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How do we get students to care?

❏ Convey the garden are worth exploring and utilizing before graduation

❏ Make the garden accessible and tangible in a new and engaging way

❏ Invoke an emotional connection: people want to feel that they have a personal stake 

or connection to something

W. J. Beal Botanical Garden
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Our goal is to increase awareness for the garden all year round, 
not just when in bloom. To accomplish this, we want students to be 

personally invested.

Campaign Objectives



Undergraduate students at Michigan State 
University

❏ Aged 17 - 23 years old

❏ Gen Z (1997 - 2010)

What we know about Gen Z:

❏ They enjoy caring for houseplants

❏ They love video games

Target Market
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So why the sudden interest in houseplants?

❏ Covid isolation/boredom
❏ Mental health (and happiness)
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How prevalent are video games?

❏ 80% of Gen Z & Millennials participate
❏ A way to connect



Strengths:
❏ Beautiful and relaxing area
❏ Educational environment with learning 

opportunities
❏ Benches and tables for activities/studying 

Weaknesses:
❏ Brand/name recognition
❏ Plants aren’t in bloom more than half the 

year
❏ Little to no marketing/advertising

Opportunities:
❏ Co-ownership
❏ Social media presence
❏ Word of mouth advertising strategies
❏ Flyers (digital and physical)

Threats:
❏ Winter
❏ Student interests/activities

SWOT Analysis
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Insight
Through our research, we compared and contrasted other schools’ botanical gardens or 
arboretums to see what they did similar and/or different from Beal Botanical Garden.   

Contrast
Smith College: 2022 Chrysanthemum Show- Fall community tradition with professional lecturer, 
magazine  

Berkeley: virtual tour, memberships, two-day botanical garden illustration workshop 

Harvard: lilac t-shirt design, art show, walks, livestream lectures

Compare
❏ Events and exhibits
❏ Plant databases 
❏ Collections
❏ Tours

https://bealbotanicalgarden.msu.edu/campus-arboretum
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A year long plant adoption event in honor 
of the 150th anniversary. 

❏ Students get to (fake) adopt a virtual 
version of a real life Beal plant

❏ Hosted on Beal’s existing website

❏ Includes a simple plant care simulator 

Our Idea:
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This is Bernie, he’s a mustard plant

He enjoys playing the trombone, birdwatching, 
and riding his bike.

He’s located with the other flavoring plants at Beal 
Botanical Garden.

Meet Bernie
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❏ Psychological ownership is associated with a range of positive behaviors including 
increased motivation and loyalty (2016 Oxford University)

❏ Research found that kayak tourists picked up more lake garbage after developing  
psychological ownership of lakes that they frequently visited        (Peck et al.) 
-their lake

❏ Study suggests that individuals with stronger environmental psychological 
ownership exhibit more pro-environmental behaviors

www.sbs.oxford.edu/mutuality
https://doi.org/10.1177/0022242920952084

Emotional Stake of Plant Parenthood
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https://docs.google.com/file/d/1zPZCt4ABK5hoAhzOT4TI7bb2GQ_fFDsW/preview


● A measurable way to see who is 

interacting with the garden

● We can see which demographics 

use the website, and what they are 

interested in

● A way to gauge what works

Significance
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Adoption booths: Opportunity for 
the students to learn more about 
Plant Parenthood and to adopt

Location: Pop-ups can be put up 
by the garden or anywhere 
throughout campus with leisure 
traffic

Ex. The MSU Union

Adoption certificate and stickers 
will be provided

Adoption Booths
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Adoption Certificate & Stickers
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Flyers are low-cost and an easy way to spread information all around campus 
buildings

Stickers given out and used will generate conversation among students

Social media posts about Plant Parenthood will boost awareness to the new 
campaign 

Post through established MSU Instagram accounts (@msu_football or 
@gogreekmsu)

Flyer/Sticker & Social Media Campaign
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Flyers & Social Media Posts
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❏ Create website addition
❏ Reach out to MSU’s video game 

department/Start developing 
video game

❏ Recruit volunteers for adoption 
booths
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Recommendations

❏ Begin marketing and start 
spreading the word
❏ Flyer/Stickers
❏ Social media campaign

❏ Reach out to AIGA for design 
work



Thank You!
Contact Information

Management

Tara Myers 
myersta4@msu.edu

Ashley Tesorero
tesorer5@msu.edu

Lauren Elliott
ellio355@msu.edu

Creative

Anna Kyes
kyesanna@msu.edu

Catherine Karbon
karbonca@msu.edu

Angela Du
dujiahui@msu.edu
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