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Executive Summary
This report examines the Royal Botanic Garden Edinburgh’s website for alignment with the
organization’s strategic goals and seeks to present opportunities to strengthen the website’s content
strategy. The report begins with a brief introduction of the Royal Botanic Garden and its wide variety of
offerings.
The Strategic analysis begins with connecting the RBGE’s mission statement, “to explore, conserve
and explain the world of plants for a better future,” to the organization’s four strategic goals:
– Maintaining and developing our internationally important collections.
– Delivering world leading plant science and conservation programmes
– Providing learning and training in horticulture, plant science and biodiversity conservation
– Offering a first-class visitor attraction
Which are then translated to three business goals; Increase awareness of global programs and
network, attract more members and donors, and increase course enrollment and awareness of learning
opportunities. Corresponding content objectives are presented alongside the business goals, such as:
“Demonstrate the value of the collection and showcase the impact it has had on an international scale”
which begin to establish the foundation for content creation based on internal factors.
With the content objectives in place, the exploration continues with an examination of the website’s
current audience and traffic sources. The majority of visitors are arriving to the website via
travel/tourism websites, followed closely by research websites. The distinction confirms that the website
is meeting the organization’s target audiences (tourists, research/horticulture professionals, and
students). Connecting each audience segment to a business goal then frames the parameters by which
the current content is assessed.
The website receives nearly triple visits over unique visitors, signaling that there are repeat visitors.
Reviewing the present content with this understanding of audience behavior, content opportunities
become apparent; such as the need for a membership related call-to-action within the pages aimed at
tourists/visitors.
The core strategy statement unites content observation, audience demographics, and business goals to
create a single reference point for the content creation process moving forward: The RBGE.org
website helps the Royal Botanic Garden Edinburgh spread knowledge and gain support by
providing accessible and shareable content that makes tourists, scientists, and students feel
welcome and informed so they can maximize their visit to the garden and build a lasting
relationship with the facility and its various resources.
The report concludes with recommendations for a content audit to determine what content is already
aligned with the statement. A messaging framework is provided to assist with positioning the
organization to its audience and guiding the content towards a more user-centric approach.
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Client Profile
The Royal Botanic Garden Edinburgh is a 70 acre research establishment and tourist destination.
Founded in 1670, the Edinburgh location is the headquarters for the RBGE, an executive
Non-Departmental Public Body functioning under the government of Scotland. It is home to a living
collection with over 350 years of history and ten glass houses spanning a wide range of climates.
RBGE offers a wide range of resources to the scientific and civilian community including:
● Over 13,000 living specimens across (4) locations in Scotland
● A worldwide conservation network with work in 35 countries
● An extensive library of research literature (70,000 books, over 3,000 historic publications, and
more.)
● Educational courses for all age levels, including professional certifications
● Guided tours, exhibitions, and seasonal events
The Garden is a registered charity, and relies primarily on grants for funding, with additional support
from donors, membership fees, educational course enrollment, and income from its shops and catering
franchises. It hosts a diverse customer base including tourists, hobbyists, scientists, educators, and
students.
Located conveniently at the center of Scotland’s capital, the Garden attracted over 900,000 visitors in
2017. A survey conducted that summer revealed that 75% of attendees went to enjoy the plants, with
59% also citing relaxation as a motivation for visiting. Roughly 70% of visitors also indicated that they
had learned something new during their visit and were aware of the organization’s efforts in research
and conservation. The Garden’s convenient location, ephemeral nature, and accessibility form the
basis of a successful tourist attraction, with its deep research library providing a magnet for the
botanical studies community.
The RBGE has requested a content analysis/strategy of the website and any other public-facing
content of the organization. The goal is to ensure that the organization is delivering meaningful content
and if it aligns with the business objectives contained in the management strategy prepared by the
Bernard Marr company.
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Strategic Alignment Analysis
The Botanic Garden’s mission is presented to a user upon arriving at the site’s homepage:

The RBGE.org welcome banner.

This statement can be dissected into three keywords that are then reflected in the organization’s four
strategic goals. Explore and conserve are directly representative of the Garden’s primary purpose as
a research institute, and expressed in the organization’s first two goals:
– Maintaining and developing our internationally important collections in order to maximise their
value as a research, education, heritage resource.
– Delivering world leading plant science and conservation programmes to reduce the loss of
global biodiversity and to achieve a greater understanding of plants, fungi and environmental
sustainability.
The remaining component of the mission statement, explain, is expanded into the two remaining goals:
– Providing learning and training in horticulture, plant science and biodiversity conservation to
stimulate people to appreciate, understand, and to contribute to the conservation of plants and
our natural environment.
– Offering a first-class visitor attraction to enable more communities, families and individuals to
enjoy and be inspired by our gardens and their facilities, become more environmentally
responsible and to support the work of the Royal Botanic Garden Edinburgh.
These goals are also reflected in the strategy map created by Bernard Marr & Co., which captures the
various layers of action within the organization that contribute to the overall goals of the Scottish
government. The map lists 8 target impacts for the Royal Botanic Garden:

DISCOVERY

CONSERVATION

CLIMATE CHANGE

LEARNING

NATIONAL HERITAGE

IMPROVING
QUALITY OF LIFE

PROMOTING
SCOTLAND

TOURISM
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The eight targets are supported by the following five Activities:
BIODIVERSITY

EDUCATION

ENTERPRISE

SUSTAINABILITY

VISITOR
ATTRACTION

Content Objectives
Deriving business goals to serve the strategic goals above yields the following content objectives:
Business Goals
Increase awareness of global
programs and network

Content Objectives
●
●

Demonstrate the value of the collection and showcase the
impact it has had on an international scale.
Highlight the breadth of active projects within the RBGE and
opportunities for participation

Attract more members and donors

●
●

Clearly define and display membership benefits.
Explore visitor demographics to align benefits to user interests.

Increase course enrollment and
awareness of learning opportunities

●
●

Express diversity of options available.
Feature results/impact of educational courses on prior
attendees.

Fig. 1 Content objectives based on business goals.
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Audience Overview
According to SimilarWeb.com, the audience accessing the RBGE website is primarily located in the
United Kingdom, though over 70 countries contribute an average of 0.5% each to the total visitors.
Demographics also show a near even split between male and female visitors, with the majority of users
within the age of 25-34.

Fig. 2 RBGE.org audience distribution by age.

The most revelatory statistics provided by this scan are the top referring interest categories. The vast
majority of users accessing the site arrived through the travel and tourism category, followed by
colleges and universities, then home gardening. Science makes its first appearance at fifth on the list,
then in varying combinations (i.e., “science>environment”) at lower rankings.
In conjunction with the Garden’s goals, the insights above form an overview of three main segments
within the website’s audience:
● Local and international tourists
● Students/educators
● Hobby botanists/Botany enthusiasts
The traffic sources and device distribution further reinforce these divisions. First, a growing majority of
users (51.6%) are visiting via mobile device. The primary entry point is through organic search for the
botanic garden directly, followed by referrals from wikipedia.org (a research destination) and
visitscotland.com (a tourism destination). Also notable is that the site averages nearly triple in monthly
visits over unique visitors; implying repeat visitors.
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Content Observations
At present, the website’s primary navigation consists of five simple titles.

Three of the five categories are intended for the casual visitor (Visit, What’s On, and Collections),
providing basic information necessary to visit and a listing of events and collections to assist the user in
determining their destination. The menu items expand once selected to show the “Discover this
Section” sub-heading, which can be expanded further to show all content pages available within the
heading. For example, the “Visit” tab expands to show the various garden locations.

An expanded header menu section.

The footer menu provides a more extensive view of the website divided across 8 categories:
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The content from the header and footer menu are different, and align with the garden’s priorities. While
the footer contains a complete view of the Garden’s offerings (including availability as an event venue),
the header menu is purpose-built for convenience. Delving into the physical display of information, each
page employs the same basic layout, with variations in the area between the primary page content and
the mission statement/newsletter sign-up call-to-action.

A wireframe of the default RBGE web page layout.

Notably absent from this layout within the ‘visit’ category is any indication of a path towards
membership. Exploring “Science and Conservation” there is also no clear direction towards the global
outreach programs or opportunities to engage with the organization’s research endeavors.
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Content Opportunities
Through limited user testing, audience insights, content observation and the content objectives
previously described, several opportunities can be identified:
● Create content to emphasize global outreach programs and infrastructure.
● Harness demographic information to organize interactions that will guide repeat visitors to the
benefits of membership.
● Showcase available educational programs through the use of storytelling.

Key Performance Questions
●
●
●
●

Is there an increase in international visits?
Is there an increase in users becoming members or donors?
Are more schools booking trips to the Garden?
Is enrollment increasing in the professional certification courses?

Core Strategy Statement
The core strategy statement serves as the foundation and checkpoint for all content development. It
summarizes the content objectives, the audience it is meant to serve, what their needs are, and how
the content furthers the Botanic Garden’s business goals. The statement allows any stakeholder
involved in the content strategy process to ask the questions necessary to ensure alignment.
The RBGE.org website helps the Royal Botanic Garden Edinburgh spread knowledge
and gain support by providing accessible and shareable content that makes tourists,
scientists, and students feel welcome and informed so they can maximize their visit to
the garden and build a lasting relationship with the facility and its various resources.

For example, consider the core strategy
statement against a current page on the
website for the “Natural Selection” exhibit.
The page provides helpful information, but it
is not immediately visible. It requires the
user to scroll below an image and
introductory paragraph before showing
practical information for date and time.
There are also no built-in options for
sharing, and a largely unused sidebar which
could be filled with helpful shortcuts or
messaging.

The typical layout for an exhibition landing page.
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Messaging Framework
A messaging framework serves as architecture for the voice of the content. It is a method of positioning
the organization’s unique value proposition. In The Content Strategy Toolkit, Megan Casey states:
“A messaging framework clarifies what you want your audience to know and believe about you, and
tries to prove that this message is true. ”
Following her example, the below messaging framework is written from the perspective of example
users arriving to the website. Because the core strategy statement is both internal and introspective, it
is helpful to consider the messaging framework in reverse, from the view of the audience as a balance.
It lists the target impressions desired for the user and defines how the content is to support the
impression through the ‘value statement’ and ‘proof’. The value statement articulates what the
organization wants the audience to know about the value it can provide, and the proof statement
defines the factors that will demonstrate the value.
First Impression

Value Statement

Proof

Visit, that should tell me
what I need.

I know where to go and what times I can
be there to see the exhibit I want.

The information is right here after
only one click.

What does learn mean?

They offer courses and even
post-secondary degrees?

They are partnered with some
prestigious institutions, and have a
history of graduates.

I like this mission, how can
I get involved?

There are opportunities to volunteer and
programs I can sign up for.

They have a worldwide network of
research institutions and people
involved in different roles.

Fig. 3 A messaging framework from the user’s perspective provides a balance against the core strategy statement.

Recommendations
The RBGE website will require a content audit to determine what content is already aligned with the
strategy statement and where content must be generated to fulfill the goals set forth. While the
navigation is clear and the website is intuitive overall, an initial assessment can identify several pages
where content can be reorganized to have a greater impact on visitors. Blending the messaging
framework with audience analytics will allow for a more user-centric approach to the content
organization in a way that will further the Botanic Garden’s mission.
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