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People love the Royal Botanic Garden Edinburgh.  It’s a national treasure, they say.   
Folk also like twinkly lights and going out at night.  So, by creating Botanic Lights:   
Night in the Garden we thought we might be onto a winner. 
 
Our market research also told us that there was a strong demand from visitors to 
experience the Garden after opening hours. 
 
So, Botanic Lights:  Night in the Garden was born.  It ran every evening except Mondays 
from 30 October to 23 November from 5pm to 10pm – a brand new event on the 
Edinburgh winter calendar. 
 
Our enthusiasm was contagious and when we shared our vision we got welcome support.  
The event became part of Homecoming Scotland 2014 with more backing from players of 
People’s Postcode Lottery and the Garden’s exclusive caterers Sodexo Prestige. 
 
 
 
 
 
 
 
 
 
 
 



 
 

 From our  perspective, this  wasn’t just a light show.  It was a  chance to market the  
 Royal Botanic Garden Edinburgh to a new audience and highlight the Garden’s  
 world-class living collection of plants and trees. 
 
 Light artist Malcolm Innes, said:  “The Garden at night is already a magical place, as some of 
 the recognisable features softly merge into the darkness.  It is this reality that we will 
 be manipulating to create installations that span the range from grand spectacle, through 
 romantic  and beautiful, to mysterious and tiny. ”   
 
 It was this subtlety of approach that gave Botanic Lights:  Night in the Garden its USP.   

 
 
 
 



 

 Aglow with ambition 
  

 We thought about what success might look like and came up with these objectives: 
 
 1. To  attract  16,000  visitors to the Garden 
 2. To raise £20,000 for the Royal Botanic Garden Edinburgh, a Scottish charity and public-
 funded organisation, to fund even more of our important work in international  
 plant research and conservation 
 3. To heighten the profile of the organisation 
 
 These three objectives  mirror the key aims of our Marketing and Communication 
 Strategy: To increase visitor numbers;  generate income  and raise profile. 
 
 Mother Nature  played a part in making the event truly  memorable  with clear nights and 
 a full moon (see below). 
 



 

 The advertising budget was small (£20,000) but we were nimble with our media buying 
 and consistent with our design.  A mix of full page and front page ads inspired advance 
 ticket sales.  By the  time the event began on 30 October, we had sold over 10,000 tickets. 
 



 We made full use of the Garden’s railings to capture people’s imagination.    
 Nearly 20% of attendees surveyed afterwards said these boards were the means  
 by which they found out about the event. 
  
 
 
 
 
 
 



  
 
 Our communities on Facebook and Twitter embraced the event from the start and loved 
 the first images we posted.  Pictures and videos shared  of preview night reached 58,688 
 and 44,256 fans, our biggest reach on Facebook ever.  Over a quarter of event attendees 
 found out about the event via social media. 
 
 
 
 
 
 
 
 
 



 A little help from our friends and partners including Edinburgh Castle, The Fringe, 
 VisitScotland, People’s Postcode Lottery, Enjoy Edinburgh, Marketing Edinburgh and 
 Edinburgh Spotlight also went a long way. 
 
 
 
 
 



 
  

 We stayed in touch with our email database of 17,000 and what an engaged lot.  Open 
 rates for emails about how to book tickets averaged 34% with click rates at 12.5%.   
 
 An email to the Garden’s Friends was opened by 47% of recipients .   While, an email to  
 2,149 attendees who opted to take part in our customer survey was opened by a 
 whopping 63%  -  952 folk completed the survey, providing invaluable feedback. 
 
 
 
 
 
 
 



 
 We created a bespoke online presence for the event on our  
 website rbge.org.uk, from August to November,  
 to market the concept and to sell tickets. 
  
 
 



 Listings information we sent out was picked up far and wide, even by Hello magazine … 
 
 
 
 
 
 



 
  
 

 Ticket sales really started to hot up once the media preview took place.   
 
 The event generated this coverage: 
 
 Two TV broadcasts on BBC and STV 
 Two radio broadcasts on BBC and Radio Forth 
 45 press articles (print) 
 34 digital media articles (web-based) 
 27 journalists attended the event  
 

 

 

 

  



 
 
 
 
 
 
 
  
 
  
 There was an enormous online buzz. 
 
 Our digital marketing campaign achieved the following: 
 
 Increase in visits to the Garden’s website of  64 per cent 
 14% growth in RBGE Facebook fans from 21,000 to 24,000 
 24 Facebook posts resulted in 11,406 likes 
 13 tweets and 61 retweets were sent by RBGE 
 
 
 

 
 

 

 

 

 

 

  



 
 At the end of the day, people seemed to love it. 
 
 The event attracted 23,076 visitors over 23 nights and many nights sold out. 
 
 It resulted in the busiest November the Garden since records began, dating back to 1901. 
 
 As a consequence, visit figures for the Royal Botanic Garden Edinburgh in the  
 calendar year of 2014 reached 806,810, the highest level since 1998 
 

  

 

 

 

 

  



 
 
  

 Even the Garden’s badgers popped up to take a look. 
 
 They were spotted by a number of visitors and staff during the event. 
 
 There are around 20  badger setts in the Garden so we made sure the lights were out 
 by 10pm so as not to disturb them.   
 

 

 



 In turn, the press loved the badgers. 
 
 Their story appeared in many papers including the Scottish Daily Mail, Sunday Post and 
 Edinburgh Evening News, inspiring badger spotters everywhere. 
 
 



 
  
  

 Lights, Garden – Action! 
  
 In its first year, Botanic Lights:  Night in the Garden achieved its objectives  
 and delivered these results: 
 
 21,231 tickets sold out of an available 23,680 
 14 out of 23 nights completely sold out 
 23,076 attendees at the event, including carers and under-3s 
 1,000 visitors per night on average 
 952 completed our customer survey providing invaluable feedback 
 £200,000 net revenue 
 £56,000 in sponsorship and funding 
 £20,000 raised for the Garden to fund its important conservation work 
  
 
 

 

 

 

 

 

  


