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potential of our 
Gardens



9:30am  Coffee and Networking

10am   Clare Matterson, RHS Director General

10:15am  RHS Presentations and Discussion

11:30am  More coffee!

11:45am  RHS Partner Gardens Information Sharing

12:30pm  About the Garden Magazine 

12:50pm  RHS Partner Garden Update

1:15pm  Lunch

2pm   RHS Wisley Garden tours

2:45pm  John McLeod lecture with Kate Bradbury 

Today’s Agenda



Welcome

Clare Matterson
Director General of the RHS



Maximising the 
potential of our 
Gardens 

Katie Vosper, Head of Insight



Sector context



Attractions sector 
admissions remain 
substantially behind 
2019…

… and post-
pandemic growth has 
now slowed

English visitor attraction 
admissions trend in 2024



Gardens have recovered 
quicker than most 
attraction types…

…but not as quickly as 
the experiential family 
focused categories



Fine weather has 
supported further 
growth across the 
gardens sector this 
year… 

… and the RHS has 
done better than 
average

0.3%

4.7%

10.9%

ALL ALVA
responding sites

Garden / Arboretum
Sector

TOTAL RHS
GARDENS

Jan-Aug 2025

Leading visitor attraction change in admissions

Visitor admissions benchmarking



During a cost of 
living crisis, 
attraction entrance 
fees are clearly a 
barrier to visiting

6%

63%

31%

More than before Same as before Less than before

As a result of the cost-of-living crisis, will you visit paid-
for attractions, exhibitions or cultural events…?

Visitor experience benchmarking



Average admission charge (2024): 

Adults: £12.21

Children: £8.04

83% of attractions with entry fees 

charged for child entry

Average change in attraction price is +7% 
(v.s. 4% CPI inflation rate)



Encouraging 
new visitors



Optimising entry pricing

Consider:

• Pre-booking discounts

• Dynamic or variable pricing

• Child pricing

Look at: 

• Local competitor pricing

• Visitor value for money ratings (ideally benchmarked)

• Demand by season and day type



Weather proofing attractions

Make it part of the fun!

E.g. National Trust ‘things to do on rainy days’
 

Add more covered spaces, or better utilise the ones you have if 
rain is predicted

E.g. marquees, event spaces
  

Create outdoor spaces indoors

E.g. Longleat’s indoor beach

Provide weather protection (ponchos/ umbrellas)

e.g. Little Island (New York) provides free ponchos when it rains

Free return promise if rain lasts for more than x amount of time

e.g. ZSL ‘weather buster’ guarantee – free revisit within 2 months 
if more than 1.5 hours of continuous rain



Catering for people with accessibility needs

Official government statistics based on the government definition of disability – someone who has a physical or mental health condition or illness that has lasted or is expected to 
last 12 months or more that reduces their ability to carry out day-to-day activities.

24% of the UK population (16.1 million people) have a disability of some kind and this proportion is growing

21% of UK attraction visiting parties include someone with a disability (ALVA visitor benchmarking survey)



How to address accessibility needs

Mobility

• Seating throughout the site

• Even paths

• Mobility vehicles

• Sufficient disabled toilets

• Displays and counters within reach of people in a 
wheelchair

Hidden disabilities

• Sunflower lanyard e.g. to skip queues

• Quiet openings (e.g. for events that will get busy)

• Sensory areas

• Nimbus access card

Young families

• Baby change

• Breast feeding areas

• Bottle warming service



Encouraging 
repeat visits



Making the experience comfortable for visitors

20

16

9

2

26

13

5

3

54

71
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95

Drinking water
fountains

Air conditioning

Shaded areas

Places to sit

Not present – 
didn’t need

Not present but 
would have liked

Present

Desired hot weather provisions at attractions



Providing a warm welcome

Welcome visitors from the very start

E.g. National Memorial Arboretum places 
volunteers in the car park

Employ a frontline team that represent visitors

e.g. Royal Albert Hall, National Theatre

Ensure staff are visible/ stand out

e.g. staff ratings increased when Roman Baths 
changed their uniform to make staff more visible





Improving the queuing experience

Distract visitors from queuing time, by engaging them while they are queuing





What encourages repeat visits?
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21

28
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58
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52
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49

49
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Exhibition on a topic I'm interested in

Discounted entry

Fun events

A great café

Seasonal features

Family holiday activities for kids

A great gift shop

Learning focused events

Guided tours featuring different objects/ stories

Quiet opening times to reduce over-stimulation

Wellness focused events

Late night opening

Triggers that would encourage people to re-visit an attraction

% 'Very strong impact' % 'Fairly strong impact' % very/ fairly strong impact

BVA BDRC Tourism Monitor. To what extent would each of the following encourage you to re-visit an attraction you have visited in the past and enjoyed? 

Base: All respondents who have visited an attraction in the last year. N=1000





Diversifying 
revenue 
streams



Wellness/ mindfulness offers

NHM Yoga: £36 a ticket The Newt in Somerset Mushroom 
Masterclass: £150 a ticket

What's On | The Newt in Somerset

The Newt in Somerset Wreath 
Making: £150 a ticket

https://thenewtinsomerset.com/plan-your-visit/whats-on


Upselling VIP experiences

10

29 The cost of living crisis hasn't
really affected me and I'm
confident that it won't

Better off than before the cost
of living crisis

VIP experiences 
tend to be the 
fastest to sell out

e.g. Paddington the Musical - £34 for a marmalade 
sandwich

e.g. Chester Zoo Latin America Adventure - £500 for two 
people (2.5 hours)

e.g. WBSTL Dinner in the Great Hall - £275 pp



Charitable requests

Many attractions now have charitable donation stations (e.g. 
NHM, Chatsworth House)

Creative charitable donation requests can work particularly 
well e.g. Wentworth Woodhouse:

• ‘Ding dong donation station’ 

• Engraving names and messages on roof slates as part of 
their roof restoration (raised £60k)

• Currently ‘Forge a link’ campaign – initials engraved for 
donations of £50+ 

Pick the right cause
Projects that offer an emotional connection, provide a spark of inspiration and a point of 
interest to all sorts of supporters work best.

Volunteers can bring a cause to life
Well-briefed, well-trained and highly engaged volunteers can bring a campaign to life in a 
way that information boards can’t always replicate.

Make the offer tangible
Tangible offers like Chatsworth’s “Sponsor a Stone” offer work well 

Visible opportunities to donate
Support donation requests with interesting panels that add value to a visit.

Small donations prove engagement
While on site donations might be small relative to the cost of major development, on-site 
fundraising can be used to prove to the larger funders that there is public engagement, 
helping to unlock grant funding.

Capitalise on the buy-in
Capturing email addresses at the point of donation enables you to keep donors engaged 
and updated and is a valuable source of donors and visitors for the future.

Tips taken from the GWD website



Engaging the local community

Wentworth Woodhouse ‘The Flock’ art installation:

• 10k wooden bird templates decorated by the local schools, 
businesses and organisations

• Decorate one side, story on the other – impact of lockdown

• Displayed in a giant tree painted on the lawn in from of the house

This generated income through:

• Visits to see the installation (with many participants visiting to see 
their own bird)

• Framed artwork sold at £78



Retail: Take home an authentic piece of the site

• Volunteers at Wentworth Woodhouse use 
waste products (e.g. damaged roof slate/old 
brass piping) to make unique items, raising 
around £30k a year.

• The Big Pit National Coal Museum in Wales 
sells coal earrings, with coal mined by their 
tour guides.

• National Museums Wales’ blankets woven 
on site using their traditional loom sell at a 
£60 premium compared with other blankets.



Monetising YouTube

Wentworth Woodhouse has setup a free to access 
YouTube site designed to reach new audiences.

However, this also provides a revenue stream 
through advertising…

…and is used to provide valuable work experience 
to local students who do the filming.



Barbara King, Head of RHS Garden Centres

Revenue 
Opportunities 
for Gardens



What are we:

• The leading Plant Centres in the UK selling the largest collection of 100% Peat Free plants

• The most sustainable gift Shops in the UK

• Advisory centres on Peat Free plants and Peat Free compost types

• Inspirational places to shop with sustainability and local products leading the product ranges

• Shops that give customers confidence in their purchases

• An end to an inspirational visit to an RHS Garden

• A place to browse – knowing there is something for every visitor

• Quality plants and products with price ranges to suit every budget



Our Commitment

• To provide quality, sustainability, and beauty – creating gardens 
and green spaces that are both luxurious and environmentally 
responsible.

•  Our Difference is our Unique Selling Point

• We’re not a traditional garden centre.

• Instead of filling shelves with artificial trees, non-sustainable 
wood, or chemical fertilisers, we’ve chosen a different path — 

• One that puts the health of your garden and the planet first.



Income Change from 
2026

• Year to date 60% of sales from 
plants and 40% other 

• 2026  a decline in our plant 
supply 

• Developing space 
opportunities

• Flexing space for families and 
members :

• Workshops & Story Time 
Corner 



Upmarket supermarket chain Waitrose says it has seen 
a surge of customers searching its website for recipes to 
use for their foraged ingredients this autumn.

Searches for blackberry preserve, for example, are up 
57 per cent on a year ago, while demand for mushroom 
recipes is up 225 per cent. Growing numbers of people 
are also making their own booze from foraged berries, 
with searches for how to make bramble and berry rum 
up 150 per cent

https://www.thetimes.com/topic/recipes
https://www.thetimes.com/topic/recipes


We have been working with the Gardens

• Increasing  food and alcohol beverages 
products sold using produce from the gardens 

• We are always working with small artisan 
producers 



We have grown the sales from 2024 to 2025

• Apple cider introduced September 2024 has been a huge success 



• Using Blackberry and Apples grown in Rosemoor gardens -  we have extended the range to Jams 
and Preserves 



RHS ROSEMOOR MARROW AND GINGER MARMALADE 31.90£       523.80£       
RHS ROSEMOOR BLACKBERRY AND APPLE JAM 46.54£       789.50£       
RHS ROSEMOOR BLUEBERRY AND LIME JAM 77.34£       911.62£       
RHS ROSEMOOR VERY BERRY JAM 39.60£       790.51£       
RHS ROSEMOOR GOOSEBERRY AND CIDER CHUTNEY 73.70£       792.28£       
RHS ROSEMOOR KITCHEN GARDEN CHUTNEY 68.94£       657.87£       
RHS ROSEMOOR ROASTED BEETROOT CHUTNEY HORSERADISH 104.50£     995.90£       
RHS ROSEMOOR CARAMELISED RED ONION CHUTNEY 105.65£     780.59£       
RHS ROSEMOOR HOT SQUASH CHUTNEY 34.10£       386.00£       
RHS ROSEMOOR CIDER AND APPLE CHUTNEY 47.86£       819.00£       
RHS ROSEMOOR DAMSON KETCHUP 57.79£       418.62£       
RHS ROSEMOOR STRAWBERRY AND REDCURRANT COULIS 96.80£       189.80£       
RHS ROSEMOOR APPLE JUICE 2024 75CL 474.47£     2,703.59£   
SANDFORD ORCHARDS RHS ROSEMOOR CIDER 500ML 288.05£       

1,259.19£ 11,047.13£ 

Sales



Sold 136 Bottles of Sparkling wine over 2 years

• Challenges – This year a bumper year for grapes and we have had to release our reserves. 



Our growing range of products with Brand designed labels 
– keeping everything together with consistent look and 
messaging. Cider from Sandford Orchards, wine from 
Plumpton College and apple juice from Court House 
Orchard.

Product Range…



• Preserves and coulis from Waterhouse Fayre 

• Working with local artisan companies 

Product Range…



Any questions?



Introduction to the 
RHS Development and 
Corporate Partnerships 
Team
October 2025 

Graeme Wotherspoon

Head of Individual Giving

Shivani Modha

Individual Giving Manager 



The RHS Development and Corporate partnerships team 

• Team of 25

• We work across all income streams, raising approximately £16m a year for the RHS 

• We fundraise for our projects and programmes, as well as unrestricted income

• Our fundraising includes our learning and public engagement, our gardens, our 
community work and our scientific research



Visitor and Individual Giving 

• We have donation boxes in our gardens and a small number of tap to 
donate machines

• We send appeals to members by post and by email

• We promote the RHS lottery



Legacy support

• We raise around £2.5m a year through gifts in Wills and in memory support

• We hold events in each of our gardens for people interested in leaving a 
legacy, and for those who have already told us they plan to leave a gift

• Most of our legacy gifts come from RHS members



Patrons

• RHS Patrons are the highest level of RHS 
membership

• We have two types of Patron:

Fellows Patrons – donating £6,000 per annum

Associate Patrons – donating £2,500 per annum

• They enjoy a programme of exclusive events and 
activities, including access to RHS Chelsea Flower 
Show out of hours

• We arrange garden visits 
to outstanding gardens for our Patrons and often 
visit Partner Gardens

• Our Patrons contribute about £1.4m per annum in 
total



Major donors and philanthropy 

• We focus on people who can support with gifts of 
£5,000 or more, and family trusts (ie those trusts 
where the family members act as trustees)

• We use our trustees and other contacts to make 
introductions, using events as a reason to get in 
touch

• Chelsea is a huge advantage as everyone wants to 
come to the show (especially out of hours)

• We ask people to support a range of different 
projects and programmes, normally something 
that is planned for the garden they visit the most

• We always thank donors by inviting them to see 
the project they have funded



Engaging donors and prospects at events

• Purpose of philanthropy events varies from stewardship of existing donors, to cultivation 
of new prospects and funders

• Popular events are preview and out of hours tours at RHS gardens and shows, and those 
that are hosted by horticultural experts and garden designers

• Stewardship events may include behind the scenes tours during project build and the 
opportunity to be involved in planting, as well as an exclusive invitation to a celebratory 
opening event – supporters really value recognition on donor boards!



Institutional Funding 

Institutional Funding can be broadly split into three categories:

• Funding from Statutory Bodies, e.g. local authorities, central government 
departments (e.g. Department for Education), or non-departmental public bodies 
(e.g. National Lottery Heritage Fund, UKRI etc.)

• Funding from large Trusts and Foundations, e.g. Oak Foundation, Wolfson 
Foundation, Esmee Fairbairn Foundation. These tend to be more organisational, e.g. 
they might have paid staff in addition to the Trustees, and have the capacity to give 
large sums but require rigorous application processes, often of three stages

• Funding from miscellaneous charitable bodies, e.g. the foundations of corporations 
like Veolia or Bloomberg

Institutional Fundraising often involves creating complex proposals with very clear 
objectives and measurable aims. Partnerships with funders take up to 3 years to 
develop, and last even longer.



National Lottery Heritage Fund 
(HF)

• Fund a broad range of projects that connect people and 
communities to the UK's heritage.

• Two main grant programmes up to £250,000 and up to 
£10million

• New Strategy Heritage 2033 includes a focus on natural 
heritage and environmental work. Your heritage project could 
include:

• Nature – works to improve habitats or conserve species, as 
well as helping people to connect to nature in their daily lives.

• Designed landscapes – improving and conserving historic 
landscapes such as public parks, historic gardens and botanical 
gardens.

• Large-scale rural projects that help improve landscapes for 
people and nature by, for example, restoring habitats and 
celebrating the cultural traditions of the land.



National Lottery Heritage Fund Top Tips

• Seek advice from HF – attend roadshows, webinars, directly ask for feedback from Project Enquiry and or 
Expression of Interest processes

• Align with their Good Practice Guidance: https://www.heritagefund.org.uk/funding/good-practice-
guidance 

• Connect to other HF funded partner gardens and share learnings

• Clear aims, outputs and outcomes which show the difference the project will make 

• Balance and integration of capital repairs, interpretation and activities 

• Involve community and partners from the beginning

• Commit to inclusion across all aspects of the project 

• Keep legacy and sustainability in mind throughout

• Develop an authentic project that reflects your organisation and local needs

https://www.heritagefund.org.uk/funding/good-practice-guidance
https://www.heritagefund.org.uk/funding/good-practice-guidance
https://www.heritagefund.org.uk/funding/good-practice-guidance
https://www.heritagefund.org.uk/funding/good-practice-guidance
https://www.heritagefund.org.uk/funding/good-practice-guidance


Corporate partnerships

• Most of our current corporate support comes through sponsorships and 
partnerships for Chelsea

• We also seek partners for our other shows and garden events

• We are hoping to launch a corporate members programme later this year 



Useful resources for fundraising

• The Chartered Institute of Fundraising is the membership body for UK fundraising and 
offers a wide range of training courses 

• Subscriptions to online resources such as the Directory of Social Change (GrantsOnline 
and FundsOnline) help you identify new funders and grants 

• Prospect research via external agencies such as Prospecting for Gold which specialises in 
major gift fundraising

• Tax effective giving from the US – one organisation that can offer this is Chapel and York, 
there are others who offer a similar service



Any questions?

graemewotherspoon@rhs.org.uk



Updates from 
RHS Partner 
Gardens



Waterperry 
Gardens, 
Oxfordshire
Simon Buchanan, Managing Director









Forde Abbey, 
Somerset
Alice Kennard, Owner



Forde Abbey Café and Entrance Development 2025



Monk’s Domitory range Before 
Development



New Plant Nursery and 
Entrance door



New Oak Door from the inside 
showing repaired arch, the 
uncovered tracery window.



Entrance desk and  
Shop Before 

Original Entrance and 
Shop 



Café Interior showing two types of dividers. One 
filled with garden dried flowers



Café Counter with Estate grown 
Spalted Chestnut Front



New Café 
Entrance



Seating area in June 

Transformation of Old 
Plants Sales area into 

Outdoor Seating

Seating Area February under 
Construction



Outdoor 
Seating 
October 

2025 
Planted 

with Salvias  
and Crab 
Apples



Goldstone Hall, 
Shropshire
John Cushing, Owner













Helmsley Walled 
Garden, North 
Yorkshire

June Taish, Director



Helmsley Walled 
Garden

Ticketing system

• Annual pass only – gift aid
• Reduced residents pass
• Online system
• Gardener’s world 2 for 1 (and 

RHS)
• Free garden tours by volunteers
• Community days – free or reduced entry
• Events run by external organisations/charities
• ‘Shoulder’ season workshops – willow, etc
• Art & sculpture exhibitions
• Donations for produce
• Plan propagation & plant sales



Coach tours

• Discounted entry

• Guided tour for donation

• Advertised

• Collaboration with Yorkshire Arboretum
• Collaboration with Helmsley Businesses
• Helmsley Arts centre performances
• Resident artist and resident writer
• Garden posies
• National collections – apple and rosebud 

pelargonium
• Which trials
• Harrogate show garden
• Winter fundraisers & leaflet drop
• Memorial & legacy opportunities



Borde Hill, West 
Sussex 

Maria Kirk, Heritage Project Manager



REINVENTING BORDE HILL: WHOLE PROJECT OVERVIEW

Connecting communities with the restorative power of 
nature, and inspiring future generations through 
outdoor learning. 



• Listed by English Heritage as being of Grade II* historic 
importance and set within 383 acres of an Area of Outstanding 
Natural Beauty on the High Weald, Borde Hill is a Garden and 
Parkland of national botanical importance, featuring one of the 
largest collections of privately owned champion trees in the UK, 
with over 70 specimens.

• Borde Hill Garden Charity is responsible for preserving our 
significant botanical collection of rare and exotic plants and trees 
- collected by the great plant hunters of the early 1900s - for the 
enjoyment, education and benefit of the public.

• With 70,000 annual visitors, Borde Hill is a beautiful, unique 
destination. 

• With a new future vision, and funding support from the National 
Lottery Heritage Fund, we have ambitious plans to become more 
sustainable and inclusive than ever before, while safeguarding 
our natural heritage, and inspiring future generations through 
our 'Reinventing Borde Hill' (RIBH) project.

ABOUT BORDE HILL



RIBH is a generation-defining project which will create: 

• A cycle / pedestrian route for car-free access from Haywards Heath 

for the first time, facilitating green travel to Borde Hill 

• An Eco-Lodge building serving as a visitor and community hub, with 

learning and wellbeing spaces, toilets and a café

• Outdoor learning and play activities around Dinosaur Wood to 

inspire the next generation 

• An accessible, biodynamic Community Growing Garden with raised 

beds for differing abilities and needs to foster a connection with 

nature and enhance wellbeing 

• Plant Propagation to safeguard our nationally important plant 

collection, including 20 species that do not exist anywhere else

• Site-wide Interpretation to share the significance of our botanical 

history with new, more diverse audiences, including interactive and 

digital information 

REINVENTING BORDE HILL: KEY PILLARS



COMMUNITY ACCESS AND ENGAGEMENT
The Project will: 

• Engage new, diverse communities with the 
power of nature

• Improve access and accessibility, 
encouraging green travel by opening up our 
South Lodge entrance

• Unlock 110 acres for outdoor learning and 
mental / physical wellbeing

• Work with diverse groups across the local 
community, including those with disabilities, 
and others who may find it difficult to access 
outdoor green spaces

• Offer activities and special access for 
disadvantaged groups from the local 
community with a Community Card



COMMUNITY PARTNERS

Our local community are involved in the development of the plans every step of the way. We 

are already working with local charities, schools and services, including the NHS, Mind, Dimensions 

Crawley, Sussex Wildlife Trust, and local primary and secondary schools. Representatives from 

many of these groups make up our Community Advisory Group who meet quarterly.

The project will enable us to deliver tailored activities for the most in need groups. So far pilot 

activities have included:

- NHS Social Prescribed 'Wellbeing Walks’: patients shared that walks gave the opportunity to 

meet new people, enjoy the outdoors, and feel mentally and physically better 

- A Biodiversity enhancing woodland management STEM Project in collaboration with Sussex 

Wildlife Trust: with Northlands Wood Primary school

- Seed collecting and planting workshops with local schools, including Woodlands Mead SEND 

school

- Free Family Learning activities including wildlife walks for groups including Bentswood Youth 

Group, Young Carers and Refugee Resettlement groups



OUR VISION

This pioneering, community led project will: 

• Provide much needed affordable, accessible outdoor 
space for an additional 65,000 local visitors to engage 
with nature and improve their mental and physical 
wellbeing each year 

• Encourage and facilitate outdoor learning, discovery and 
play to inspire children and young people, with 5,250 
pupils engaging with the project in Year 1

• Connect with 34,000 people including diverse and 
disadvantaged groups across the local community and 
those with disabilities, delivering activities for those who 
may find it difficult to access outdoor green spaces 

• Make a positive environmental impact, encouraging 
biodiversity, educating our visitors about our natural 
heritage, and protecting against climate change

• Deliver 65 new volunteering opportunities and job 
creation across horticulture, education, and visitor-
welcome roles 



Giardini di Villa 
della Pergola, Italy
Alessandra Ricci, Owner and Manager



Giardini di Villa della Pergola
• We are in Italy, in Liguria – the Italian Riviera

• Located in Alassio, a seaside town with around 11,000 residents

• A tourist destination with a strongly seasonal summer peak

• We have a deep historical connection with British families

• We saved this place from real estate speculation, preserving its heritage

• Our most famous botanical collections are Wisteria and Agapanthus, among 
many others

Visitors Over the Years

• May 5th, 2012: Opening day with over 10,000 visitors (free entry)

• 2013–2019: Seasonal openings with an average of 3,000 visitors per year

• 2020–2023: Average of 7,000 visitors per year

• 2024–2025: Around 10,000 visitors per year



The garden is a living museum that combines conservation and community engagement to protect rare species and historic plants. Through 
propagation, seasonal nurseries, micro-museums and hands-on activities we transform botanical care into educational and sensory 
experiences. We have also introduced seasonal and themed events to engage diverse audiences, and opened the Gardeners’ Greenhouse 
to the public for small events and workshops. We invite the public to learn, participate and become active custodians of plant heritage for 
a more resilient future.

Culture and Conservation in Action
Botanical Heritage as a Living Museum



Culture and Conservation in Action
Special visits to the Villas – winter period

During winter, we offer guided visits to the historic Villas and 
museum interiors, connecting culture, history and 
conservation.



Three members of our team have become certified Environmental Hiking Guides, allowing us to lead 
nature walks and hikes beyond the gardens.

We have introduced exclusive experiences for hotel guests, including:Cooking classes celebrating local 
ingredients and garden produceHands-on activities with our Head Gardener, exploring seasonal care and 
plant heritage

These initiatives connect landscape, culture and hospitality, offering a more immersive experience of the 
Italian Riviera

Beyond the Garden



We transform our harvest into artisanal products — from 
marmalades and preserves to ancient myrtle
liqueur and popcorn from local maize — using tastings, labs
and sales to fund the Gardens

Growing Value from the Garden 
Harvesting Stories, Flavours, and 
Sustainability 





Doddington 
Hall, 
Lincolnshire
Jordan Wallhead, Head Gardener













Other things 
we’ve seen on our 
travels!



Other things we’ve seen on our travels!



Other things we’ve seen on our travels!

Backhouse Rossie, Fife



Lullingstone Castle & The World Garden



Other things we’ve seen on our travels!



The Garden 
Magazine
…And how to get into it

Amy Oliver, Associate Editor



•600,000+ RHS Members

•UK’s largest gardening 
magazine

•83% read The Garden every 
month

• The Garden app: 30,000+ 
views per month

What is The Garden?



Our readers love…

•Gardening! 83% of RHS 
Members surveyed say 
they are ‘gardeners’

•Gardening inspiration

•RHS Partner Gardens & The 
Garden are in top 3 
Member benefits



What makes news?



Other top slots

News
People Making a 
Difference

Don’t Miss

RHS Stat

Expert’s pick

Garden story

Out & About

RHS Podcast



Useful information

• We work at least 3 to 4 months in 
advance

• The features department works 1 
year ahead

• Every article is as seasonal as 
possible 

• We can’t guarantee stories will run
• We often need to move things 

around at the last minute
• Pagination changes depending on 

the issue

 



News 
amyoliver@rhs.org.uk

Expert’s Pick, Podcast

garethrichards@rhs.org.uk

Garden features

danmasoliver@rhs.org.uk 

www.professionalgardenphotographers.com



RHS Partner 
Garden Team 
Updates

Pru Murray, RHS Partner Garden Manager



• Wed 11 February 9:30am RHS BioSecurity, 
Plant Passports & Plant Health Update 
(Sara Redstone, RHS Biosecurity Lead) – 
Online

• RHS Gardeners’ Networking Days in 
conjunction with RHS Expert Groups – 
details coming soon.

2026 Networking Forums



RHS Partner Gardens/Head Gardeners Feature



Celebrating Head Gardeners 



RHS Show Dates 2026

• RHS Chelsea
• Tues 19th–Sat 23rd May
• President’s Drinks – Tuesday 19th

• RHS Badminton
• Wed 8th -Sun 12th July

• RHS Sandringham
• Wed 22nd –Sun 26th July

• RHS Malvern Spring & Autumn
• 7-10 May/ 25-27 Sept



RHS Partner Garden Website Pages

• Over 26 million RHS website users

• 74th most popular UK website (25-34 years)

• Increased impact of PG pages

• PG page profile

• Open this month

• Themed articles

• Website carousels



Forthcoming website carousel themes

December:  Small Winter Gardens

January:  Unusual Glasshouse collections

February:  Japanese & Chinese gardens

March:  Iridescent Irises

April:   Wonderful Wisteria

May:   Tree Topiary

June:   Volunteer-run gardens



Farewell to 
Susie!



• Supporting children in over half of UK schools via the RHS Campaign for School Gardening

• Conducting over 100,000 hours of scientific research to help everyone garden sustainably

• Working alongside the NHS to create hospital wellbeing gardens

• Training the next generation of gardeners by supporting over 5,500 students and 70 apprentices

• Introducing, New Shoots to increase the diversity of people in horticultural careers

• Inspiring more people to garden by supporting over 5,000 community groups and societies

Thanks to your support, the RHS is inspiring everyone to grow by:



Any questions?



We’d love your feedback!




