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Introduction

Ibo Gülsen, managing director of IGMPR

• Specialized project development firm assisting (local) 
governments and private investors in the design and 
development of horticulture attractions and destinations.

• Imagineering Horti Culture

• Rooted in the Netherlands, grown in Asia, blooming the 
world.

Vice-Chairman of World Tulip Society

Vice-Chairman International Garden Tourism Network



Gardens
A (very) brief history















Garden Tourism
Definition and Impact 



quotes
“An oasis that rejuvenates
the spirit, by awakening
the senses with its
stunning natural beauty, 
and connecting the soul 
with nature. Where
people come to feel 
human again. “

Mary Pat Matheson
President Atlanta Botanical
Garden



“Tourists visit or travel to botanical gardens, historical gardens and places, that offer garden experiences including
garden festivals and events, for a variety of purposes including (soft) education, relaxation and inspiration. Garden 
tourism is an integral part of the broader travel segment called cultural tourism.” Michel Gauthier, CANADIAN 
GARDEN TOURISM COUNCIL



“Britain’s stunning gardens are a proven tourism draw which have 
inspired visitors for generations, admired at home and across the world
for their beauty and variety and enjoyed by domestic and overseas
tourists in growing numbers” VisitBritain Chief Executive Sally 
Balcombe



Key characteristics of 
Garden Tourism

• There are 100+ garden destinations around the
world, that consistently attract between 1 to 2 
million visitors per year. 

• They charge admission fees to visitors
• Mixed reach of local, national and international

audiences
• Average time spent by visitors in the garden: half a 

day
• Size typically ranges from 10-30 hectare
• Mixed ownership and operation models

Presenter
Presentation Notes
Mixed reach: local botanical garden, 80% international visitors of Keukenhof



Examples of Garden Tourist destinations Number
of visitors
(x million)

Gardens by the Bay, Singapore 3.6

Kew Gardens, UK 1,8

Wisley, UK 1,1

Eden Project, UK 1,0

Keukenhof, Netherlands * 1,4

Trautmannsdorf, Italy** 0,5

Dafeng Holland Flowers, China 2

Atlanta Botanical, USA 0,6

Longwood Gardens, USA 1,6

Dubai Miracle Garden, UAE** 1,5

Mainau Island, Germany 1,2

New York Botanical Garden, USA 1,2

Butchart Gardens, Canada 1,0

National Kandawgyi Garden, Myanmar 0,9

* 2 month operation

** 8 month operation



Economic
Impact of 
Garden 
Tourism

• Admission fees, Food & Beverage, Retail, Parking
• Typical range: USD 20- USD 30 per visitor

Direct spending:

• Transport, accommodation, Food & Beverage, Retail
• Leveraged with other tourist attractions and destinations
• 25%-50% contribution of average daily international

tourist spending
• Obviously, regional and national tourists have different 

spending amount and allocation

Indirect spending:

• Destination Branding and improved quality of life = 
Increased real estate and land value

• Increased horticulture awareness = increased spending 
on horticulture products

Indirect benefits:





Lessons 
Learned from 
Garden 
Tourism

• Size does not matter, quality does:
• You don’t need a very large footprint to attract and accommodate

large visitor numbers
• Quality of attraction points and time spent, determine the attraction

value of any destination, whether it is a Garden or Expo

• Garden Tourism can offer additional synergies between Expo and Legacy
planning, in economic impact, investment and attraction value

• Turning an Expo into a Garden Tourist destination can be efficiently
achieved, but requires more attention in the design and planning 
stage

• Expo can be a driver to connect other regional/national garden tourism
destinations into one tourist promotion programme (see examples from
UK, British Columbia-Canada)

• Horticulture industry is interested to support continuing operations.
• Many different companies and industries are involved in the support 

and curation of horticulture in gardens (e.g. bulb growers in 
Keukenhof)

• Organization model of Garden Tourism Operations can be applied to expo’s 
as well, consisting of Imagineering, Marketing, Operations, Activities & 
Events and F&B/Retail services



Organization Model
General 

Management

Operations Hospitality Marketing
& PR

Finance

HR

Construction

Maintenance

Events

Activities

Education & 
OutreachHorticulture

F&B, Retail

Business-to-
Consumer

Business-to-
Business

Online and
Offline 

Promotion

Imagineering
& Planning

Access & 
Security

ICT

• Key organization disciplines of a Garden Tourist
Destination

• Staff numbers depend on seasonality of operations 
and potential for outsourcing (promotion, retail, 
F&B, maintenance)

• Fixed staff can vary from 30 FTE to 300 FTE



Imagineering
(Horti Culture)

Target groups transportation 
time

Time spent Capacity

Climate Storyline and 
theme

Photo moments Plants

Hospitality Activities & 
Events

Business Case





Integrating (Flori) Culture and Local Identity in the overall storyline, theme and visitor journey



We live in the ‘selfie’age, which requires a different design approach







Questions?



Ibo Gülsen

Contact Us

+31- 6- 53651173

ibo.gulsen@igmpr.nl 

www.igmpr.nl
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