assistance when

ever they are needed. A good start is for the publicist to

introduce herself by means of a short note expressing her

availability and desire to work with the reporter. Joining

the local press club will enable the publicist to get ac-

quainted with the media representatives on an informal basis,

away from the overt pressures of the workplace. Another

tactic is to hold a media conference in which a panel of

local media representatives meet with representatives of

local, not-far-profit institutions related to the garden.

There, they can exchange ideas and let each other know of

their goals and needs. This can be particularly helpful when
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media relations have been a problem in the past. It does

require the cooperation of many different organizations.

Good media contacts can also be developed at the

level of the board. Board members who are in contact with

upper level mangement and the board of the media can help

portray the institution as a responsible one, above

controversy and deserving of their good will and free

publicity. They can also express appreciation for good

coverage when it occurs.

These personal relationships are best maintained by

demonstrating consideration for the demands of a reporter,

editor or producer's job. Given the volume of news releases,

announcements and requests for interviews that confront the

media everyday, it is unreasonable to expect complete cover-

age of the institution's activities. The publicist should

avoid complaining about a perceived lack of coverage; rather,

ask how the submitted publicity could be improved. The

regular expression of appreciation for coverage received,

either personally or in written form is also important. How

often this appreciation should be expressed depends on the

type of coverage received and where the publicist feels the

line between sincerity and meaningless communication should

be drawn.
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Other more specific ways to show consideration in-

clude: learning and respecting media deadlines and leaving

them alone when they are on deadline, tactfully correcting

mistakes after it is clear who made them, and never asking to

review copy before it goes out (the publicist must demon-

strate trust and accept that the media will not always see it

the way she does). The staff should be educated about the

importance of publicity and their role as representatives of

the institution, and encouraged to cooperate with the media

whenever possible. One question that will never be answered

to every publicists' satisfaction is whether or not to send

duplicate releases to a medium. The best approach is if more

than one release is sent, to indicate who else has received

one.

Offering free admission to the gardens and its events

and memberships to media representatives was once an accep-

table way to show appreciation and encourage more coverage.

It is no longer as clear when those sorts of benefits are

acceptable, or even ethical. The publicist should check to

see what the medium's policies are regarding those benefits

before offering them. When they are not permitted, a special

preview or party specifically for the members of the press

may be a good way to express appreciation without compro-

mising them.
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Services for the Media

The publicist can help make the job of the reporter,

writer or producer easier with a variety of aids or services

which provide helpful background information as well as

keeping that person abreast of the institution's current

activities.

At the very least, the publicist should make sure

that the press get the institution's calendar of events. It

serves as a hook, getting the reporter interested and making

him more receptive to the publicity that follows. Garden

columnists can use the information too, in their regular

listing of horticultural events in the area. A note attached

to the announcement or release pointing out a special or

local angle could be quite helpful and make the difference in

whether the reporter can use the information or not.

A guide to the institution including a brief history

and description of the garden, facts and figures such as

size, location, hours, fees, facilities, collections, pro-

grams and regular events can be an invaluable resource for
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media representatives with whom the publicist deals fre-

quently. It is simply a condensation of the basic informa-

tion that the publicist keeps on hand. The publicist can

also prepare a resource file which lists the institution's

staff and areas of expertise. Such a file would be especial-

ly helpful should the opportunity for a tie-in or a special

feature arise.

The familiarization tour, mentioned earlier as a way

to encourage feature coverage may be used to acquaint writers

and reporters with the garden as well as focus on a particu-

lar aspect of the garden or new exhibit. The publicist at

the Taft Museum of Art used a very personalized version of

the "fam" tour, in which she escorted a radio personality

through an exhibit, commenting on it and answering his

questions. He taped their conversation and later played

short excerpts throughout his show.

Another variation on the tour is a press day, in

which many media representatives are invited to spend the day

at the institution. It must be carefully planned, however,

so there is plenty to do and see and the day is not viewed

just as a transparent attempt to get undeserved publicity.
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Previews are an excellent way to introduce the press

to a new exhibit or event before it officially opens. By

inviting them to view the new attraction first with plenty of

time to see things free from the interference of regular

visitors, the publicist does both herself and the media a

favor. The occasion is often treated as a celebration,

making it even more enjoyable for all. The media representa-

tives should be provided with basic information about the

exhibit before they come to the preview (though not every-

thing should be revealed!). Additional information, know-

ledgable staff members and the publicist should be available

at the event to answer any questions that arise. Press kits

are often used at previews to supply the necessary informa-

tion. They may be already assembled in a folder, or the re-

porter can put together her own from a table of fact sheets,

releases, photographs and brochures.

A general press kit filled with information on the

institution, its services, and attractions may also be pre-

pared to keep on hand for newcomers to the institution. It

is similar to though less comprehensive than the guide men-

tioned earlier.
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Press conferences should be used only when the pub-

licist has truly important news to announce that would be of

great interest to many media. It is perhaps most appropriate

for a not-for-profit cultural organization in times of

crisis, when information or word of a decision must get out.

The publicist should be quite sure that the conference is

necessary before calling one. If it is not perceived as such

by the media, no one will come.

Bad Press

Bad press, or coverage that is either unfavorable to

the institution or incorrect, is a problem that every pub-

licist must deal with eventually. It is almost always due to

d' l' 17 h h' d dpoor me ~a re atlons. T e reporter may ave m~sun erstoo

or misinterpreted information provided by the institution, or

it may have been incorrect, furnished at the wrong time, or

non-existant. The only time a publicist should call unfavor-

able publicity to the press' attention is when it is incor-

rect, and then it must be corrected tactfully. Otherwise,

she must look carefully and objectively at the publicity she

sends out, and determine how it can be improved. Asking a

member of the press what his problems with the. material are,

and how she can better cooperate with him is also necessary,

even if the publicist feels the media is at fault. If the
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information she has been providing is accurate and not self

aggrandizing, a personally escorted tour through the garden

or discussion over lunch may do much to straighten things

out. When the reporter or medium continues to be unreason-

able, the publicist can only continue to provide accurate,

fair information and seek to work more closely with the media

with whom she does enjoy good relations. There is some com-

fort in the realization that notoriety isn't all bad: it may

arouse the public's curiousity, thus encouraging them to

visit and see for themselves what the institution is really

like.

Media Advocacy

Good relations between the media and the institution

and the resulting good publicity are not the sole responsibi-

lity of the publicist. The media must feel that their public

wants to know about the institution, and approves of the

coverage it receives. The publicist can help the media learn

of the public's approval by encouraging the board, staff, and

members of the institution to write to local newspapers,

radio, and television stations, and periodicals expressing

their appreciation or displeasure at the amount and type of

coverage the media give the institution through the editorial
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page or program, and personal letters to reporters, colum-

nists, editors, producers and other media personalities.

Legal Concerns

There are certain legal issues that the publicist

should be aware of. The most important relate to rights of

personal privacy and photographs. When a photographer takes

a picture in which people's faces are clearly recognizable,

he should be sure to take their names. By giving their name

to the photographer, the subjects are implicitly consenting

to the photograph's use. The consent is usually understood

to be for typical, post-event publicity. If the photograph

is to be used for anything else, the subjects should be in

formed. Minors should have their parents' - not the school's

- permission or consent. Verbal consent is usually suffi-

cient, though the more serious the use (a garden brochure

rather than post event publicity, for example) the more for-

mal the consent should be.

The ownership of photographs or pieces taken or

written by staff members for the institution should be es-

tablished from the very beginning by a clear, written policy.
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When the grounds are used by other groups as back-

ground for programs or advertising, or as sites for special

events, both parties must be aware of their rights and the

policy of the institution towards such uses of the grounds:

who is responsible for injury or property damage. The insti-

tution should be insured to cover any injuries or damage that

may occur.

Cooperative ventures with a for-profit organization

(corporate sponsorship of an exhibit for example) can present

legal problems. The publicist should make sure that the

organization's publicity or promotion of the exhibit is not

so self-congratulatory that the institution is overshadowed

or just used for the purposes of promoting the for-profit

organization.

Libel and slander may present problems when an

outspoken curator or staff member criticizes a collegue,

questions the authenticity of a claim, or just offers a

professional opinion as a representative of the institution.

Employees should be cautioned to preface such remarks with

the phrase "In my opinion • . " A policy for dealing with

libel or slander should be formed, and all board and staff

members informed of it.
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Cooperative Ventures

Advantages

The publicist need not do all of the work of publi-

cizing the insitution on his own. By collaborating with

other organizations to publicize the group or area as a

whole, she would greatly expand the amount and quality of

publicity her own institution receives. The advantages to

this sort of cooperation are many: often the effects of the

groups' efforts are synergistic, producing more favorable

publicity for each participant than the individuals could

have acting alone. It can be most cost-efficient, as it

avoids duplication of effort. As the group pools its re-

sources, more money and talent are available to direct the

campaign. It may also make the group more eligible for out-

side funding. The creation of a theme unifying the partici-

pants can provide a much broader and attractive overall image

for the group without losing each institution's individual

identity. Many publicists labor under the misconception that

this kind of association between similar or nearby institu-

tions increases competition. However, market research has

shown that the more that is happening in one area, the more
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time visitors will plan to spend there.18 Such close associ-

ation should help each participant to define what is truly

unique about her institution and worthy of emphasis.

Types

There are many kinds of cooperative efforts. Organi-

zations in a given area can work to promote that area, as the

Discover the Brandywine Valley Public Relations Association

has. Cultural institutions can work with each other or with

service organizations such as a horticultural society or

civic garden center. An institution may find a corporation

or industry to sponsor an exhibit or help promote the insti-

tution. The Franklin Institute received five days of free

publicity from a local television station in exchange for

five days of free admission for the public when the station's

personalities broadcast from the museum. The not-for-profit

organization benefits from the for-profit's expertise and

funds; the for-profit organization benefits from the public

service opportunity and improvement of its image.

The garden may also cooperate with the local, state

or federal government travel service by gearing its image and

publicity to a theme chosen by the agency, like the

Bicentennial, in return for matching funds or inclusion in
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their much further reaching publicity campaigns. The pub-

licist can get ideas from cooperative ventures by drawing on

his knowledge of the community and other organizations gained

during the research and planning stages of the publicity

program.

The field of tourism is rich in potential cooperative

ventures for botanic gardens and arboretums. The city or

county convention bureau is an organization devoted to pro-

viding potential visitors coming from near and far away with

information about the area's attractions. Related organiza-

tions such as the state travel services already mentioned,

the chamber of commerce, automobile clubs, and private travel

agencies are additional outlets. When they are provided with

information about the institution's services and activities,

they will direct visitors to the garden; many may collaborate

with institutions to organize tours or special events.

There are many ways to work cooperatively with other

similar institutions. One of the most productive ways is

through a community attractions brochure, which lists and

describes the participating institutions. Special events,
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tours, and exhibits may also be arranged. Cooperative edu-

cation programs in which each institution provides one or

more courses relevant to a unifying theme can draw many more

people than those offered by one garden.

Evaluation

The final element of a successful publicity program

is also the most neglected one: evaluation. It is not

enough to hope that a news release will be printed or a

brochure picked up and read. Publicity must be evaluated.

The goals of such an evaluation are to determine when and

where the institution receives coverage, how effective that

coverage is in informing potential visitors of the garden's

image, services, and activities, and whether it causes them

to come to the garden or use its services. The publicist can

do the evaluation herself, especially for the short term.

She may also hire an outside firm to do a thorough, objective

analysis. This information will in turn help the publicist

work more efficiently and effectively, plan for the future,

and gain support for the publicity program in general from

the board, management, and the staff.



l26

The evaluation of publicity resembles art more than

science, however. It is difficult to determine how many

people actually see a program, read an article, or hear a

public service announcement, and come to the garden because

of it. The publicist will be able to learn a great deal

about the successes and failures of her publicity, though,

through careful collection of information and its anaylsis.

Sources of Information

There are three phases in evaluation: information

gathering, analysis, and reporting. In the first, informa-

tion gathering, the publicist must find out as much as she

can about how her publicity is being used and its effect on

her chosen audiences. She must keep records of what public-

ity is sent out or used, and when. She should continue to

monitor local papers, periodicals, and local television and

radio stations to check on the coverage she is getting and to

be aware of the general attitudes reflected there. Clippings

of print coverage (calendar announcements, news and feature

stories) should be collected as well. The publicist can do

this herself, employ a clipping service (expensive but worth-

while when coverage is widespread), or develop a network of

staff and volunteers to help cover all of the publications

publicity is sent to. The clippings are usually mounted in a

scrapbook or filed for future reference.



127

The publicist should also keep track of how often his

public service and calendar announcements are played on radio

and television, a much more difficult job than collecting

clippings. These media are always on the air, and will not

guarantee when public service announcements will be run, or

play them at an hour when most people are sleeping. Elec-

tronic monitoring services can be quite expensive; the pub-

licist must decide if it would be worthwhile. Otherwise, the

publicist and his network will have to suffice. Occasional-

ly, radio and television stations will keep records of how

often the announcements are run, and inform the publicist;

or, he can ask them to do it and enclose a form or postcard

(with return postage) to use.

Records of all radio and television features and in-

terviews should also be maintained, rather an easier job as

the publicist usually knows when they will occur. He should

record his impressions of the coverage as well: favorable or

not, mistakes made, attitude of the reporter or interviewer,

how well the institution's representative did, and subjects

covered.

There are other sources of informption, too. The

organization's records can yield a great deal. Attendance

figures are a vital factor in judging how effective publicity



128

has been. Phone calls and in-person requests for information

reveal what people are hearing and reading, and what they are

interested in. Surveys in which the visitor is categorized

and asked how he heard about the garden or event, and what he

expected to find once he arrived are also helpful. The sur-

veys may be conducted in person, or take the form of a card

which the visitor can pick up or is enclosed in a publica-

tion. Some publicists use coupons or contests to determine

whether a particular medium is effective.

Analysis

All of the information collected must be analyzed

regularly, if it is to mean anything. The publicist can de-

cide how often she will do it -- monthly, quarterly, bi-

annually, annually -- based on the volume of the coverage,

and how often management requires a report on her activities.

There are several questions the publicist should ask

herself. First, where and when not is she getting coverage?

Are the media using the information and ideas she provides?

What image does the institution's actual coverage project?

The content of the coverage should be analyzed. What mes-

sages would a person get who learned about the institution
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through the press only? The publicist should also invite

comment from the board and staff on the coverage they see.

Once these questions have been answered, the public-

ist can compare and correlate the replies to her records and

original intentions: the amount and nature of publicity sent

out, her original goals for publicity, and the image of the

institution she wishes to project. Her conclusions will help

her decide how successful her efforts have been to date, and

what changes may be necessary.

Reporting

The results of the analysis must then be reported or

otherwise made avilable to the board, management, and staff.

A scrapbook of clippings chronologically arranged should be

kept; this is a good job for a volunteer. Another scrapbook

of highlights of the organization's year composed of

clippings, photographs, and narrative is an interesting way

to keep track of publicity and create an historical record.

The publicist should submit a regular report to

management, recapping the quantity and content of coverage

received, its affect on attendance, and describing his plans
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for future publicity. Special coverage should be copied or

described and included in the report. He should also prepare

a year-end summary and analysis of his activities both for

management and for his own benefit. These reports can be

passed on to the board as necessary.

The board, management and staff should also be in

formed of coverage that directly involves them. Clippings

can be copied and posted or circulated. People featured or

mentioned in any coverage should be given a copy of the

article or a note describing their appearance and thanking

them for their contribution when the coverage is special or

unusual. Involving them in the positive results of publicity

can do much to gain their support and cooperation for publi-

city in general.
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CONCLUSION

Botanic gardens, arboretums, and horticultural

organizations are exciting places. They provide many kinds

and levels of aesthetic and horticultural experience. A

well-planned, continuous publicity program is one of the most

effective ways of communicating the excitement, and

persuading potential visitors and members to make the first

step toward visiting and understanding one's institution.

Creating and maintaining an effective publicity

program is not an easy job. But it is possible, with the

right person in the job, the support of the institution,

and a creative, organized approach open to new techniques and

new forms of assistance.

I have emphasized the elements of the publicity pro-

gram and the steps one should take to implement them; how-

ever, it is important to realize that they are more than

formula for dispensing information. They are interpretive

tools which touch every aspect of the institution, helping

to provide and make clear the verbal and non-verbal clues

that create that institution's image and draw people to it,

thus enabling it to carry out its mission.
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Conferences, Seminars, Workshops

American Association of Botanical Gardens and Arboreta Annual
Meeting, Atlanta, Georgia. April 11-13, 1980.

Annual Museum Public Relations Conference, Wilmington,
Delaware. March 26-28, 1981.

Delaware Tourism Seminars 1980, New Castle, Delaware.
April 1, 1980.

Smithsonian Public Information and Publications Workshop,
Washington, D.C. November 12-14, 1980.





INTERVIEWS

Peter Annunziato, Coordinator of Visitor Services, Morris
Arboretum, Philadelphia, Pennsylvania,
September 21, 1983.

Fred Arnold, Education Coordinator, John J. Tyler Arboretum,
Lima Pennsylvania, April 21, 1981.

Donald Callender, Executive Director, Greater Wilmington
Convention and Visitor's Bureau, Wilmington,
Delaware, May 4, 1981 and AprilS, 1983.

Suzanne Friis, Horticulturist, Brookside Gardens, Wheaton,
Maryland, April 27, 1981 and April 2, 1983 (tape and
letter) .

Kim Bast Frisbee, Coordinator of Visitor Services, Morris
Arboretum, Philadelphia, Pennsylvania,
April 29, 1983.

Erica Glasener, Education Coordinator, A. H. Scott
Horticultural Foundation, Swarthmore, Pennsylvania,
August 24, 1983.

Paul J. Lloyd, Superintendent, The Nemours Foundation,
Wilmington, Delaware, March 30, 1983 (letter).

Carol Lynch, Administrator, Bartram's Garden, Philadelphia,
Pennsylvania, April 13, 1981

Zeeann Mason, Public Relations Coordinator, The Franklin
Institute, Philadelphia, Pennsylvania,
August 29, 1983.

Kaysi Miller, Public Information Coordinator, Pennsylvania
Horticultural Society, Philadelphia, Pennsylvania,
April 16, 1981.

D. Roger Mower, Jr., Administrator, Bartram's Garden,
Philadelphia, Pennsylvania, September 21, 1983.
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Eric Neumann, Curator of Education, United States National
Arboretum, Washington, D.C., April 27, 1981 and
April 1, 1983 (letter).

Colvin Randall, Publicity Coordinator and Publications
Editor, Longwood Gardens, Kennett Square,
Pennsylvania, April 15, 1981 and October 25, 1983.

Cindy Reese, Audience Development, The Franklin Institute,
Philadelphia, Pennsylvania, April 29, 1981.

David Schied, Superintendent, The Nemours Foundation,
Wilmington, Delaware, April 13, 1981.

Jean Schumacher, Administrative Assistant, and Robert J.
Montgomery, Director, John J. Tyler Arboretum, Lima,
Pennsylvania, April 21, 1981.

Jean Schumacher, August 22, 1983.

Lisa Stephano, Coordinator of Public Relations, Pennsylvania
Horticultural Society, Philadelphia, Pennsylvania,
October 5, 1983.

Catherine Wheeler, Head of Public Relations, Winterthur
Museum and Gardens, Wilmington, Delaware,
April 24, 1981 and September 1, 1983.

Linda J. Young, Publicist, Delaware Nature Education Society,
Hockessin, Delaware, April 10, 1981 and April 7, 1983
(letter).

Judy Zuk, Education Coordinator, A. H. Scott Horticultural
Foundation, Swarthmore, Pennsylvania, April 27, 1981.



APPENDIX

CASE STUDY I

The Alphabet Museum and Gardens is a large museum

known for its collections of the decorative arts and the

subtly beautiful gardens which surround it. It is an insti-

tution which has become nationally well-known in the last

eight years. Behind the growth of this national reputation

is the strong support for public relations and publicity pro-

vided by the executive director and board.

Before the current director came to the museum in

1976, publicity activity was at a relatively low level,

though a public relations office did exist. By 1981, the

director and board had given the office a mandate to concen-

trate on public outreach by increasing programming for wider

audiences and increasing the museum's national reputation and

visibility to the public and the press. Rather than expec-

ting the head of public relations to take on the heavier

work-load herself, the director encouraged her to develop her

staff, and gave her the funds to do so. The office has grown

from four employees in 1981 (the head, media coordinator,
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public relations assistant, and administrative assistant) to

eight in 1983 (the head, press bureau manager and associate

manager, public relations assistant, senior writer, special

event/financial development coordinator, and two

secretaries) .

So strong was the emphasis on professional develop-

ment that the office first tried retaining consultants to

develop mailing lists, prepare and place public service

announcements, and develop publicity campaigns. The consul-

tants were hired because the director and head did not feel

there was sufficient in-house expertise to do those jobs.

Though the consultants did help, they were more expensive

than regular employees, did not always work well with the

museum staff or understand the garden's and museum's

collections and purposes. One agency involved the museum in

some questionable publicity activities: a news release per

week policy, for example, that annoyed more fellow publicists

and representatives than it pleased.

The difficulty with consultants is a symptom of a

greater problem with the museum's publicity program. Despite

the success and growth of the public relations department,

there seems to be a surprising lack of thought and research

behind it. ~he board and executive director appreciated the
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trappings of a successful relationship with the publici how-

ever it is not clear that they understood what it really en-

tailed. Had the board and management researched their

current and future needs more carefully, they might have

chosen consultants better suited to the museum's needs, or

decided then that adding staff would be more effective. Now,

with what the head calls "a full complement of staff," she

does not believe consultants are needed. Perhaps they never

were.

This lack of thought has also been reflected in the

image the museum has tried to project. The museum and gar-

dens have long attracted a loyal following of well-educated

people with a strong interest in the arts. In 1981, the

board instructed the museum's management to work to appeal to

wider audiences particularly families. This was to be

achieved by attracting new audiences by means of new special

events. However, the events had little to do with the

museum's collections or the gardens. The events themselves

have been quite successful, but the audiences for the events

have not carried over very well to the museum. Now, the

appeal to wider audiences is no longer a priority, and the

emphasis has been returned to the audiences who have always

been interested in the museum.
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No formal audience surveys have been done since 1978.

The potential for wider audiences should have been researched

first, to determine who they might be, whether they were

likely to be attracted to the museum and gardens, and how

they might benefit the museum. Instead, the museum's image

has wavered between trying to be all things to all people and

and institution with a strong, specialized appeal.

Another factor in the success of the museum's in-

creased national reputation has been its participation in

collaborative publicity. The public relations office has

worked with other institutions in the area, to promote them-

selves as a coherent group. Together, they developed a bro-

chure describing the region and its attractions. The office

has also worked with the area's convention and visitors'

bureau, the state travel service and a local tour council.

These organizations furnish information about the museum to

potential visitors and representatives of the travel trade,

and inform the office of any response. The head of public

relations believes that each collaboration has been success-

ful, so much so that occasionally it is difficult to tell

what piece or whose efforts are working.



143

Despite the somewhat shaky foundation for the in-

creased activity in the public relations office, its growth

has been successful. The strong appeal of the museum's

collections, the board and management's continued belief in

the importance of public relations and the increasing profes-

sionalism of the public relations department have overcome

the former years' floundering. Some market research is

planned for the future. With the results of the research,

and more thoughtful consideration of the museum's image and

public relations needs, the museum's reputation should con-

tinue to grow.





CASE STUDY II

Wallace's Garden is one of North America's first

botanic gardens. The residence and outbuildings of two

famous eighteenth century plant explorers have been restored,

and are open to the public year-round. Until recently, the

garden, which is located in a poor neighborhood, was looking

rather dowdy from years of minimal maintenance. Visitation

was low.

The garden has had two administrators in the last

eight years. The differences in their styles and approaches

to publicity demonstrate the importance of having the right

person for the very important job of publicity.

The first administrator came to the garden in 1976 as

its only part-time employee, eventually becoming its full-

time administrator. In 1981 she stepped down to research the

garden's restoration, her first love. Though she believed

publicity was important, she felt she had only one percent of

her time to devote to it. She had no education or experience

in public relations or publicity and produced very little

publicity other than that for a few special events.
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The second administrator was hired specifically to

develop the garden. From the beginning he has devoted much

of his time to publicity for the site. Rather than wishing

he had time for publicity, this administrator made time for

it. He believes that publicity is an essential part of the

image-building process that is the foundation for

fundraising.

The new administrator has had previous experience in

public relations, and brought many of his own media contacts

to the job. Unlike the first administrator who felt there

was not much to publicize, the new administrator has found

many opportunities for publicity, thereby increasing the

number of potential audiences for the garden. Though the

garden is still promoted as one of the first botanic gardens

in the new world, the house and outbuildings are now por-

trayed as historic sites demonstrative of Colonial life. The

stable has been renovated to serve as a meeting place for

outside groups.

The new administrator has improved the image and

visibility of the garden so much that visitation tripled from

1981 to 1983. Now he is directing his efforts at maintaining

that level.
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The garden is now covered regularly in the print

media and by posters, brochures and placards appearing in the

city's tourist trolley. A portable exhibit has been dis-

played at meetings of several horticultural societies and in

shopping malls. The administrator has worked with a wide

variety of institutions and organizations in collaborative

events and joint publicity. He is especially eager to work

with organizations that support tourism, which he believes

will be key in maintaining the increased visitation to the

garden.

There is only one drawback to the new administrator's

approach. Much of his time and energy have been devoted to

publicity beyond the traditional forty hour work week. As

the garden's reputation grows he will probably acquire

additional responsibilities. He must be able to sustain that

level of energy for publicity, or find and fund someone else

who can.





CASE STUDY III

The Ellsworth Nature Education Society is a small

nature and conservation-oriented organization. The publicist

for the Society is also the program registrar. She spends

forty-five percent of her time on publicity.

The importance and success of publicity have varied

during the years the publicist has been with the Society.

This variance underscores the need for good media relations

and attention to detail. The publicist began by doing every-

thing "by the book," but by 1981 had abandoned her schedules,

scrapbooks and contacts, doing publicity much more "by the

seat of the pants." She claimed she was getting coverage no

matter what she did. However, she also complained of poor

coverage in local newspapers, and a lack of sympathy on the

part of writers and reporters.

The publicist had little contact with the media,

saying she felt she would be bothering them, and that she

would just have to take what coverage they wanted to give

her. Nor did she read the local weekly papers, a task for
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which she had little time. However, she had begun to sub-

scribe to several of the weekly papers, in hope that it may

help her discover why she was not getting the coverage she

wanted.

The combination of poor media relations and little

attention to detail had obviously affected the coverage the

Society was getting. Without communicating with the media,

how could the publicist know what their needs might be, or

how they had changed? Fortunately, she had begun to recog-

nize the problem herself, and had taken the first step by

subscribing to some of the papers she hoped to use as outlets

for the Society's publicity.

By the spring of 1983, matters had greatly improved.

The publicist increased her personal contact with representa-

tives of the media, and reported that the Society's coverage

had improved in the daily and weekly papers. The Society it-

self was trying to increase the number of audiences it

attracted by means of more special events, new programs, and

more feature-type coverage. The increased need for publicity

brought the publicist in more frequent contact with the

media, which also helped to improve her relations with them.
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The renewed success of publicity at the Society

demonstrates the importance of good media relations and

attention to detail. Doing pubicity by instinct may seem

effective and easier at first; however, careful and con-

scientious approach is far more effective in the long run.





CASE STUDY IV

The Friendly Horticultural Society is one of the

largest and best-known societies of its kind in the United

States. Its success as an organization is due in part to a

well-run, closely knit administration.

The Society provides an excellent example of how

planning, evaluation and communication with the board and

staff should be combined to produce a coherent, effective

publicity program.

Planning is an important part of publicity at the

Society. A seasonal calendar of events is prepared, and each

event has its own timetable of publicity activities. The

publicist meets regularly with an advisory committee composed

of volunteers and board members to get ideas for publicity

for the coming year, and approval for her budget and plans.

She considers them a valuable source of ideas, feedback, and

support. A consultant is retained to handle public relations

for the Society's annual flower show. Planning for the show

begins about seven months in advance, when the publicist and

consultant meet to discuss the previous year's successes and
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failures, and plan for the next show. The consultant devel-

ops a campaign of news releases, public service announce-

ments, feature contacts and promotional devices that the

publicist is responsible for carrying out.

Evaluation is a continuous process. In addition to

consulting with the advisory committee, the publicist

circulates what she has written among the staff, and en-

courages their feedback, particularly when a staff member's

area of responsibility is concerned. The Society subscribes

to a print clipping service. "Spectacular" coverage is

circulated; the remainder is kept in a scrapbook that anyone

can look through. Attendance at Society programs and events

is considered to be directly related to the coverage re-

ceived, and those figures are duly recorded and reported.

The publicist makes a publicity report to the executive

director after each event, and meets with her at six week

intervals for a general progress report.

The regular communication and close cooperation

evident at the Society may not be physically possible in

every organization, but the spirit of cooperation certainly

is. When the board and staff recognize the value of public-

ity, and work with the publicist to make it the best

possible, success is certain.
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NEWS RELEASE

wqr lmtlmingt.an ~arnrn {!!2utrr
503 ~1arket Street Mall

Wilmington~ Delaware 19801

(302) 658-1913

April 15, 1982

FOR IM4EDIATE RELEASE CONI'Acr: Bonnie Day
658-1913

WIlMINGTON GARDEN CENTER ANNOUNCES SPRING PLANI' SALE

Vegetable, herb and flower plants will be overflowing WillingtOMl Square

during the Wilmington Garden Center's annual Spring Plan1: Sale on May 4th and

5th, from 10:00 a.m. to 3:00 p.m. This popular sale is held a1: the beginning

of the plan'ting season, and gives urban gardeners a chance to purchase plants

for indoor and outdoor growing a1: a location convenien't to them.

Twospecial features of tAi.eSpring Plan1: Sale are live demons1:rations on

plan1:s and plan'ting teclmiques, and plan1: infonna'tion people who will be on

hand to advise shoppers. "Attic treasures" and baked goods will also be

available.

Proceeds from the sale benefit the Wilmington Garden Center, a non-profit

civic and educational organization which promotes gardening throughout New

Castle County. For IOOreinformation regarding the Spring Plan1: Sale or other

Garden Center programs, call 658-1913, from 10:00 a.m. to 3:00 p.m. weekdays.

'It 'It 'It
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FEATURE QUERY

ID4t lIilmittgtntt ~urbttt (!tettter
503 ~tarket Street Mall

Wilmington, Delaware 19801

(302) 655-7] 61

April 16, 1982

POSSIBLE FEATURE STORY IDEA

SPRING PLANT SALE

CONTACT: Bonnie Day
655-7161

Who: The Wilmington Garden Center, 503 Market Street Mall,
Wilmington, Delaware.

What: Annual Spring Plant Sale - vegetable, herb and flower
plants, live planting demonstrations, attic treasures and
baked goods.

When: Tuesday & Wednesday, May 4th & 5th - 10:00 a.m. to
3:00 p.m. Rain or shine.

Where: Willingtown Square, in the 500 block of the Market Street
Mall.

Why: Proceeds benefit The Wilmington Garden Center, a nonprofit
organization which promotes gardening throughout New
Castle County, Delaware. For more information call
302-655-7161.

Your coverage of our Spring Plant Sale is invited. I have
photographs and ideas for special story angles that I'll be happy
to discuss with you. ~~~ bSC;-71f;1

* *
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FEAT'URE STORY

wood,approzimately 173in all. Each rep-
resents a year of growth. By-counting
baa from the edge of the round. import-
ant dates in the dll'felopmeDtof Longwood
aridin the biatDr1of Peiree's P~ c:aJl be
piDpointed.

SuzanneKnowles,visitor education spe-
cialist at Longwood,researched the histo-
ry oi Longwood.Peirce's Park and Ches-
ter·CQuntyto find significant dates.

By BONNIE SWAN DAY

surrounding area have been marked by counting an-
nual growth rings of the tree, viewed by tourist daily
from noon to 3 p.m. Da,l Loc.ci ~ews

, 't 6/2.6/ra::>

L,ongwood tree on display
CuWnl a round for display In the

PeircHU Pont House was the brainchild
of several Longwoodstaff members. They
saw it as an opportunity to better Intel'-
pret the history of the gardens, from the
origin of the Peirce brothers' arboretum
to the Longwoodof today. Events of inter-
est from 1m baa to 1821are indicated by
means of annual growtb rings visible iD
the wood.

To avoid bavinl a large hollow in the
center, the four-toot by four-inch piece
had to be cut 25 feet from the base of the
tree.

Thea began the process of preserving
and finishing the round. a project requ.tr-
ing extensive cllemieal and historical re-
searcb. continuous monitorinl and pa-
tience. '

Preventing Winltage aud subseqUeDt
cracking of the soft. rather moist wood
'9t'U important. Followinl the reeommea-
dations of the USDA FOI'lNt Semct!,
project members cllolIeto treat the round
with a substance called polyetbyleDil
glyeol-1000(PEG). PEG i5 a water-solu.
able wu which,in solution.displaces nat-
ural moisture in the woodstructure. After
prolonged immersion in this solution,
wood does not shrink appreciably wben
dried. nor will it swell wben exposed to
highJmmidity.

AmODgJllI'IeI&
"This is one of the largest pieces ever

processed in.PEG," William Mcl.imans.
foreman of Lonpood', carpentery shop.
said. "It has beeD.used primarily by
woodwomnl hobbyists for much smaller
projects. Our problem was figuring out-
the necessary concentration as well as the
length of immersion."

The 2QO.pOund round stands in the U.
brary of the PeircHll Pont House, where
it can be seeDby tourists.

An interesting feature is the presence
of clearly d~~ growtb rings in the

ON DISPLAYin tha Peirce-du Pont House at long-
wood Gardens, Kennett Square, is a cross secnonof
a lSo-year-old cucumber magnolia felled in 1978.
Important dates in the history of Longwood and the

Something new and unusual has been
added to the historie Peirce-du Pont
House at Longwood Gardens. Kennett
Square. Nature's ownhistory boole,a four-
foot slice of aDancient cucumber-magno-
lia (Magnolia acuminata) dating back to
the early years of the Republic, is on dis-
play., .

The tree round was taken from a go.foot
specimen felled in 1978for safety reasons.
Visitors may view the circular section
daily through October from noon to 3 p.m.
as part. of the popular Peirce-du Pont
HOOHto~ .

The tree-was planted betwecn 1198and
1805by Joshua and Samuel Peirce, ama·
teur botanists and enthusiastic plant col-
l~tors. Taey established an outstanding
collectionof native and unusual trees over~
a 50-year period. By the latter half of the
19thcentury, Peirce's Park was regarded
as one of the finest collections of orna-
mental trees in the country.

George Washington Peirce opened the
arboretum to the public and continued its
development as a pleasure garden. After
bis death in 1880,interest in and upkeepof
the park dwindled and the property
changed bands several times. Iil19C6, PI-
erre S. du Pont purchased it to save the
arboretum from destruction at the hands
ofa lwnbering operation.

Manyrare and historic trees, remnants
of the famous parte. stin stand. A huge
Kentucky cmfee treeJ grows near tho
house, a majestic reminder of times when
early settlers substituted the tree's dried
fruit for coffee beans. One of this couu-
try's largest specimens of the printitive
ginkgocan be seen at the soutl1westedge
of the arboretum.

Removal Dect!S1aI')' .
The deci3ioa to cue tl1ecross section

was made after the magnolia was taken
doWDin ~ 1978.Adverseweather. in-
sect damage and old age made it neces-
sary to remove the old tree, by thea hol-
low aDd a threat to the nearby Peirce
House.
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