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BEST MEDIA RELATIONS CAMPAIGN 
 
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 conducts an extensive local, national, and international media relations 
campaign, consisting of proactive outreach, liaising with reporters covering the Festival, 
providing interviews, and more. 
 
Purpose / objective of media relations campaign  
 
The objective of the media relations campaign was to convey the overarching message 
of 2012: telling the story of how the 1912 gift of trees from Tokyo to Washington, DC 
has become the nation’s greatest springtime celebration, with hundreds of events 
extending beyond the blooms.   
 
The Festival worked with internal and external stakeholders to ensure one cohesive 
campaign.  Messaging included that events would be elevated to unprecedented levels 
and be maintained going forward, setting the stage for future years.  The Centennial 
Celebration acted as a catalyst for 2013 and beyond to continue offering widespread 
celebrity entertainment, environmental endeavors, tremendous levels of community spirit 
and collaboration, and renowned arts and culture.  
 
The message of “beyond the blooms” was especially important, as a warmer winter led 
to one of the earliest peak bloom periods of the cherry blossoms in recent history.  When 
asked about the effect of the weather, talking points reinforced the celebration of the 
historic milestone with extended programming, giving people many options to participate 
beyond viewing the blossoms.   
 
The Festival disseminates the overarching messages throughout all press materials and 
talking points.  In addition, targeted media outreach is conducted to trade and niche 
outlets surrounding specific events, highlighting the unique aspects of programming that 
aligns with the publication’s focus.   
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b. Detailed outline of entire media relations campaign  
 
September 2011 
Media outreach to long-lead publications begins in the fall prior to the Festival, providing 
key dates and basic information about events.  In honor of the 100-year anniversary of 
the gift of trees, however, the public relations efforts for the Centennial Celebration 
began in September 2011, when a preview luncheon for stakeholders and media was 
held.  At this event, key items and new initiatives for 2012 were announced, including the 
City in Bloom campaign, Peter Max as the official Festival artist, expanded tree 
plantings, a new commemorative stamp, official book, and more.  Following is an 
overview of the media relations approach beginning after the stakeholder’s luncheon.   
 
Fall 2011/Winter 2012 

 Distribute media alerts including a call for volunteers and new event information if 
needed 

 Update media credentials form for access to certain events 
 Begin developing press materials for 2012 events and programs 
 Begin crafting message plan with strong hooks and angles  
 Create database of photos on hand for reporters as needed 
 Update media lists and create targeted lists for different programming 

 
February 2012 

 Distribute announcement to local, national, and international media (coordinating 
with Embassy of Japan and entities as needed) about early March press 
conference 

 Finalize all press releases for Festival events and programs 
 Collect press releases from official participating organizations about their events 

and programs 
 Create Festival press kit – hard copy and electronically – for distribution at early 

March kick-off press conference 
 Finalize all messaging and announcements for press conference 

 
Early March 

 Hold kick-off press conference and distribute press materials 
 Begin conducting interviews  
 Create targeted pitches for different outlets, utilizing unique hooks and angles  
 Update news section of Festival website  

 
March – April  

 Continue targeted pitches  
 Distribute weekly updates about upcoming Festival events 
 Keep news section of Festival website updated  
 Promote media attendance at events and track RSVPs 
 Liaise with media on-site at events, including staffing media check-in tables and  

working with reporters on interviews with Festival spokesmen, stakeholders, key 
sponsors, and more 

 Update press materials and distribute as needed 
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c. & d. Target audience/demographics for the media and target location  
 
There is not one specific demographic targeted to cover the National Cherry Blossom 
Festival, since facets of the Festival attract a wide range of backgrounds and 
demographics. However, targeted media outlets are approached depending on the event 
or program.  Examples include:  
 Regional outreach. The Festival works closely with The Washington Post each year 

to assist with coverage of events and programs for their readers.  Contacts are 
maintained through the Metro, Weekend, and Style sections as well as arts and 
events reporters who write for online vehicles, including the e-newsletters from 
publication and blogs.  This year, the newspaper created a 12-page pullout section 
about the Festival’s history and 2012 events titled “Cherry Blossoms, 100 Years in 
Washington.” 

 National reporters and outlets based in Washington, DC.  For instance, each year 
the Festival works with the arts reporter for the Associated Press on stories; CNN 
and CNN Newssource, a feed to television affiliates in markets across the country, 
USA Today; national morning show producers, and more.   

 Travel editors and writers across the United States and world.  Includes travel 
section editors for major newspapers and in-flight magazine reporters. They write 
about the Festival and in many cases hotels offering Festival-inspired packages and 
travel incentives.   

 Local television news and radio. The Festival has a strong relationship with local 
television stations, many who broadcast live from the Tidal Basin and conduct 
interviews with Festival spokesmen.  The Festival successfully maintains these 
relationships from year to year and pitches guests to participate in the live programs.  

 National and International outlets.  The global appeal of the Festival and events 
successfully garner world-wide coverage.  Examples this year include the Centennial 
Tree Planting Ceremony led by First Lady Michelle Obama (and honorary chair of 
the Festival), Opening Ceremony and National Cherry Blossom Festival Parade®.   

 Japanese media outlets. The Festival works extensively with Japanese media each 
year, and especially during the Centennial, a landmark anniversary for both 
countries. There are 16 Washington, DC bureaus of Japanese media that regularly 
cover events, including television (NHK, TV Asahi, TBS, Fuji TV, NTV, TV Tokyo) 
and newspaper/wire services (Jiji Press, Kyodo News, Asahi, Yomiuri, Nikkei, 
Mainichi, Sankei, Hokkaido, Chunichi-Tokyo, and Nishi-Nihon)  

 Niche media. Blogs, e-newsletters, and web-based publications are targeted to cover 
specific events according to their beat, as they are able to write about Festival events 
based on their audience very quickly.   

o Music writers for DC-focused online outlets such as DCist.com, 
WeLoveDC.com were targeted to highlight the Festival’s variety of stages 
and performances 

o Those catering to a young professional crowd, such as 
BrightestYoungThings.com, were targeted to write about Cherry Blast: Art + 
Music Dance Party, one of the only events 21+  

o Niche food publications and food writers throughout the Washington, DC area 
cover the Cherry Picks restaurant program, where area restaurants put 
cherry and spring-inspired dishes on menus during the Festival 
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e. Types of mediums used for media outreach 
Media outreach is primarily electronic.  Pitches are made via e-mail and phone, and in 
some cases in-person while media attends at events.  At the kick-off press conference, 
press kits are distributed on a branded USB flash drive.  A select number of hard-copy 
press kits are available upon request.   
 
Electronic Press Room 
The Press Room at nationalcherryblossomfestival.org is a comprehensive hub for the 
media. In the Press Room, reporters can:  

 Download all Festival press releases  
 Download all participating organization press releases 
 Access media credentials forms 
 Access a select number of hi-resolution photographs 
 Find contact information for Festival spokesmen 
 

The Festival also uses photos to help illustrate pitches and directs reporters to further 
information online as necessary.   
 
g. Measurable results  
The Festival received unprecedented levels of local, national, and international media 
exposure in 2012, lasting from the kick-off press conference, March 1, through the end 
of the Festival.   
 
The earned media campaign reached an estimated audience of 16.2 billion, valued at 
approximately $11 million.  Print, broadcast, and online outlets were all targeted to 
secure extensive coverage of the Centennial Celebration.  The Festival did not formally 
track print and online coverage in previous years, but received a 28% increase in 
broadcast coverage over 2011.  Overall:  
 Over 5,600 print and online stories, totaling 41,644,959 impressions valued 

estimated $6.4 million (source: Vocus)   
 Over 3,400 local and national television and radio reaching an estimated Neilson 

audience of 186,759,727, valued at approximately $3.25 million (source: Federal 
News Service)  

 Over 17,300 blog and online posts, valued at approximately $1.3 million (source: 
Vocus) 

 
Since the Festival receives extensive inquiries, a significant part of the media strategy 
focuses on being responsive and reacting quickly to incoming requests.  However, 
pitches are created to highlight a specific facet or drive awareness about events, and a 
high percentage of those pitches are well-received.  Examples include:  
 Pitching the City in Bloom (debut marketing campaign to visually unite the region 

during the Festival)  
o Local FOX (WTTG) was pitched that the Newseum would be lit in pink the 

eve of the press conference to launch the City in Bloom. WTTG sent a 
cameraman to capture b-roll of the exterior, and used it with sound bytes from 
the press conference in their news coverage. 

o On the first lighting night, photo editors were pitched to capture blossom gobo 
projections on the Ronald Reagan Building. The Washington Post was 
receptive and published the image in print and online.  

 Highlighting sponsors and programming from participating organizations  
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o The Festival wanted to call attention to a new event, the S&R Foundation 
Artist Concert Series.  By successfully pitching an artist to perform live on 
local news, the concert was given additional attention.    

 Driving attendance/highlighting world-class entertainment at events 
o Pitches surrounding the Opening Ceremony focused on the high level of 

entertainment as well as the importance of reserving seating for the free 
event in advance. The successful approach helped “sell out” the Opening 
Ceremony for 6,000 people.  

o Local and national food media were targeted to cover world-renowned chefs, 
José Andrés and Roy Yamaguchi, the hosts of the Pink Tie Party fundraiser.  
Pre-event coverage contributed to the fundraiser sold out to 800 people.  
Social and charitable media were pitched to cover the event, resulting in post-
event coverage that helps raise awareness of the Party each year.   

 Maintaining media momentum 
o Pitches regarding unique event highlights kept media engaged, including the 

handmade Centennial Kite Arch at the Blossom Kite Festival, fireworks from 
Nagaoka City, Japan at the Southwest Waterfront Fireworks Festival, the 
celebrity-driven Parade, and more.  

 
h. Overall effectiveness of campaign 
The fall 2011 preview luncheon built excitement and set the tone for the 2012 Festival, 
resulting in an Associated Press article, attendance by 20 media outlets, and local 
broadcast and newspaper coverage.  In fall 2011, work also began with long-lead print 
publications to include the Festival in spring issues. 

 
The March 1 press conference was the springboard for extensive media coverage.  
Each year, the Festival takes advantage of the live television broadcasts at the Tidal 
Basin while the blossoms are in bloom as a natural time to pitch interviews focused on 
messaging.  Extensive outreach surrounding specific events continued the momentum of 
the 5-week celebration. Niche and trade media outlets were targeted as appropriate 
based on the event or program, highlighting unique hooks and angles to keep the media 
engaged. The campaign resulted in:  
 

 More than five Associated Press articles and exposure from additional wire 
services including Reuters and McClatchy, reaching tens of thousands of across 
the country.   

 CNN Newssource story featuring Sara Bareilles and Festival board member and 
president of The Japan-America Society of Washington, DC that went to homes 
across the country 

 A live, 4-hour broadcast featuring local FOX (WTTG) news anchors set up at the 
Tidal Basin, with more than five segments highlighting various programming of 
the Festival.  

 In honor of the Centennial, the Festival and National Geographic published 
“Cherry Blossoms: The Official Book of the National Cherry Blossom Festival.” 
Leveraging the historical angle, author Ann McClellan was pitched to give the 
historic angle of the Festival’s evolvement to outlets including the CBS’ Early 
Show, The Washington Post, local ABC (WJLA), Japan’s Fuji TV, and more.  

 Front page coverage and/or photos in The Washington Post, The Washington 
Times, The Washington Examiner, Express, Epoch Times, and more. 
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 Three-minute feature on the Opening Ceremony and performances by Japanese 
idols AKB48 at the Festival, airing on National Geographic Channel and FOX in 
Japan to 33 million homes. 

 Festival spokesmen gave over 50 live and taped interviews. 
 Interviews and coverage in international outlets including, but not limited to: 

Agence France Presse Television; BBC News.com; Central News Agency 
(Taiwan); Epoch Times; Ihlas News Agency (Turkey); RTR TV (Russia); Singtao 
Daily (China); Telemundo; Voice of America (multiple countries); Xinhua News 
Agency (China); Washington Hispanic; Associated Press Spanish; and top 
regional and national Japanese news television and print outlets.  

 National magazines exposure in Southern Living, National Geographic Traveler, 
Washingtonian, and more. 

 Over 50 e-newsletters from media outlets covered the Festival and its events 
 
The Festival’s robust media coverage reinforced the message of spring in Washington, 
DC and the Centennial year across the region, country, and world for millions who were 
not able to attend in person.  
  
i. What did you do to update the media campaign from the year before? Were 

they successful? Provide measurable results.  
The Festival’s media strategy focused on the story of how the gift of trees is now the nation’s 
greatest springtime celebration, reflected throughout Festival programming.  Pitches focused on 
commemorative initiatives and the elevation of events that helped tell the story, in addition to the 
number of participating organizations offering renowned displays of arts and culture.  Combined, 
a clear picture was painted that Washington, DC is home to the nation’s greatest springtime 
celebration, and the media reinforced it through their coverage.    
 The pitch surrounding the Opening Ceremony was that American singer-songwriter-pianist 

Sara Bareilles and Japanese R&B pop star MISIA, among others, would help bring the story 
of the gift to life through performance.  The event was covered by more than 45 media at the 
event and produced more headlines across the world from outlets including The Washington 
Post, FUJI TV, Kyodo News, NHK, Hispanic Link News Service, Central News Agency 
(Taiwan), Agence France Presse Television, CNN, and Fox News.   

 The Centennial Tree Planting Ceremony led by First Lady Michelle Obama received world-
wide attention, and talking points reflected the longevity of the gift and Festival that will 
continue to delight those across the world for years to come.  The event was covered by 
more than 30 outlets at the event and made headlines around the world from outlets 
including ABC News, The Epoch Times, MSNBC, and New York Magazine.com.  

 A handmade Centennial Kite Arch was constructed, a new element and a focal point of the 
Blossom Kite Festival.  An image of the Arch flown at the Blossom Kite Festival was on the 
front page of the Metro section in The Washington Post.   

 News headlines reflected the successful messaging of the Centennial anniversary and 
included:  

o “100th season ahead for DC's cherry blossom trees,” Associated Press 
o “A very special cherry blossom time in Washington DC,” USA Today 
o “D.C.'s cherry blossom tree tradition turns 100, events planned,” McClatchy 

Newspapers  
o “In Pictures: 100 years of Washington cherry blossom,” BBC News.com 
o “Washington: Cherry blossoms, gifts that keep on giving, turn 100,” Los Angeles 

Times 
o “For USPS ‘the right stamp at the right time’,” The Washington Post 
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 The National Gallery of Art displayed the landmark exhibition Colorful Realm: Japanese 
Bird-and-Flower Paintings by Itō Jakuchū, never seen before in its entirety outside Japan.  
The exhibit, widely covered across the world, was an example of the kinds of displays only 
found during the National Cherry Blossom Festival.   

 The 5x5 temporary public art project was DC’s first large scale temporary public art project 
from DC Commission on the Arts and Humanities.  Five innovative contemporary art 
curators selected five artists each to present works, enlivening neighborhoods across the 
District with 25 groundbreaking installations.  It earned significant coverage in outlets 
including The New York Times, HuffingtonPost.com, The Washington Post, and Elle 
magazine, to name a few.  

 The National Cherry Blossom Festival Parade featured extensive celebrity entertainment 
and was co-hosted by Katie Couric.  Headlines included:  

o “Celebrities including Marie Osmond, Buzz Aldrin to join National Cherry Blossom 
Parade,” Associated Press 

o “Thousands Come Out For Cherry Blossom Parade,” NBC4 Washington.com 
o “Cherry Blossom parade was ready for its close up,” The Washington Post 
o “Stars Shine At National Cherry Blossom Parade In Washington, DC,” 

Glitterazzi.com 
o “Cherry Blossom Parade Wows D.C. Audience,” WTOP 
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SUPPORTING  MATERIALS 
 
MEDIA HIGHLIGHTS 
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March 1, 2012 

WASHINGTON (AP) — Washington is getting ready to celebrate 100 years of its 

famous cherry blossom trees, and the trees’ head tender said that peak flowering season is 

expected at the end of March. 

National Park Service chief horticulturalist Rob DeFeo predicted the peak bloom date for 

the pink and white flowers will be between March 24 and March 31. The peak date is 

defined as the day when 70 per cent of the blossoms on the trees are open. The trees, 

which are expected to start blooming March 22, attract about a million visitors to the U.S. 

capital each year. 

"I can assure you, you’re not going to see a late bloom. It’s impossible," said DeFeo, who 

has helped tend and monitor the cherry trees for the past two decades and has only been 

wrong about the bloom dates three times. 

DeFeo said cherry blossom trees survive for about 50 years, but the city still has just over 

100 of the original 3,000 trees given to the city by Japan in 1912. Those original trees are 

near the Martin Luther King Jr. memorial which opened in August. Thousands of other 

trees have been replaced or grown from the original trees’ genetic line. 

DeFeo says the average cherry blossom flower lasts four to 10 days, but that depends on 

the weather. If it’s cool when the flowers bloom, they will last longer. The entire 

flowering period lasts approximately 10 to 18 days. The average peak bloom date is April 

4. 

"Like life, the blossoms come, they bloom, they’re gone. Short but sweet," DeFeo said. 

A celebration that accompanies the blossoming trees, the National Cherry Blossom 

Festival, is scheduled to run from March 20 to April 27, a five-week festival instead of 

the usual 16 days. During that period, museums will feature exhibits on Japanese artwork 

and culture, nearly 100 area restaurants will offer cherry and spring-inspired dishes and 

drinks and the city will host a parade April 14. In addition, both the United States and 

Japan have created a commemorative postal stamp to mark the anniversary.  
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       FOR IMMEDIATE RELEASE 
  
    CONTACT:  Danielle Piacente 
     Communications Manager 
      National Cherry Blossom Festival 
      danielle@downtowndc.org 
      202-638-8374 
      

 

     

 
2012 CENTENNIAL CELEBRATION WELCOMES SPRING AND HONORS  

100-YEAR ANNIVERSARY OF THE GIFT OF TREES 
National Cherry Blossom Festival holds unprecedented celebration March 20-April 27 

 
Washington, DC [March 1, 2012] -- The National Cherry Blossom Festival is the nation’s greatest springtime 
celebration. From March 20, the first day of spring, to April 27, National Arbor Day, the Festival commemorates the 
100-year anniversary of the gift of trees from Tokyo to Washington, DC with five weeks of events and programs, 
primarily free and open to the public. The Festival’s reach extends beyond the blooms and unites the metro-DC area 
to offer prestigious and innovative arts and culture, world-class entertainment, environmental initiatives, and more 
community spirit than ever before.  
 
Events and programs: From elevated signature events to new initiatives, the Centennial Celebration is a once-in-a-
lifetime experience. The City in Bloom campaign, presented by Capital One Bank, visually energizes an unites the 
region by bringing the spirit of the Festival to iconic buildings, businesses, organizations, and individuals who show 
their spirit with pink and blossom lighting, blossom decals, colorful banners, and more. The new Petal Pass, also 
presented by Capital One Bank, offers special discounts and exclusive deals for holders. A Centennial keepsake, it 
features the Official Artwork by world-renowned artist Peter Max and is complimentary at 240 Capital One Bank 
branches throughout the region.  Through the Festival’s Cherry Picks Restaurant Program, nearly 100 restaurants 
offer delicious cherry-, blossom-, and spring-inspired dishes and cocktails to their menus; and the Hotel Program 
offers Festival-inspired guest packages for visitors.   
 
The Festival opens with the signature Pink Tie Party fundraiser, presented by Lincoln, on Tuesday, March 20, hosted 
by renowned chefs José Andrés and Roy Yamaguchi. The Opening Ceremony on Sunday, March 25 at the Walter E. 
Washington Convention Center, presented by Daiichi Sankyo Co., Ltd. and MetLife, features world-class 
performances that tell the story of how the gift of trees became the nation’s greatest springtime celebration. The 
event is free and open to the public, but advance registration is required online. The National Cherry Blossom 

Festival Parade on Saturday, April 14, is aired live on WJLA-ABC7/NewsChannel 8 and nationally syndicated for 
the first time. Co-hosted by ABC’s Katie Couric and ABC7’s Alison Starling and Leon Harris with special 
correspondent Alex Trebek, the Parade marches down Constitution Avenue with a bevy of exciting performances, 
lavish floats, giant helium balloons, dance troupes, and more.  
 
Additional signature events that help comprise the 2012 calendar include Family Days presented with the National 
Building Museum, and sponsored by Safeway on Saturday and Sunday, March 24-25; the Blossom Kite Festival on 
Saturday, March 31; the Southwest Waterfront Fireworks Festival on Saturday, April 7, presented by Safeway and 
The Washington Examiner; and the Sakura Matsuri – Japanese Street Festival produced by The Japan-America 
Society of Washington DC on Saturday, April 14. Free cultural performances take place at the Canon Performance 
Stage at Sylvan Theater on the Washington Monument grounds from March 31-April 15, and Jazz at the Jefferson 
debuts at the Jefferson Memorial from April 19-22.  The Festival ends with the PetalFest & Closing Block Party on 
Woodrow Wilson Plaza, April 27.  
 
Rare and esteemed art and culture is at the forefront of offerings. The Festival and DC Commission on the Arts and 
Humanities present the 5x5 Public Art Project, featuring 25 cutting-edge temporary art works to enliven public 
spaces. The National Gallery of Art exhibits Colorful Realm of Living Beings, a 30-scroll set of paintings never before 

mailto:danielle@downtowndc.org
http://www.nationalcherryblossomfestival.org/
http://www.nationalcherryblossomfestival.org/get-involved/cityinbloom/
http://www.nationalcherryblossomfestival.org/visitor-information/petalpass/
http://www.nationalcherryblossomfestival.org/visitor-information/cherrypicks/
http://reservations.washington.org/2209_welcome.html
http://www.nationalcherryblossomfestival.org/2011/12/30/pinktie-2/
http://www.nationalcherryblossomfestival.org/2011/07/15/openingceremony/
http://www.nationalcherryblossomfestival.org/2011/07/15/openingceremony/
http://www.nationalcherryblossomfestival.org/2011/07/15/2012parade/
http://www.nationalcherryblossomfestival.org/2011/07/15/2012parade/
http://www.nationalcherryblossomfestival.org/2011/07/15/family-days/
http://www.nationalcherryblossomfestival.org/2011/07/15/blossom-kite-festival/
http://www.nationalcherryblossomfestival.org/2011/07/15/fireworks-festival/
http://www.nationalcherryblossomfestival.org/2011/07/15/sakuramatsuri/
http://www.nationalcherryblossomfestival.org/2011/07/15/sylvanstage/
http://www.nationalcherryblossomfestival.org/2011/07/15/sylvanstage/
http://www.nationalcherryblossomfestival.org/2011/12/28/jazz-at-the-jefferson/
http://www.the5x5project.com/
http://www.nga.gov/press/exh/3234/index.shtm
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Scan for 
Festival App 

seen in its entirety outside Japan. The Smithsonian’s Arthur M. Sackler Gallery exhibits Masters of Mercy: Buddha’s 
Amazing Disciples and Hokusai: 36 Views of Mount Fuji. National Geographic Museum’s Samurai: The Warrior 
Transformed focuses on the Samurai’s influence on Japanese history and culture. Overtures: S&R Foundation Artist 
Concert Series presents award-winning, world-class Japanese artists performing at The Kennedy Center.   
 
Commemorative Initiatives: An important milestone in both Japan and the United States, the government of Japan 
had designated the Centennial an official anniversary event. Both countries have created a commemorative stamp, 
and the United States Postal Service Cherry Blossom Centennial Forever stamps will be issued during Family Days 
at the National Building Museum on Saturday, March 24. Peter Max is the Official Artist of 2012, and his original 
iconic design will be sold as a commemorative poster and on other limited merchandise. Cherry Blossoms: The 
Official Book of the National Cherry Blossom Festival, is a beautiful depiction of the Festival over the years. 
Published in partnership with National Geographic Society, it is available online and wherever books are sold. 
 
Expanding its environmental initiatives and building on the Neighborhood Tree Planting Program, the Festival will 
plant over 1,000 cherry trees in the coming years to continue the circle of giving. The Festival and Arbor Day 
Foundation ask the public to pick "America's Favorite Cherry Tree" from three common flowering tree species found 
at the Tidal Basin. The winning species will be announced on April 27, the last day of the Festival and National Arbor 
Day. Youth Education initiatives will also be expanded, educating and inspiring the next generation of Festival-goers. 
In 2012, the Girl Scouts celebrate their 100-year anniversary, and will participate with The Gift of Trees Patch 
Program to learn about the trees and their cultural significance.  
 
Information: To plan a trip to the Festival and for attendee use in real-time, download the free App for Android and 
iPhone platforms. Visit Festival Headquarters in the lobby of The Washington Marriott at Metro 
Center (775 12th Street, NW) for free information about events and programs and official 
merchandise. Festival Welcome Centers are located near the paddle boats at the Tidal Basin and 
on the Washington Monument grounds. Visitors and residents are encouraged to bike, walk, and 
use public transportation whenever possible. View Metrobus and Metrorail station maps, point-to-
point directions, and trip planners on the Washington Metropolitan Area Transit Authority website. 
For a more enjoyable trip, take Metrorail during non-rush hours to the Smithsonian Station 
(Blue/Orange lines). The L’Enfant Plaza Station (Blue/Yellow/Green lines) 7th Street & Maryland 
Avenue exit is only an extra 10-minute walk to the Tidal Basin. Customers are encouraged to use 
their SmarTrip® to receive a 25¢ discount per trip. The National Park Service provides free bike 
racks near the Jefferson Memorial. Capital Bikeshare, a bike rental program, has multiple stations 
close to the Tidal Basin and Festival events.  
 
To make the grand commemoration possible, the Festival thanks the Centennial Host Committee, a group that has 
provided significant financial contributions and will provide high level guidance. The committee is led by chair Daiichi 
Sankyo Co., Ltd., and Leadership Circle members Canon U.S.A., Inc., MetLife, and Events DC.  
 
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 

 
 

### 

http://www.asia.si.edu/press/default.asp
http://www.asia.si.edu/press/2011/prJapanSpring.asp
http://www.asia.si.edu/press/2011/prJapanSpring.asp
http://www.asia.si.edu/press/2011/prJapanSpring.asp
http://events.nationalgeographic.com/events/exhibits/2012/03/07/samurai/
http://events.nationalgeographic.com/events/exhibits/2012/03/07/samurai/
http://www.kennedy-center.org/events/?event=RMXAI
http://www.kennedy-center.org/events/?event=RMXAI
http://store.ncbfstore.com/of20pobypema.html
http://shop.nationalgeographic.com/ngs/product/books/culture%2C-history-and-religion/culture-and-religion/cherry-blossoms
http://www.arborday.org/cherryvote/
http://www.gscnc.org/gift_of_trees_patch_program.html
http://www.gscnc.org/gift_of_trees_patch_program.html
http://www.nationalcherryblossomfestival.org/visitor-information/festival-app/
http://store.ncbfstore.com/index.html
http://www.wmata.com/
http://www.capitalbikeshare.org/
http://www.nationalcherryblossomfestival.org/
http://www.twitter.com/cherryblossfest
http://www.facebook.com/cherryblossomfestival
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PROMOTIONAL MEDIA MATERIALS 
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CITY IN BLOOM DEBUTS AT PRESS CONFERENCE
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EVENTS PROMOTED ON SLIDESHOW AT PRESS CONFERENCE 
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PHOTOS 
 
 

 
 
 

MEDIA AT TREE PLANTING CEREMONY
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MEDIA (ON PRESS RISER) AT OPENING CEREMONY 
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ADDRESSING MEDIA AT THE FESTIVAL PRESS CONFERENCE  


