Developing Botanical Gardens as a
Natural Heritage Tourist Attraction
Nicholas Catahan

edgehill.ac.uk
edgehill.ac.uk

Welcome and thank you for your interest. Please find here a range of cues, and clues, hints and tips to resources and texts to support this
conference.
Benfield, R.W. 2020, New Directions in Garden tourism, CABI, Wallingford, UK. Will be available soon, 23 December 2020!
Benfield, R.W. 2016, ‘7.5 Tourism and Recreation’, in Gratzfeld, J. (Ed.), 2016. From Idea to Realisation – BGCI’s Manual on Planning,
Developing and Managing Botanic Gardens. Botanic Gardens Conservation International, Richmond: United Kingdom. Pp.218-225.
Benfield, R.W. 2013, Garden tourism, CABI, Wallingford, UK.
BGCI, 2020a, ‘What is a Botanic Garden?’, BGCI Home>About>About Botanic Gardens>Learn More. Available from:
https://www.bgci.org/about/about-botanic-garden/ [Accessed: 04/11/20]
Carroll, M. 2003, Earthly Paradises: Ancient Gardens in History and Archaeology. Los Angeles: J. Paul Getty Trust Publications.
Dalley, S. 1993, Ancient Mesopotamian Gardens and the Identification of the Hanging Gardens of Babylon Resolved. Garden History, 21(1), 113. doi:10.2307/1587050
Farrar, L. 2016, Gardens and Gardeners of the Ancient World: History, Myth and Archaeology, Havertown: Windgather Press.
Institute of Place Management (IPM), 2020, ‘Visiting Places Special Interest Group’, available from:
https://www.placemanagement.org/special-interest-groups/visiting-places/ [Accessed: 04/11/20]
Monem, N.K. & Craig, B. (Eds.) 2007, Botanic Gardens A Living History. London: Black Dog Publishing Ltd.
Oldfield, S. & Blackmore, S. 2017, Plant Conservation Science and Practice: The Role of Botanic Gardens, Cambridge: Cambridge University
Press.
Rutherford, S. 2015, Botanic Gardens, London: Bloomsbury Publishing Plc.
Smith, P. 2019, "The challenge for botanic garden science", Plants, people, planet, vol. 1, no. 1, pp. 38-43, https://doi.org/10.1002/ppp3.10
Smith, P.P. and Harvey-Brown, Y. 2017, BGCI Technical Review: Defining the botanic garden, and how to measure performance and success.
Richmond, United Kingdom: Botanic Gardens Conservation International.
UNWTO, 2020, “Tourism in National SDG Strategies.” Home>Tourism for SDGs>: http://tourism4sdgs.org/tourism-for-sdgs/tourism-in-nationalsdg-strategies/
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Why? What for? Purpose?
Global Goals are certainly the framework for developing Botanic Gardens as Natural Heritage Tourism Attractions. It will be a place-based,
collaborative, community-based approach using the means and expertise available to each individual Botanic Garden to eke out the broad
ranging, diverse and sometimes complex, abstract narratives of heritage - the tangible, the intangible, natural, built, cultural, the
transformational; it should inform diverse and relevant, significant policy, planning and subsequent development of products, services and
experiences; and of course innovating and resourcing operations, marketing and broader “place management and delivery”.
As we work through topics and themes, consider those ‘what, why, where, when, who, how’ types of questions. Consider who these
stakeholders may represent, how would you would make connections, develop ideas and potential actions, how would you develop
collaborative partnerships and projects alike? How would you map across SDGs regarding tourism provision? How are you going to monitor
and measure impact, implications, consequences and outcomes? Some aspects to discuss.
Regarding specifics for Botanic Gardens however you may wish to consider:
Smith (2019:38) highlights ‘that unless botanic gardens shift their efforts toward the conservation, management and use of plants, the loss
of plant diversity will stifle human innovation, adaptation, and resilience.’ Going onto state that: ‘botanic gardens are increasingly seen as
visitor attractions, rather than scientific institutions, refocusing their efforts is in the best interests of botanic gardens as well as those of
broader society.’ In conclusion, Smith (2019:43) proclaims “a call for action!” – stating that: ‘It is time for botanic gardens to develop a new
contract with society—a contract that delivers outcomes for society that only botanic gardens, as custodians of the world's plant diversity,
can deliver (Blackmore, 2017; Krishnan & Novy, 2016). In particular, we need to mount a fundamental defense of plant diversity (Blackmore
& Oldfield, 2017), systematically preventing plant species extinctions with all of the tools, knowledge, and skills at our disposal. In addition,
we need to do this right now.’ So I certainly propose tourism innovations and developments as one key strand to such efforts.
Sharrock and Jackson (2017:16) state that: ‘Over the coming years it will be valuable for [Botanic Gardens] to further define their roles in
[Sustainable Development Goals] achievement and promote greater awareness and support for plant conservation within this new
framework and priorities for global development.’
So I must, from the outset highlight this key message for all Botanic Gardens developing as natural heritage tourist attractions, visitor
attractions or a visitor economy of any sort, that they must integrate efforts with the main aims, roles and purpose of Botanic Gardens. But
what are these, what is the reason and purpose of Botanic Gardens? What do we mean by natural heritage and do we need to consider
aspects of heritage more holistically?
Smith, P. 2019, "The challenge for botanic garden science", Plants, people, planet, vol. 1, no. 1, pp. 38-43, https://doi.org/10.1002/ppp3.10
Sharrock, S. and Jackson, P.W. 2017, “Plant Conservation and the Sustainable Development Goals: A Policy Paper Prepared for the Global
Partnership for Plant Conservation," Annals of the Missouri Botanical Garden 102(2), 290-302, https://doi.org/10.3417/D-16-00004A
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Natural heritage
• Natural features.
• Geological & physiographical formations.
• Delineated areas that constitute the habitat of
threatened species of animals & plants.
• Natural sites of value from the point of view of science,
conservation or natural beauty.
• Private and publicly protected natural areas, zoos,
aquaria and botanical gardens, natural habitat, marine
ecosystems, sanctuaries, reservoirs etc.
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So, what do we mean by “natural heritage tourist attraction”?
Here we can see a definition of “Natural Heritage” via UNESCO (2009) whom defines “Natural Heritage” as “Natural features. Geological & physiographical
formations. Delineated areas that constitute the habitat of threatened species of animals & plants. Natural sites of value from the point of view of science,
conservation or natural beauty. Private and publicly protected natural areas, zoos, aquaria and botanical gardens, natural habitat, marine ecosystems,
sanctuaries, reservoirs etc”. Regarding tourism development we have seen the management challenges from those very early “natural heritage tourist
attractions” which still exist today and this just cannot go on! Such challenges which are well known by academics, practitioners, many tourists but especially
host communities!
Coming back to “heritage” and botanic gardens, such institutions have many other layers alongside the “natural”, there are the ‘built’ and ‘cultural’ aspects,
the tangible and intangible heritage and legacy we must not ignore, heritage and legacy we must confront and learn from and to inform others – whether
localised botanic garden communities themselves, broader local communities, but of course inform and engage local communities linked to, and the
domestic and international visitors to our botanic gardens. They must be made aware and informed of the pluralist narratives that exist new, old and
ancient. It may be the stories of the current, the contemporary, what about the indigenous and foreign, native, non-native, the collaborations and key
research activities and programmes, to the display of collections, to their introduction, their individual heritage and legacy. What about the every day people
and forgotten others in contrast to those key figures in the making and running of our botanic gardens? Some of what I am also talking about here are the
complexities of what may be deemed hard or soft tourism narratives, or the good and bad narratives, the easy and difficult narratives, which must all be
considered; context and history must be explored and explained. Botanic Gardens have thousands of years of heritage, some Botanic Gardens already
introduce such historical reference to their visitor economies. There are certainly exemplars of outstanding practice and opportunities to further develop,
whether a young or old Botanic Garden. We exist in an informational age, a knowledge economy, an experiential economy, with opportunities to create real
change in a variety of ways for the here and now, and future regarding plants, people, planet, prosperity, peace and partnership.
Quoting from RSA (2020) citing “What is heritage?
You might think of local history, historic buildings, and museums. Heritage is all those things. We think it can also be much more: places, landscapes, ideas,
events, traditions, food, sport, industries, accents, and many other things. We don’t believe there is one fixed heritage for any place or people. Places that
don’t fit a ‘traditional idea’ of heritage can still be rich in heritage. Communities that have often been overlooked can be part of defining local identity.”
So, yes, let us develop botanic gardens as places of natural heritage, but also built, cultural, the tangible and intangible, the local, the regional, the national
and global.
Royal Society for Arts Manufactures and Commerce, 2020, “The RSA Heritage Index’, Home>Areas of Work>Our work in…>All current projects>RSA
Projects>Heritage. Available from: https://www.thersa.org/projects/heritage [Accessed: 04/11/20]
Institute for Statistics, 2009 UNESCO Framework for Cultural Statistics and UNESCO, Convention Concerning the Protection of the World Cultural and Natural
Heritage, 1972.
Image: The Systematic Beds: keeping heritage, science and horticulture in balance - Cambridge Botanic Garden: https://www.botanic.cam.ac.uk/thegarden/gardens-
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Definitions
Botanic gardens are institutions holding
documented collections of living plants for the
purpose of:
• scientific research,
• conservation,
• display
• and education. (BGCI, 2020a)
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So what defines a Botanic Garden? According to Botanic Garden Conservation International (2020a) “Botanic gardens are
institutions holding documented collections of living plants for the purpose of: scientific research, conservation, display and
education. In 2018, BGCI updated the criteria that define a botanic garden to have a greater emphasis on conserving rare and
threatened plants, compliance with international policies and sustainability and ethical initiatives.” To further position
Botanic Gardens and their significance and purpose, the International Union for Conservation of Nature (IUCN) (2020) state
that ‘the value (importance) of ecosystems to human welfare is still underestimated and not fully recognized in every day
planning and decision-making, in other words, the benefits of their services are not, or only partly, captured in conventional
market economics. Furthermore, the costs of externalities of economic development (e.g. pollution, deforestation) are
usually not accounted for, while inappropriate tax and subsidy (incentive) systems encourage the over-exploitation and
unsustainable use of natural resources and other ecosystem services at the expense of the poor and future generations.’
Botanic Gardens are research institutes instrumental in developing our understanding of the state of our natural world,
informing innovations, conservation, planning, decision-making and development; we still know so very.
The extant literature on the development of Botanic Gardens highlight that it really is important that we ensure the
enhancement and support of these key aims and potential transformational roles, responsibilities and actions of our botanic
garden communities. Building on the innovation of staffing and workforce development to meet such critical aims; growing
these institutions to be more “research active”, grow staff and volunteers alike, cultivating, nurturing, branching out, rooting
deep, blossoming and fruiting for seasons to come; with “purpose”, with “responsible management, marketing and
responsible tourism and ultimately with global goals” in mind. Approach on developing the information on our botanic
gardens should be from multiple perspectives, academic, practical, personal, past, present and considering the future.
Innovating on provision, characteristics, features and facilities at our Botanic Gardens and connections to others are ongoing.
Following good practice on managing plant collections and ensuring good, creative developments of informed, evidencebased representation and interpretation of these, even with the most limited of resources and applying “effectual
entrepreneurship” is important. Building on the democratisation and accessibility of Botanic Gardens for all and the
associated conservation programmes, research programmes, education programmes are all-important and key to developing
as contemporary Botanic Gardens, making these programmes happen with those partnerships mentioned earlier regarding
global goals; and also using such goals as metrics for our global community of Botanic Gardens and stakeholders to realise
and recognise impacts, outcomes and implications for policy and legislative formulation and action among other means to
develop the work of Botanic Gardens and also as strategic communications and transformational service’ power houses via
one such role as natural heritage tourism attractions, as catalysts and channels for such strategic marketing communications
to the masses.
BGCI, 2020, ‘What is a Botanic Garden?’, BGCI Home>About>About Botanic Gardens>Learn More. Available from:
https://www.bgci.org/about/about-botanic-garden/ [Accessed: 04/11/20]
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Botanic gardens are all part of an international botanic garden family and community with diverse research activities,
conservation and education programmes, and displays of collections. We know that botanic gardens are well loved and well
visited. Brazil, Russia, India, China are the emergent tourism markets, as are the over 60s with a growing so-called silver
tourism, of course whole forgotten others regarding wants, needs and wishes to engage with natural heritage worldwide too,
such as those from across different socioeconomic groups, those from certain communities, ethnic communities,
communities with disabilities and so on and so forth. So development will come in all guises! Botanic gardens have varied
ownership, provision, expertise, management and marketing practice, staffing, volunteers and friends, and visitor economy
offerings. Botanic gardens worldwide either have access to a great deal of or have limited access regarding backing, finance,
funding, support, provision and resources. Botanic gardens, like their collections and wonderful, insightful, proactive
communities also reveal a range of creativity and innovation to drive their policies, planning and developments; and with
today’s focus being on tourism policies, plans and developments being a key component to many of their strategic
approaches. However, there are a number of opportunities to consider, building on our understanding of developing botanic
gardens, in particular as so-called tourism/visitor attractions and the wide-ranging implications and consequences that can
bring. Many scholars highlight a systems approach, introducing ecological and ecosystemic models, models which have been
widely applied and adapted beyond biology and the likes of Aristotle, Theophrastus, the first Botanic Gardens as we know
them today, the Orto Botanico di Pisa, Padova or Firenze of the 1500s, to Ernst Haeckal or Arthur Tansley’s work on ecology
and ecosystems, and across many disciplines including social sciences, such as human geography, business, management,
marketing, education and health. So what is proposed in my own ongoing research is a “Place Ecology”, studying place(s) as
an ecosystem trying to bring together the multi-disciplinary complexities of places to make places better; and in this case
improve the development of botanic gardens as natural heritage tourism attractions as significant institutions as part of
places locally and worldwide. So we must consider the global, national, regional and local botanic garden “Place Ecosystem”
(as I promote it), the individual botanic garden and its’ interconnections, where it sits within the broader place the botanic
garden is situated, locally, regionally and nationally. We must consider and aim to audit the infrastructure and existing and
potential interconnections, the defining elements of the place and botanic garden as place within a place and connected to
other places; the collections, narratives, services, perceptions, visitor numbers and non-visitors, footfall in situ and online,
levels of interest, access and engagement, budgets, spend and return of investment to name some leads; consideration of a
proposed “Place Phenology” (what I am investigating and theorising linking the study of cyclical and seasonal phenomenon
happening in a place regarding the calendar of events attached to the broader place and the events attached to the botanic
garden, it’s community, connections, collections, and visitors; it is about a marriage of the complex dynamics of place, and of
botanic gardens and its many interconnections or potential interconnections via events, festivals, fairs, fetes and calendar
dates; an opportunity to tap into the delight, the surprise factor, the powerful driving factors to transform, improve and meet
a variety of challenges plants, people and places face. This is a global effort to make places better and all the many elements
of ecosystems whether environmental, sociocultural and/or economic.
BGCI (2020b), reveal garden mapping, global distribution of botanic gardens with 3021 botanic gardens worldwide.
BGCI, 2020b, GardenSearch online database. Botanic Gardens Conservation International. Richmond, U.K. Available at
https://tools.bgci.org/map.php?action=Find&mode=&ftrCountry=All&ftrInstitutionType=Botanic+Garden&ftrKeyword=&x=5
5&y=11 [Accessed: 04/11/20]
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Studying places and developing botanic gardens as natural heritage tourism attractions must take full
account of economic, social and environmental impacts, consequences and outcomes.
Innovating on botanic gardens’ aims and activities in relation to tourism we must consider the roles,
responsibilities and opportunities within the place ecosystem, the sectors, organisations, groups and
individuals regarding policies, regulations, collaborative partnerships, innovation, enterprise, backing,
funding, access, research, conservation, education, displays, interpretation, admissions, pricing, retail,
merchandise, souvenirs, catering, events, transport, accommodation, private hire, leasing, cross
marketing, the list is endless and not exhaustive.
Based on this diagram above linked to Sustainable Development Goals and tourism, many botanic
gardens are making the most of the potential partnerships that bring a wealth of expertise and driving
forces for botanic gardens to meet their aims and SDGs. So we look to these and others employing these
similar approaches to development. We can harness what we have learnt from all sorts of trends, ideas
and innovations, to best suit our botanic gardens, which will be place specific and such variables of
development critically explored, audited, mapped and put into action by these collaborations across
place ecosystems in which the botanic garden sits. Some may want marketing some may want
demarketing, some may want certain service provision such as car parking with electric charging points,
others with bicycle racks other with none, some places will want an organic approach to design and
presentation others may want specific branding and so on and so forth. Development may be about the
transfer of knowledge and communicating key research, impacts and outcomes. Development may be
capacity to enable education and conservation to its utmost capabilities. Development could be the
provision of maintaining, presenting and communicating displays of collections. Such developments can
be improved with the support, expertise, provision and collaborative partnership across the place
ecosystem. As with all of us, we are diverse with our own complex heritage narratives, lives, past,
present and future; wwe exist in ecosystems interconnected across environments, societies, cultures and
economies.
Please click on the links in the slide for further ideas, although broad and not necessarily directly linked
to Botanic Gardens or Natural Heritage, but discuss how would you would make connections, develop
ideas and potential actions, how would you develop collaborative partnerships and projects alike? How
would you map across SDGs? How are you going to monitor and measure impact, implications,
consequences and outcomes? Discuss.
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So how do we, could we or can we approach developing botanic gardens as natural heritage tourism attractions? Here are some informed thoughts: Tourism
has transformative effects both good and bad, and more often than not is highlighted for its irreversible effects on heritage, it can disrupt and erode places
and ecosystems in many ways, the environment, society, culture and economy. Heritage tourism is the without a doubt a major reason, motivation and
determinant for travel to places and indeed linked to transformative services. Such Transformative Service Research is informed via the work of Laurel
Anderson, Amy Ostrom among many others with scope to apply such research to tourism and botanic garden developments for the good of collective
societal wellbeing. So we must understand the dynamics of places, the heritage attraction, tourism, services, and Place Ecosystem as a whole best we can.
But what is the place, what is the ecosystem of the place regarding those different disciplinary representations of “ecosystem” scholars like Edward (Ted)
Relph and Kim Dovey have theorised over the years, trying to understand and makes sense of “place” for the good of places and their communities. When
we say “place” we mean in terms of its multiplicity, dynamics, characteristics, heritage, meaning, memory, temporal, spatial, uses, connection,
interconnections as those proclaimed by scholars of place, the Institute of Place Management leading the way, Cathy Parker, Heather Skinner amongst many
others, too many to list regarding theory and practice linked to “making places better”. So, as one may expect it is a joint effort to understand and make
sense of place or the “place” ecosystem, the many complexities of the environmental, socio-cultural and economic ecosystems within place, to begin to
think about developing these wonderful places and the places they exist and are connected with or to. It is about ensuring an evidence-based, wellinformed, mindful and deferential position when defining and formulating policies, plans and actions for places including their visitor attractions. When
introducing the idea and practice of being “mindful” I think of the work of Ellen Langer on “mindfulness” and Gianni Moscardo and her work on the “mindful
visitor”. As we are focussing on developing botanic gardens as a natural tourist attraction, we have significant insights from Joanne Connell, Dorothy Fox and
Richard Benfield; and I would like to refer you to those experts in garden tourism. We could also use Neil Leiper’s ‘tourism system’ model or one could say
tourism ecosystem model to begin to analyse all those interconnections linking and leading to the attraction and access of visitors to botanic gardens in a
touristic sense; those key components of the tourism system, the tourists, the organisations, processes, impacts, opportunities, consequences, good and bad
must all be considered; what visitors do before, during and after, and in the future; forecasts based on trends and projections; and of course what
organisations do (public, private and voluntary). Regarding tourism development we could use Richard Butler’s Tourism Area Life Cycle and apply the model
to the many layers and aspects of the botanic garden offer to such visitors, considering provision, services, quality, satisfaction, wow factor, and that
experience economy, all of which come to mind to maintain the vitality and viability of botanic gardens and the important work they do or could do.
Research of tourism, planning and sustainable development via the likes of Jost Krippendorf, Walter Chrystaller and more recent work of Heather Skinner,
Harold Goodwin and the Responsible Tourism Partnership amongst many, lead us to push the place management, transformative service and global goals’
agenda; it is the work linked to global goals which make up the new paradigm on development, which cannot be ignored as it has seemingly been done for
hundreds of years despite our knowledge of the issues and challenges – Talking about a sustainable revolution.
Developing botanic gardens is about collaboration, reflection and effectuation, with supportive public sectors motivated by the vision, mission and key aims
of our international botanic garden community. It is about acting as the channel, catalyst and co-creator of innovative policies and legal frameworks for
development, research, conservation, education, displays, public access, responsible tourism, and much needed revenue to meet the aims of our Botanic
Gardens. Regarding tourism, public/private/voluntary sector must ensure host communities are at the forefront of plans and decisions, and then
consideration of the visitor/tourist; and when I say host communities I mean that in its entirety, environmental, sociocultural and economic ecosystems.
Private sectors also as co-creators should feed into the aims and message of botanic gardens, and profits should be incorporated as directed by policy and
legislative measures, “leakage should be addressed” by these, and host communities and governments must have a strong, evidence-based and wellinformed position and approach on guiding the future of developments across the tourism system(s) they can control and measure for the good of the
communities they represent, and of course in meeting those all-important global goals – governments should be in control of what is good for host
communities first and foremost, an ethical, moral obligation – and if that means radical innovation then so be it.
There are great opportunities for independents across host community enterprises and private sector to partner and make places better, improve places
with environment, society, culture and local, regional and national economy taken into consideration. Here I think of Daniel Isenberg, Zoltan Acs, David
Audrestch, Erik Stam and Ben Spigel’s work on “entrepreneurial ecosystems”. I also think of Saras Saravathy’s work on “effectual entrepreneurship”. Yes,
opportunities of innovation and enterprise in partnership with botanic gardens should be further developed, and we are already witnessing growth in these.
Agreed opportunities linked to visitation, health, wellbeing, recreation, entertainment, image and citizenship, bringing together a wealth of partnerships
with Sustainable Development Goals at the heart and soul of all we do, so all can profit, and that profit stays within the community and drives the aims,
success, reach, impact and outcomes of Botanic Gardens. Botanic Gardens need to be financially sound to achieve their aims, this needs backing and
encouragement by different sectors and innovations. Voluntary sectors and individuals, including the tourist, the visitor, all play key roles in such support. In
fact it is this community, this community of local residents, volunteers, friends and visitors of botanic gardens who are the life blood of botanic gardens’
management and development in many cases; and many of those people and organisations alongside core staff in botanic gardens whom take a lead as
place makers, place managers, place marketeers and place developers. Research, conservation, education, displays of collections and experiential activities
are a culmination of the broad ranging individuals, organisations and sectors which can be found across botanic gardens and drawn from the place
ecosystem. Although much more is needed to study and drive these, to back these, support these, to maintain these and create a legacy of research-,
conservation-, education-active botanic gardens worldwide, which will be pivotal in meeting Sustainable Development Goals, but also creating a multiplier
effect across the places Botanic Gardens are connected, beginning with where they are situated and working out across their “place ecosystem” and
worldwide.
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Transformative Service Research

attempts to understand how to:
• Create & sustain collective wellbeing & positive
social impact.
• Create experiences that deliver “uplifting
changes”.
• Develop solutions that improve the wellbeing of
individuals, families, communities & the broader
society.
• Understand & improve relationships between
various stakeholders participating in service.
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It makes complete sense to me that Transformative Service Research goes together with Botanic
Gardens, tourism and visitor economies. There are many reasons, for the purpose and aims of botanic
gardens, and the negative impacts and outcomes of mass tourism, associated mis-perception, and the
damage and management challenges botanic gardens face, and of course the places and ecosystems
botanic gardens are trying to protect. It is also important to highlight the transformative nature of those
involved in the development of tourism on minimising negative impacts but also maximising positive
impacts and outcomes. So service ecosystems in entirety, environmental, sociocultural and economic.
As Anderson et al. (2013, 2015) state that Transformative Service Research is ‘research [that] should
strive to transform the relationship among social, economic, and environmental systems to ensure
sustainable relationships.’
I believe this is a key approach when considering development of any kind.
Anderson, L., Ostrom, A.L., Corus, C., Fisk, R.P., Gallan, A.S., Giraldo, M. Mende, M., Mulder, M. Rayburn,
S.W., Rosenbaum, M.S., Shirahada, K. and Williams, J.D. (2013), Transformative service research, An
agenda for the future, Journal of business research, 66 (8), pp.1203-1210.
Anderson, L. and Ostrom, A.L. (2015) Transformative Service Research: Advancing Our Knowledge About
Service and Well-Being. Journal of Service Research 18(3): 243–249. DOI: 10.1177/1094670515591316.
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Place Management

"a coordinated, area-based, multistakeholder approach to improve
locations, harnessing the skills,
experiences and resources of those
in the private, public and voluntary
sectors". (Institute of Place Management, 2020)
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Looking to the insights of the Institute of Place Management and associated international community
lead by Cathy Parker, Simon Quin, Catherine Mitton, Steve Millington, Ares Kalandides, but also other key
leaders Heather Skinner and Harold Goodwin. Development should be place specific and have a
multitude of connections when considering places. Botanic Gardens have a multitude of stakeholders,
potential stakeholders and heritage narratives which need to be explored, considering environmental,
sociocultural and economic ecosystems, past, present and future. It could be a life’s-work to audit such
connections and narratives, and to represent, incorporate them, develop them into the progress of a
Botanic Garden as a Natural Heritage Tourism/Visitor Attraction, but this is a starting point, TSR and
place management practice.
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Responsible Tourism

is what we do to make tourism
more sustainable, it is about how
we use tourism to create
sustainable development to benefit
communities & [places].
(The Responsible Tourism Partnership, 2020)
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Quoting Goodwin (2012) responsible tourism is about making better places for people to live in and
better places for people to visit. Emphasis on the host community first and foremost, and then the
tourists/visitors. Responsible Tourism is about taking action, it is about identifying the economic, social
and environmental issues which matter locally and tackling them, bringing the stakeholders together to
exercise responsibility (Ibid.).
Harold Goodwin explains the difference between Responsible Tourism and Sustainable Tourism video
Goodwin, H. (2012) https://haroldgoodwin.info/there-is-a-difference-between-sustainable-andresponsible-tourism/
Read also Skinner, H. (2019) https://blog.placemanagement.org/2019/10/22/responsible-tourism/
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So TSR and Place management efforts will focus on those with a vested interest or potential interest in
Botanic Gardens. Who are these so-called stakeholders? Let us begin with the “Public Bodies,
governments, local authorities”.
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PUBLIC BODIES
• Engage & facilitate cooperation.
• Backing & funding.
• Create laws, regulations, policies & taxes.
• Partner with civil society & small business
networks.
• Engage in public-private-voluntary
dialogues, partnerships & collective
action.
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• Engage & facilitate cooperation, backing & funding of Botanic Gardens with host communities, the
tourism systems & other key or potential stakeholders of Botanic Gardens to realise their purpose,
significance & opportunities;
• Create laws, regulations, policies & taxes that deal with the tourism system & anything that is
detrimental to Botanic Gardens & host communities, eradicating or minimising negative impacts &
maximising positive impacts (e.g. regarding environmental, sociocultural & economic factors – the
triple bottom line or three pillars of sustainable development);
• Partner with civil society & small business networks to co-produce conservation, education &
entrepreneurial skills training, products, services & experiences (e.g. “local-” tour guides, artists,
artisans, cooks, gardeners, designers, GPs and medical health professionals prescribing botanic garden
work or enjoyment, residents associations, etc.); co-creating programs (e.g. internships, work-study
programs, traineeships, etc.) in partnership with partners (e.g. schools, colleges, universities,
entrepreneurs & businesses, charities, independents, local resident associations, local business – the
local museums, galleries, aquaria, zoos etc.);
• Engage in public-private-voluntary dialogues, partnerships & collective action in conflict prevention,
peacekeeping, peacebuilding, anti-corruption and the rule of law – with focus on Botanic Gardens,
ecosystems & services.
• Be informed by what works! Experiment. Think outside the box as the saying goes. Open up
opportunities, let communities be creative and take a lead, help facilitate that!
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INTERNATIONAL ORGANISATIONS

• Encourage & support research,
conservation, education.
• Enhance international financial support.
• Limit tourism leakage.
• Encourage multiplier effects for local
economies to flourish.
• Support policy makers & encouraging
partnerships to shape better policies.
edgehill.ac.uk
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• Encourage & support Botanic Gardens research, conservation, education & displays of collections;
• Enhance international financial support for implementing effective & targeted capacity-building to
support Botanic Gardens & national plans to implement all the Sustainable Development Goals;
• Limit tourism leakage & encourage multiplier effects for local economies to flourish;
• Support policy makers & encouraging partnerships to shape better policies to realise Botanic Gardens
purpose and Sustainable Development Goals.
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DONOR COMMUNITY
•
•
•
•

Support sustainable & responsible tourism.
Invest in the development of Botanic Gardens.
Provide support to Botanic Gardens.
Collaborate & invest in safe & sustainable
infrastructure.
• Provide co-developed resources for
awareness.
• Support effective ways to engage.
• Foster ethical development & investment.
edgehill.ac.uk

•
•
•
•
•
•
•
•
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Support sustainable & responsible tourism with Botanic Gardens;
Invest in the development of Botanic Gardens;
Provide support to Botanic Gardens to help promote their efforts;
Collaborate & invest in safe & sustainable infrastructure in & around Botanic Gardens, including
lighting, transportation, alarm systems etc;
Provide co-developed resources for awareness campaigns;
Support effective ways to properly engage with Botanic Gardens & the wider place, dispose of waste,
to discourage littering & promote responsible tourism behaviour;
Foster development & investment in product & technology innovation to optimizing resource
efficiency, reducing negative impacts on ecosystems & lower carbon emissions;
Support universal, rules-based, open, non-discriminatory & equitable, moral & ethical multilateral
trading.

14

ACADEMIA & CSO

• Identify & address informed, evidencebased challenges & improve research &
action.
• Recruit, train & employ local community
members.
• Provide skills training;
• Share & engage with ‘ONE Planet –
Travel with care’.
edgehill.ac.uk
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• Work with Botanic Gardens & other groups such as governments, community groups & significant
others to identify & address informed, evidence-based challenges & improve on key aims of Botanic
Gardens; is there a range of academics and active researchers from different disciplines whom can
collaborate? Plant scientists, ecologists, conservationists? What about named resident artists?
Resident poets? Musicians? Foody people? Brewers? The list is endless –get creative!
• Recruit, train & employ local community members, including those living in poverty, & integrate them
in the efforts of Botanic Gardens & tourism value chains (as researchers, conservationists,
educationalists, guides, producers, suppliers, distributors, vendors etc.);
• Partner with Botanic Gardens & civil society networks to provide conservation, education &
entrepreneurial skills training; there are so many opportunities for work-related programmes,
internships, experiences, programmes and not just in the likes of plant sciences but what about across
disciplines, accountancy, business, marketing, leadership, management, events, performing arts,
literature, history, again the list is endless – get creative.
• Share & engage with ‘ONE Planet – Travel with care’.
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COMPANIES
• Enhance the global partnership for sustainable
development.
• Develop tourism products, services & experiences
with Botanic Gardens.
• Invest some of the tourism receipts in Botanic
Gardens efforts.
• Ensure sufficient participation of women.
• Recruit, train & employ local community members.
• Significantly reduce waste & ensure good practice.
• Mobilize & share knowledge & resources.
edgehill.ac.uk
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• Enhance the global partnership for sustainable development, complemented by multi-stakeholder
partnerships with Botanic Gardens & others to inform business;
• Develop tourism products, services & experiences with Botanic Gardens tailored for customers with
lower income, to ensure that everyone can become a tourist, especially domestic tourism & Botanic
Gardens experiences;
• Invest some of the tourism receipts in Botanic Gardens efforts, intensifying collaboration with Higher
Education Institutions;
• Ensure sufficient participation of women – 30% or greater – in decision-making & governance at all
levels & across all business areas in tourism related corporations & any connections with Botanic
Gardens;
• Recruit, train & employ local community members, including those living in poverty, & integrate them
in your value chain (as producers, suppliers, distributors, vendors).
• Significantly reduce waste & ensure that any unavoidable waste is utilized to the fullest degree (e.g.
organic waste as fuel or fertilizer);
• Mobilise & share knowledge, expertise, technology & financial resources, to support the achievement
of Botanic Gardens & Sustainable Development Goals in all countries, in particular developing
countries.

16

TRAVELLERS
• Informed, guided & mindful.
• Connected with local community.
• Global/Local Code of Ethics for
Tourism, for Responsible Tourism
https://www.unwto.org/globalcode-of-ethics-for-tourism
edgehill.ac.uk

Plants | People | Planet | Prosperity | Peace | Partnership

I would like to highlight a quote from Paul Smith, the Secretary General of Botanic Garden Conservation
International (2019) referring to Smith and Harvey-Brown’s research (2017): “Almost none of the gardens
promoted their scientific research or unique plants as a visitor attraction or reason to visit. Scarcely
surprising then that [funders] who provide […] money to botanic gardens increasingly see them as
primarily visitor attractions rather than scientific institutions with a meaningful role to play in helping to
solve the big environmental problems.” So! Our partnerships, collaborations and innovations can do
more to:
• Inform & guide, to create mindfulness via the Botanic Garden community and tourism system, before,
during & after engaging & or visitation.
• Mindfulness of Botanic Garden aims, initiatives, projects & programmes is key, & to instigate and
facilitate teaching and learning of our guests, our visitors to botanic gardens, and to share such
enlightenment so their networks can see these too & learn from them.
• Visitors need to connect more with communities, they could learn to speak a few words in the local
language, try local produce, connect with the local community, its people & place in a more
meaningful way. Our partnerships across the tourism system and broader place ecosystem must
facilitate this.
• Visitors can make changes to behaviours and practices which do not help, that perpetuate challenges
and cause misery for people and places.
• Promotion of Global and local Codes of Ethics for Tourism, for Responsible Tourism is something we
need to instill: https://www.unwto.org/global-code-of-ethics-for-tourism
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Botanic Gardens United

edgehill.ac.uk
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So where does most of this begin, well I suppose most of our visitors will now go online, that will be
their first encounter with a Botanic Garden as a natural heritage tourist attraction.
Considering transformative service, place management and responsible tourism there can be a wealth of
opportunities and representation of botanic gardens. Through the lenses of place ecology and place
phenology I can see the attraction of natural heritage explored via many different means, which we can
learn from and consider. Botanic gardens worldwide are innovating on their purpose and there are
opportunities to learn from one another and consider what fits best for our own individual values,
beliefs, research aims, action plans and policies.
Here we can see a quick analysis of some website home pages for some of our botanic gardens. There,
going left to right, first is an emphasis on a dedicated app for the Orto Botanico di Padova. For Firenze or
Florence is that they are open for business and a great promotion and insight into their collections from
the Medici origins until present day. Emphasis here is on the guided tours of the Botanical Garden of
Valencia, 1567; and a plant of the month, followed by a calendar of events. Oxford: A focus on bookings
and pre-visit frequently asked questions, then events both seasonal and targeted, for example: “As part
of [their] 400th anniversary celebrations, which will take place in 2021, [they] plan to collect and grow
over 400 trees from seed within and around Oxford. To achieve this goal, [they present a call to action,
highlighting that] we need your help!” The shop is also presented here with the following text: “Home to
a range of careful curated, bespoke, botanically-inspired products, many of which are sold exclusively at
the Botanic Garden Boutique and Harcourt Arboretum.” An inspiring and insightful range of links are then
presented regarding, podcast, social media, stories via blogs, and a most wonderful virtual fungi foray.
Following these links are opportunities for an augmented reality of the gardens via Google Street View.
Toward the end of that opening page we are presented with details to join and support the gardens,
alongside key information and an assortment of links. And we can see these patterns and trends of
strategic marketing communications to nurture the development of botanic gardens as natural heritage
tourist attraction with key aims in mind. Following Oxford, us Botanicus Leiden, 1587, highlights its’
heritage in the Netherlands. Edinburgh, again a very similar offering and development of engagement.
Chelsea, again a similar offer, with an additional call to be part of a challenge to contribute to the
restoration of the glasshouses. Upsalla, key connections again via these online means and a whole array
of heritage at ones fingertips. Of course the Royal Botanic Garden, Kew, has an array of similar offerings,
and watch and read, interactive, participatory opportunities for those visiting virtually shall we say.
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Sydney
• [First Nation] Heritage Tours
• Bushtucker Experiences
• Plant sale pop-up
• Create a herb spiral
• Create a no-dig garden
• Growing vegetables from Seeds
‘Wedding bells ring through the garden’.
‘Explore the plants blooming in the garden’.
‘Illuminating the sacred place of trees.’
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A quick exercise is to do a bit of online investigation, what can you find? Here I did a search for “botanic
garden” on TripAdvisor, and Sydney was the first to pop-up, I learnt about its services and offer regarding
leisure and tourism.
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Denver
‘Surprise DELIGHT!.’
‘An Oasis in the City.’
‘Wow.’
• Engaging Experiences
• Contests
• Workshops
• Clubs
• Events
• Retail
edgehill.ac.uk
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2nd to appear in the search, Denver with what many scholars in the likes of services marketing and
management highlight as exactly the sentiments and reviews one must aim towards – “DELIGHT!” Yes,
delight and wow factor and those all-important “engaging experiences”.
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Botanic Gardens United

edgehill.ac.uk

Plants | People | Planet | Prosperity | Peace | Partnership

Here we have Oman Botanic Garden, National Botanic Garden Wales, Singapore Botanic Gardens, Eden
Project, Cornwall, and Alice Spring Desert Park all with great innovations on the Botanic Garden.
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Botanic Gardens United

edgehill.ac.uk
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And whether small or large, owned by public, private or voluntary sectors, with little to large budgets,
with limited staff and volunteers or a wealth of staff and volunteers, creativity, innovation and
collaborative partnerships can enrich the aim and purpose of botanic gardens worldwide, but also
benefit plants, people, places and the planet whom may depend upon cutting edge research,
conservation and education of our global botanic garden family.
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Online Presence

edgehill.ac.uk
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Tools for communicating research, conservation, education and displays of collections to the world.
Every botanic garden can make good use of such means to develop their purpose, activities and to reach
out to a local, global audience. Even if the resources available to you is one main channel which can be
nurtured and made good. Again, just like tourism, everything we do has implications, impacts,
consequences and outcomes. Remember, the key message must connect to the purpose and aims of
each botanic garden.
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Development
Traveller
Public body

Company

Academia &
Civil Society
Organisation
(CSOs)
Donor

edgehill.ac.uk

International
organisation
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So get together, be proactive, be innovative, creative, entrepreneurial with the means and opportunities
available to you – enjoy the process, enable the process, be proactive and realise that what you develop
now will a lead to becoming more informed and evidence-based in your approach and good for plants,
people, place and the planet. Let us nurture such an approach to improve and make places better and
also to leave a legacy which teaches how we ought to exist, informed, mindful, respectful and all those
qualities that many have tried so hard to instil over the years, let us make it a local and global reality.
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Developing Botanic Gardens as
Places of Transformative Service
for Scientific Research,
Conservation, Display and
Education.
Nicholas Catahan | Programme Leader/Senior Lecturer in Business & Management
Room B212 Business School, Edge Hill University, St Helens Road, Ormskirk, Lancashire, L39 4QP
T: +44(0)1695 650865 Ext. 7865
E: Catahann@edgehill.ac.uk
W: https://www.edgehill.ac.uk/business/staff/nicholas-catahan/

Please follow this link to make a student appointment;
& this link to access a package of UniSkills workshops, online resources & other face-to-face support.

edgehill.ac.uk

So it is all very well developing as a visitor attraction however as highlighted from the outset, Botanic
Gardens world wide have key aims and purpose which must be a the forefront of any development
plans, policies and practice. Key concepts and good practice of Mindfulness, Effectual Entrepreneurship
(and all that comes with this, creativity, collaboration, innovation with the means available to name a
few), Transformative Service Research (considering both positive and negative transformations and ways
forward), Responsible Tourism (acting locally on a micro environmental scale, maximising positive
outcomes and minimising negative), likewise Sustainable Tourism (regarding macro-environmental
factors impacting upon places including ethical dimensions and of course acting globally with SDGs
driving all that we plan for), but ultimately, Place Ecology, studying places in their entirety best we can,
Place Phenology, studying the multiple dimensions of events, festivals and suchlike across the calendar
year across places, Place management practice and resultant Responsible and Strategic Marketing are
ways forward for not only Botanic Gardens Communities but many others too for the transformative
service of places; and in this case developing botanic gardens as places of transformative service for
scientific research, conservation, display and education whilst developing as a natural heritage tourism
attraction; one strand and part of their polices, plans and developments.
Thank you ever so much for having me, your time and attention is much appreciated.
Please get in touch any time, and if you are ever in the North West of England in the Liverpool City
Region, Merseyside, Lancashire, Cheshire or North Wales, let us get together!
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