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TICKET SALES INCREASED BY OVER 1133%

Antony Woodland Garden, an 
enchanting woodland garden. 
Part of Antony Estate and  
Cornwall’s best kept secret.
Situated adjacent to National Trust property, Antony 
House and its formal garden, the 60 acre Antony 
Woodland Garden & Woodland Walks provide a 
tranquil and relaxing corner of South East Cornwall.

About the Client
Antony Woodland Garden is home to over six hundred 
different varieties of camellias all growing in an idyllic 
setting. They range from the graceful species Camellia 
tsaii to varieties of Camellia sasanqua, saluenensis, 
williamsii, reticulata and japonica. It is an “International 
Camellia Garden of Excellence”, one of only four in this 
country, and holds the National Collection of Camellia 
japonica. There is also a wonderful collection of nearly 
two hundred and fifty different types of magnolias and 
a good many other ornamental woody plants including 
hydrangeas and rhododendrons.

The Garden is split into two areas covering sixty acres; 
The Wilderness a wooded area leading down to the 

banks of the tidal River Lynher, and West Down Wood 
where the planting consists mainly of glossy evergreen 
camellias of considerable variety with amazing Asiatic 
magnolias.

The Estate and Garden are very much focused on 
the preservation of the area whilst developing the 
public’scawareness and its commercial viability.

Click here to view more about AWG.

The Challenges
Having taken back control of operations from an 
external land-agent, the Estate needed to significantly 
increase public awareness of the Gardens as an 
Attraction to raise visitor numbers and associated 
revenue. Prior to the restructure in 2018, the 
Organisation carried out very little marketing activity. 
Advertising tended to be ad-hoc, traditional print and 
had little impact on ticket sales.

The challenge was to raise awareness of the Gardens 
within the local area, tourist providers, locals and 
holiday makers. The main difficulty lay in conveying 
the beauty and tranquillity of the Gardens in way that 
invoked a positive emotional response from our target 
market, that would lead to increased ticket sales.
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The Solution
From the outset we swiftly determined which tactics 
would be most efficient and have the biggest impact. 

We decided that a mix of social media advertising  
coupled with telemarketing would deliver good quality 
results reasonably quickly.

We set about updating the website, creating a 
woodland-garden blog and gardener’s Q&A page. We 
shared news, views and stories and ran competitions, 
successfully driving traffic, increasing engagement and 
creating interest.

We also set up mechanisms for capturing visitor details 
and to gather feedback. 

The integrated marketing plan included:

• Website update & SEO
• Blogs & videos
• Telemarketing
• Social media
• Events
• Booklets
• Leaflets
• Referral Scheme
• Testimonials & feedback
• Email Marketing
• Strategic Alliances
• Advertising 
• PR

The Results
Having set up processes for acquisition, onboarding, 
loyalty and reporting, the marketing process is now 
working as it should.  Brand awareness, visitor numbers 
and brand value have all increased exponentially.  

Sales & Footfall
April 2019 reported the best month ever with an 
increase of 1133% in combined single and season 
ticket sales.

Website
The website sessions have increased by 171%
Number of users has increased by 145%
Sessions per user has increased by 10%
Pages per session has increased by 101%
The bounce rate has decreased from to 52% to 19%
Website purchases increased by 383%

Social media
The social media included a mixture of promotional 
and informative posts distributed through organic and 
Facebook advertising. Engagement increased by 392%.  
  

All of the combined marketing activity 
over the last 8 months has helped to 
increase the footfall at AWG by 473%.


