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BEST NEW PROMOTION – CITY IN BLOOM 
 

a. Introduction and background of main event 
 
The National Cherry Blossom Festival is positioned as one of the nation's greatest springtime 
celebrations.  The Festival includes spectacular weekends and daily events featuring diverse 
and creative programming promoting traditional and contemporary arts and culture, natural 
beauty, and community spirit.  Each year, the Festival commemorates the anniversary of the 
gift of the cherry blossom trees and the enduring friendship between the United States and 
Japan, and welcomes spring in the Washington, DC metro area.   
 
In honor of the 100-year anniversary of the gift of cherry blossom trees form Tokyo to 
Washington, DC, the Festival was extended to a 5-week celebration, March 20 through  
April 27.   
 
The Festival successfully engages the metro-DC region each spring.  Participating 
organizations offer events, exhibits, and more; restaurants and hotels offer special dishes and 
packages.  However, the Festival decided to create a visual marker of participation – one that 
would unite the region during the longer timeframe of the Festival that extended well past the 
blossoms’ blooming period.  Therefore, the City in Bloom campaign was created to visually 
unify and ignite the region, bringing the spirit of spring and the Festival beyond the blooms at 
the Tidal Basin and throughout the metro-DC area with colorful signage, blossom decals, 
lighting, and more.  
 
The marketing campaign assisted in showcasing the brand of Washington, DC to the world, 
and was integral to connecting the region to mark the 2012 Centennial Celebration of the gift 
of trees.  Participants proudly marked their involvement in the National Cherry Blossom 
Festival by presenting a united look for residents and visitors enjoying the festivities.   
 
A part of the campaign, Petal Pass also debuted.  The limited edition Pass, adorned with 
Peter Max’s official Festival artwork, served as a discount card and provided exclusive deals 
for holders.  Tying in the sponsor of City in Bloom, it was available exclusively at 240 area 
Capital One Bank branches.  Petal Pass participants offered discounted items including 
tickets for Washington Nationals and Washington Wizards games; admission to the National 
Museum of Crime and Punishment; admission to a show at The Shakespeare Theatre 
Company; and merchandise discounts at Macy’s and Tysons Corner Center. 
 
Materials were developed to bring the City in Bloom to fruition, created with versatility and 
costs in mind.  Bright pink blossom decals took the shape of the Festival’s logo and pantone 
colors.  Graphics displayed the bright, vivid and energizing colors of spring and the Festival. 
 
Signage and lighting options for businesses, organizations, and individuals included:  

 Blossom decals 
 Window and wall graphic clings 
 Floor graphic clings 
 Banners 
 Exterior, interior, and gobo projections 
 Pink standard temperature theatrical gels  
 Light bulbs 
 Yard signs 



b. Description and purpose / objective of Outreach Program 
 
The purpose of City in Bloom was to have a cohesive National Cherry Blossom Festival 
branding campaign that carried throughout the region.  The effort aligned with the 
Festival’s messages of spring and the nation’s greatest springtime celebration, and was 
another way of delivering the brand of Washington, DC to the world.  The campaign 
launched a new initiative for future years, since it will continue in 2013 and beyond.   
 
In its debut year, one goal was to introduce the campaign to prospective participants and 
receive the greatest buy-in possible.  A comprehensive solicitation package, consisting 
of options for branded materials, examples of use, and City in Bloom messaging, helped 
promote the effort.  Prospects were identified throughout all regional entities, including  
hotels, business improvement districts, government, associations, property management 
companies, regional transportation, retail outlets, restaurants, and more.    
 
Petal Pass was created to supplement City in Bloom, and was another way to engage 
retail outlets, businesses, and consumers.  The marketing tool, branded with official 
artist Peter Max’s commemorative artwork, provided shopping incentives as well as 
theater and athletic experiences for Festival-goers. 
 
The goal for the public was to create a consistent look in feel of the City in Bloom and 
promote the Festival’s reach “beyond the blooms.”  The extensive participation of the 
region displayed the breadth and depth of the National Cherry Blossom Festival, far 
beyond viewing the cherry blossoms.  The campaign spread the word that the whole city 
is joined “in concert” – thousands of participants utilized the City in Bloom tools to show 
it.   
 
The blossom trail reached every aspect of the region from storefronts and food trucks to 
street pole banners, public transit and taxis.  Evenings for lighting were chosen (March 
28 – April 1) to create an exciting, distinctive kick-off of the campaign, creating buzz from 
the beginning.  On those nights, buildings were encouraged to utilize projections and/or 
lighting, creating and illuminated blossom and pink skyline.  Whether driving downtown, 
landing at the airport, or arriving at a train station, residence and tourists alike were 
greeted with the City in Bloom.   



c. Description of what was being promoted 
The interconnectedness of community and excitement of spring in Washington, DC  was 
promoted through the City in Bloom.  
 
The City in Bloom galvanized the region, infusing it with Festival spirit for five weeks.  
Each major transportation hub in and out of the region was part of the campaign, 
welcoming people to the nation’s greatest springtime celebration.   
 
The campaign was heavily marketed to benefit community members who participated as 
well as explain and promote the campaign to people enjoying the National Cherry 
Blossom Festival.  Information was included in all the Festival’s marketing vehicles, 
including website, mobile app, commemorative program, official guide, brochure, and 
more.  City in Bloom was viral in nature, and heavily promoted via photos on Facebook 
to show what was happening in Washington, DC to the country and world.  
 
The City in Bloom campaign made it easy to identify participating restaurants, 
businesses, hotels, and more, providing one cohesive image of spring that permeated 
the region.  The campaign exemplified the power of a community that joined to deliver 
the message and display their association with the Festival.  The extensive participation 
provided a springtime greeting for people at the Festival.   
 
d. What makes this promotion different from any other promotions done?  
Each year, the National Cherry Blossom Festival promotes spring in Washington, DC 
through the celebration of arts and culture, the environment, and community spirit.  
However, the Festival had never done a strategic city-wide marketing campaign to go 
along with all the events and programs throughout the region that are part of the 
Festival.  The City in Bloom tied hotels, restaurants, participating organizations, and new 
entities together with one look that immediately identified them as part of the Festival for 
1.5 million people.  
 



e. & f. Target audience/number of participants in promotion   
The target audience for City in Bloom was regional businesses, community groups, 
organizations, and individuals.  Over 1,000 entities joined the campaign.  
 
The following participated in designated lighting evenings:  

 Arena Stage at the Mead Center for American Theater 
 Hard Rock Café 
 Hirshhorn Museum and Sculpture Garden – for one month, internationally 

renowned artist Doug Aitken transformed the Hirshhorn’s iconic circular building 
into ‘liquid architecture’ 

 National Building Museum 
 Newseum – pink wrap on the exterior for two months, as well as lighting 

participation 
 Reagan National Airport – pink lighting as well as City in Bloom signage 

throughout the airport 
 Ronald Reagan Building and International Trade Center       
 Southwest Waterfront 
 The Dupont Circle Hotel 
 The Fairmont Hotel Washington, DC 
 Verizon Center 
 Washington Dulles International Airport – pink lighting as well as City in Bloom 

signage throughout the airport 
 Washington Marriott at Metro Center 

 
Participating entities that displayed campaign materials (not including individuals) 
included:  

 Iconic buildings (Newseum, National Building Museum Hirshhorn Museum, 
Ronald Reagan Building and International Trade Center, Verizon Center, 
National Archives and more)  

 Washington Dulles International and Ronald Reagan Washington National 
airports 

 600 DC Yellow cab company taxicabs 
 240 Capital One Bank Branches 
 170 boats at the Southwest Waterfront Marina 
 107 restaurants and 40 food trucks 
 90 paddle boats at the Tidal Basin 
 Metro stations 
 Tysons Corner Center and Potomac Mills shopping centers 
 Washington Nationals Baseball Club  
 Hotels  
 Tour companies 
 National Park Service information kiosks 
 Pedicabs 

 
Over 25 locations participated in Petal Pass as well as City in Bloom.  Entities included 
shopping centers, tour guide companies, retail stores, sporting arenas, and more.  
 



g. Tie-in of program to main event 
 
The National Cherry Blossom Festival is dedicated to promoting community spirit, and 
the City in Bloom campaign was a display of collaboration and spirit at its finest.  By 
joining the region with one central campaign, there was a visible impact that tied all 
participants to the 2012 National Cherry Blossom Festival and Centennial Celebration of 
the gift of trees.  
 
The City in Bloom campaign complemented the Centennial Celebration as a vehicle to 
help display Washington, DC as the springtime destination and deliver the brand of the 
city to the world.  It was immediately woven into all Festival marketing channels, from a 
dedicated section on the website and online gift shop to messaging and press materials.     
 
The City in Bloom created excitement surrounding the historic anniversary.  The added 
dimension was a natural tie-in for the majority of entities the Festival already works with.  
Some were quick to join, including the Newsuem (site of the press conference each 
spring) and the National Building Museum (site of Family Days on opening weekend), 
and were excited to be among the first to display.  The campaign was also a successful 
way for new organizations to get involved that did not necessarily have a previous tie-in, 
for example, taxis and food trucks throughout the region.   
 
 
h. Overall revenue/expense budget of specific program 
 

City in Bloom Budget   

Item Cost 

Project Coordinator $15,000.00  

Signage and/or lighting expenses 

Newseum Wrap $11,792.00  

Newseum Lighting $13,391.00  

The Dupont Circle Hotel ($500) in-kind 

Marriott Hotel ($500) in-kind 

    

Materials  $40,794.20  

    

TOTAL EXPENSES $80,977.20  

    

Merchandise Revenue* $4,312.90  

Decor Sales* $14,529.90  

City in Bloom Sponsorship $60,000.00  

    

TOTAL REVENUE $78,842.80  

    

*Sales were to recover cost of investment, not profit 

    



 
i. Duration of program (start to finish)  
 
The City in Bloom campaign was a new program launched in 2012.  It will continue in 
subsequent years.   
 
Outreach for participation began in September 2011, when a luncheon was held to 
announce key items and new initiatives for 2012 for stakeholders.  At the event, the City 
in Bloom campaign was explained and visually displayed through blossom decals that 
decorated a vehicle in the room and were part of the décor at guest tables.  The 
showcase was just a preview how to participate in the campaign.  At that time, a 
dedicated page on the Festival’s website was developed, and people were directed to 
nationalcherryblossomfestival.org/CityInBloom for more information.  
 
In 2012, people saw the first example of large-scale participation through signage when 
the campaign was front and center on the Newsuem, located on Pennsylvania Avenue, 
NW, at the Festival’s kick-off press conference on March 1.  The Festival created a large 
pink block of tiles with the words National Cherry Blossom Festival, and the Newseum 
displayed it across its exterior front panel.  
 
The majority of entities involved participated in City in Bloom for the entire 5-week 
Festival, March 20 – April 27, by displaying signage and the marketing materials.  Those 
participating in lighting and projection evenings did so from March 28 through April 1, 
2012.  
 
j. Description of sponsor with program and benefits to each (if applicable) 
 
Capital One Bank was the presenting sponsor of the City in Bloom campaign.  As 
such, their name and/or logo was associated with the campaign throughout all 
marketing and public relations efforts, including the Festival’s website, 
commemorative program, official guide, in talking points for media, the app, 
social media channels, and more.   
 
Capital One Bank had 240 branches “in bloom,” with signage and collateral about 
the campaign and their sponsorship.  Branches put clings and decals on teller 
windows, doors, floors, ATM signs, and more.  Tellers also wore lapel pins.  
 
To further activation, Capital One Bank held an in-branch City in Bloom 
Sweepstakes at 240 branches. The sweepstakes allowed an individual to win a 

VIP National Cherry Blossom Festival Parade experience on Saturday, April 
14, including the opportunity to ride on the Capital One Bank City in Bloom float 
and hotel accommodations for four.  
 
Capital One Bank was given advertising opportunities with the Festival’s media 
partners, including in the official guide produced by The Washington Examiner, 
and supplemented with additional advertising on outlets such as WTOP radio.   



k. Overall effectiveness / success of program 
 
City in Bloom successfully united a variety of entities to create a cohesive look 
throughout the Washington, DC metro area.  The major forms of public transportation, 
travel hubs, hotels, restaurants, businesses, and recognizable buildings participated.   
 
The campaign was endorsed by prominent members of the tourism and hospitality 
industries, including Destination DC (the city’s official convention and tourism 
cooperation), D.C. Taxicab Commission, Hotel Association of Washington, and 
Leadership Greater Washington.  The endorsements helped encourage participation 
from the region and were useful when recruiting other participants.  Among results,  
taxicabs signed on to use the decals, the first time for widespread participation in a 
marketing campaign by the city’s taxis.  Select excerpts from endorsement letters  
include:   
 
Elliott Ferguson, President and CEO of Destination DC:  
 

Destination DC is honored to join the National Cherry Blossom Festival’s City in 
Bloom campaign during the 2012 Centennial Celebration. Each spring DC’s 
hospitality industry welcomes guests from all over the world to experience the 
season in its greatest light… we have a special opportunity to showcase DC’s 
powerful monuments and memorials, one-of-a-kind museums and attractions and 
exquisite dining and nightlife to numerous visitors. This is why I hope that you will 
join us in supporting the National Cherry Blossom Festival’s City in Bloom and 
make the 2012 Centennial Celebration a truly remarkable experience.  

 
Ron Linton, Chairman of the D.C. Taxicab Commission:  
 

We encourage Washington, DC taxicab companies and drivers to join in this 
endeavor and showcase the City in Bloom campaign by placing cherry blossom 
decals on their vehicles… The Commission supports the Festival’s goal to 
promote Washington, DC to the nation and showcase the wonderful brand of our 
city.  

 
Promoting the City in Bloom 
Helping attract participants, City in Bloom Partners received exposure.  They were 
widely promoted to the public via Festival marketing and the media via public relations 
efforts.  The campaign was included throughout the Festival’s advertising, website, e-
mail distributions, mobile app, official guide in The Washington Examiner, social media 
tools, and press materials and outreach. 
 
Media coverage 
The City in Bloom provided a new angle for media and was well-received, contributing to 
the success of the program.  Over 30 outlets attended the Festival’s kick-off press 
conference, including the Associated Press and USA Today, seeing the City in Bloom 
first-hand.  Pitches were made to the local news to capture nighttime visuals of the 
campaign. Local FOX 5 in DC (WTTG) took b-roll of the lit Newseum while it was still 
dark out, and used footage in conjunction with sound bytes in their press conference 
coverage.  Photo editors were successfully targeted, and visible blossom projections on 
the iconic Ronald Regan Building were captured in The Washington Post in both print 
and online.  
 



l. What challenges / obstacles did you foresee / encounter in creating the program, 
and how did you handle them?” 

 
The biggest challenge when creating the City in Bloom was ensuring widespread 
participation in a relatively short timeframe, as well as creating a significant impact 
throughout the region.    
 
In terms of growing participation, a dedicated staff position was created, the City in 
Bloom project coordinator.  With approximately six months to educate people about the 
campaign and receive buy-in, it was crucial to have one person focusing solely on 
prospecting, tracking, and recruiting.   
 
Solicitation materials for the campaign were developed along with a boilerplate 
presentation that could be adapted depending on the audience.  Blossom decal samples 
were created, and provided an excellent “show and tell” when meeting with prospective 
participants.   
 
The staff member was able to liaise with entities, answer questions, and address needs 
on a continual basis.  The project coordinator was extremely active in the community, 
presenting at industry meetings and continually networking.   
 
Another way the challenge was addressed was by tapping into the Festival’s existing 
network of participating organizations, hotels, and restaurants, a crucial point.  The 
audiences above already receive communication from the Festival each year, and City in 
Bloom messaging was included in outreach already scheduled. 
 
To keep lighting impactful, a short window (March 28 through April 1) was chosen to 
drive lighting days as opposed to encouraging it throughout the five weeks.  Thirteen 
buildings joined lighting nights, extending the reach of blossoms and projections across 
the region’s skyline.   
 
The City in Bloom coordinator was extremely active in community and effectively 
leveraged the Festival’s network, and successfully recruited more than 1,000 
participants.  The blueprint for the City in Bloom campaign was created and now the 
Festival has an excellent starting point to continue this campaign for years to come.  
 
 



PRINTED MATERIALS 
 
City in Bloom Recruiting Packet 
 

 



 



 



 



 



 



ARTICLE IN COMMEMORATIVE PROGRAM 
 



ARTICLE IN COMMEMORATIVE GUIDE 
 

 



PROMOTIONAL & MEDIA MATERIALS 
 

              FOR IMMEDIATE RELEASE 
   
  CONTACT:       Danielle Piacente 
    Communications Manager 

National Cherry Blossom Festival 
Danielle@downtowndc.org 
202-638-8374 

 
 

 
CITY IN BLOOM CAMPAIGN UNITES REGION WITH FESTIVAL SPIRIT 

 

Washington, DC [March 1, 2012] -- The National Cherry Blossom Festival today unveiled the City 
in Bloom campaign, presented by Capital One Bank.  The campaign is meant to spread the spirit 
of the Festival, visually uniting and energizing the region for the five-week Centennial Celebration. 
The city welcomes over one million Festival attendees and showcases the best of Washington, DC 
to the world.  For the City in Bloom debut, the exterior panel of the Newseum was enveloped in 
bright pink and will be illuminated at nightfall on March 1.  
 
The City in Bloom program is an example of community collaboration at its finest and is designed 
to engage local businesses, organizations and individual participation.  Iconic buildings will be 
aglow in pink. Bright blossom decals run from store windows to taxis.  Community members will 
see the City in Bloom at the locations including: several Capital One Bank branches, Dulles 
International Airport, Hard Rock Café, National Building Museum, Newseum, Ronald Reagan 
Building and International Trade Center, The Dupont Circle Hotel, The National Archives, and The 
Southwest Waterfront. Prominent members of the DC tourism and hospitality industries also have 
endorsed the campaign, including Destination DC, the D.C. Taxicab Commission and The Hotel 
Association of Washington, DC.  Additionally, individuals can celebrate the Festival by purchasing 
a variety of customizable, decorative products for cars and personal use.   
 
Additionally, a limited edition Petal Pass is available exclusively at 240 area Capital One Bank 
branches.  The keepsake Pass is adorned with Peter Max’s official Festival artwork.  Some of the 
Petal Pass locations and offers include: discounted tickets to Washington Nationals and 
Washington Wizards games; admission to the National Museum of Crime and Punishment; 
admission to a show at The Shakespeare Theatre Company; merchandise discounts at Macy’s 
and Tysons Corner Center. 
 

Capital One Bank is also hosting an in-branch City in Bloom Sweepstakes at its 240 branches. 

One individual will win a VIP National Cherry Blossom Festival Parade experience on Saturday, 
April 14.  This will include the opportunity to ride on the Capital One Bank City in Bloom float and 
hotel accommodations for four at a Washington, DC hotel.  
 
The National Cherry Blossom Festival is the nation's greatest springtime celebration.  The 2012 Festival, 
March 20-April 27, includes five spectacular weeks of events featuring diverse and creative programming 
promoting traditional and contemporary arts and culture, natural beauty, and community spirit.  The 2012 
Festival commemorates the 100th anniversary of the gift of the cherry blossom trees and the enduring 
friendship between the United States and Japan.  
 

877.44.BLOOM // nationalcherryblossomfestival.org 
@CherryBlossFest // facebook.com/CherryBlossomFestival 

### 
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Introducing City in 
Bloom and Petal 
Pass  
 
The city will be in bloom 
from March 20 - April 27. 
With inspiration from the 
Tidal Basin, blossoms 
and festive lighting will 

pervade and infuse the region with the spirit of the 
Centennial Celebration of the gift of trees. You can 
take part in City in Bloom, presented by Capital One 
Bank, by blossoming your office, home or car. 
Purchase your City in Bloom materials today!  
 
For exclusive deals throughout the Festival, and a 
great way to explore the region during the nation's 
greatest springtime celebration, get your limited 
edition keepsake Petal Pass today! Pick up the 
keepsake Pass, adorned with the official Festival 
artwork by Peter Max, at 240 Capital One Bank 
branches throughout the region. For a full list of 
participants and deals, click here  
 

 

 

 

   

  

 
   

 

UPCOMING EVENTS  
 
March 17 | 7:45 pm 
"The Tsunami and the Cherry 
Blossom" 
 
AFI Silver Theatre in Silver 
Spring screens Oscar®-
nominated director Lucy 
Walker's "The Tsunami and 
the Cherry Blossom." Walker 
links the 2011 tsunami with 
the power of Japan's most 
beloved flower to heal and 
inspire in this stunning visual 
poem. 
 
For more information, click 
here. 
 
Cherry Picks 
Savor the tastes of spring from 
area restaurants during Cherry 
Picks, offered in conjunction 
with Restaurant Association 
Metropolitan Washington! For 
more information, click here.  

For schedule 
listings, pick up a 
brochure at 90 area 
Safeway stores, or 
scan QR code. To 
download QR code 
reader, go to iTunes 
or Android Market.  
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ADVERTISEMENT IN THE WASHINGTON EXAMINER 

 
 

 

 



MERCHANDISE 

CITY IN BLOOM ONLINE STORE 
 

 



 



 





 
    

WELCOME SIGNS AT WASHINGTON 

DULLES INTERNATIONAL AIRPORT  

REAGAN NATIONAL AIRPORT 
STAIRWELLS 

DUPONT CIRCLE HOTEL 

AMERICAN AIRLINES 



 
 

 

 

VERIZON CENTER 

170 BOATS LIT ON THE WATERFRONT 



        
  

 

 

 

   
 

 

NATIONAL BUILDING MUSEUM HARD ROCK CAFÉ 

NEWSEUM HIRSHHORN MUSEUM 
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AIRPORT SIGNAGE
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PEDICABS 

FLOOR DECALS 
TAXIS 

METRO  
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MEASURABLE RESULTS 
 
MEDIA CLIPS 
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D.C. Mayor Vincent Gray hopes for 

$200M impact from cherry blossoms  

Washington Business Journal by Emily Mekinc, Multimedia Intern  

Date: Thursday, March 1, 2012, 2:39pm  

[link] 

 
Emily Mekinc 

Multimedia Intern - Washington Business Journal 

D.C. Mayor Vincent Gray says he hopes the District will see 

a $200 million economic impact from the projected 1 million visitors attending the 

five weeks of festivities for the National Cherry Blossom Festival centennial, 

scheduled from March 20 to April 27. 

That may be lofty a goal, as the annual festival traditionally generates $126 

million in economic impact for D.C. But Gray said the centennial celebrations will 

top all previous festivals, with more than 50 participating organizations. The 

festival was expanded this year from three weeks to five weeks. 

Dulles International Airport will help promote the festival with pink lights as part of 

City in Bloom, presented by Capital One Bank. 

Festival President Diana Mayhew said she has been fielding questions and 

concerns all month regarding the status of the highly anticipated cherry blossom 

trees because the region has experienced unseasonably warm weather. 

http://www.bizjournals.com/washington/news/2012/03/01/national-park-service-predict-peak-bloom.html
http://www.bizjournals.com/washington/bio/9551/Emily+Mekinc
http://www.bizjournals.com/washington/bio/9551/Emily+Mekinc
http://www.bizjournals.com/washington/search/results?q=Vincent%20Gray
http://www.bizjournals.com/www.nationalcherryblossomfestival.org
http://www.bizjournals.com/washington/search/results?q=Diana%20Mayhew
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Rob DeFeo, chief horticulturalist at the National Park Service , announced his 

predictions for "peak bloom" to occur as early as March 22, which he notes is 

early compared with previous years. Blooming lasts about 10 to 14 days and will 

most likely take place between March 24 and March 31. 

Most events during the five-week festival are free and open to the public. 

Read more about the planned festivities and economic impact in the Washington 

Business Journal. 

ENDORSEMENT LETTER 

http://www.bizjournals.com/washington/search/results?q=Rob%20DeFeo
http://www.bizjournals.com/profiles/company/dc/washington/national_park_service/1212367/
http://www.bizjournals.com/washington/print-edition/2012/02/10/dc-officials-hope-tourism-blooms-for.html
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