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“The National Cherry Blossom Festival continues to take the blooms beyond the Tidal Basin and 
throughout every facet of our community, kicking off spring and significantly impacting our 
economy for over three weeks. The Festival brings global attention to the District of Columbia 
and delivers the brand of our city to the world, while engaging the residents of the District and 
showcasing the very best of local culture.”  

The Honorable Vincent C. Gray, Mayor, District of Columbia 

Event Dates 
March 20 through April 14, 2013 
 
Purpose and Mission  
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, and this year a 
record 1.6 million attendees, in the Washington, DC metro area.   
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History and Description  
In 1912, Mayor Yukio Ozaki of Tokyo gifted 3,000 cherry trees to the 
city of Washington, DC.  Many were involved in the gift’s arrival, 
including: the governments of Japan and the United States; Dr. Jokichi 
Takamine, a world-famous chemist and the founder of Sankyo Co., 
Ltd. (today know as Daiichi Sankyo); Dr. David Fairchild of the U.S. 
Department of Agriculture; Eliza Scidmore, first female board member 
of the National Geographic Society; and First Lady Helen Herron Taft, 
among others.  First Lady Taft and Viscountess Chinda, wife of the 
Japanese ambassador, planted the first two trees from Japan on the 
north bank of the Tidal Basin in West Potomac Park in a simple 
ceremony on March 27, 1912.  
 
Since First Lady Taft’s involvement, the nation’s first ladies have been proponents of the 
Festival.  Historically, many were involved in events through the National Conference of 

State Societies’ Princess Program.  First Lady Mamie Eisenhower 
crowned Queen Janet Bailey in 1953, and in 1976 Betty Ford 
invited the princesses to the White House.  In 1965, First Lady 
Lady Bird Johnson accepted 3,800 Yoshino trees from the 
government of Japan and held a tree planting reenactment.  All 
first ladies in recent years have served as Honorary Chair, many 
with an active role. In 1999, First Lady Hillary 
Clinton took part in a tree planting ceremony.  In 
2001, First Lady Laura Bush greeted guests with 
remarks at the Opening Ceremony.  In 2012, 

current Honorary Chair First Lady Michelle Obama planted a cherry tree 
in West Potomac Park to mark the 100-year anniversary of the gift of 
trees among dignitaries and guests. 
 
Today, the Festival honors the gift of trees and enduring friendship 
between Japan and the United States with much fanfare.  The annual 
harbinger of spring started with humble beginnings.  A group of American school 
children reenacted the initial planting and other activities, effectively holding the first 
“festival” in 1927.  In 1935, activities grew through sponsorship from civic groups in the 
nation’s capital.  The Festival was expanded to two weeks in 1994 to accommodate a 
diverse activity schedule during the blooming period of the cherry trees. In 2012, the 
Festival expanded to five weeks (from 16 days in previous years) to provide a grand 
tribute for the Centennial Celebration of the gift, 
welcoming over 1.5 million people to the nation’s capital. 
The 2013 Festival presented 26 days of programming 
across four anchoring weekends.  Over the years, 
millions have participated in Festival events and viewed 
the flowering cherry trees.  

  



 

   

Activities Included Under the Festival 
The Festival produces and promotes signature events and programs.  It also serves as 
an umbrella organization, incorporating and promoting events and programs from over 
30 participating organizations that offer exhibits, athletics, theater, dance, concerts, and 
more. In 2013, the Festival coordinated the following events and programs: 
 
• Blossom Kite Festival  
• Cherry Blast: Art + Music Dance 

Party produced with The Pink Line 
Project  

• Cherry Picks Restaurant Program  
• City in Bloom campaign  
• Family Days at the National Building 

Museum 
• Gift of Trees Patch Program in 

partnership with the Girl Scout 
Council of the Nation’s Capital 

• Goodwill Ambassador Program  
• Jefferson Memorial Programming 
• National Cherry Blossom Festival® 

Headquarters at Union Station 
• National Cherry Blossom Festival 

Parade®  

• Neighborhood Tree Planting 
Program  

• Opening Ceremony  
• Petal Pass Program  
• Pink Tie Party  
• Postcards to the Troops Program  
• Southwest Waterfront Fireworks 

Festival produced with Hoffman-
Madison Waterfront and Washington 
Waterfront Association  

• Taste of Japan / Grand Sake Tasting 
• Tidal Basin Performance Stage 
• Youth Ambassadors Program  
• Youth Art Contest and Community 

Art Show 

 
2013 Official Participating Organizations that presented events and programs: 
 
• Arise Bazaar 
• The Art and Drama Therapy 

Institute, Inc. (ADTI) 
• Art Whino 
• Arthur M. Sackler Gallery and Freer 

Gallery of Art 
• Capitol Riverfront BID 
• Cherry Blossom, Inc. 
• Corcoran Gallery of Art 
• DC Commission on the Arts & 

Humanities 
• District Sports 
• Events DC 
• Guest Services, Inc. 
• Hillwood Estate, Museum & Garden 
• International Spy Museum 
• The Japan-America Society of 

Washington DC 

• Japan Information and Culture 
Center/Embassy of Japan 

• Kushi Izakaya & Sushi/Mount 
Vernon Triangle BID 

• Library of Congress 
• lululemon athletica 
• National Aquarium of Washington, DC 
• National Building Museum 
• National Conference of State 

Societies 
• National Japanese American 

Memorial Foundation 
• Omotesenke Domonkai Eastern 

Region 
• The Phillips Collection 
• S&R Foundation 
• The Textile Museum 
• U.S. National Arboretum 



 

   

• Union Station - Earth Month/Premier 
Tourist and Landmark Association 

• United States Navy Memorial 
Foundation 

• Visit Fairfax 

• Washington Rugby Football Club 
• Washington Waterfront Association 
• Workhouse Arts Center 

 
Overall Revenue and Expense Budget - FY 2013 
REVENUE 

 
As of June 2013 

   
Corporate Sponsors 

 
 $        1,098,450  

Institutional Support 
 

              475,000  

Parade Revenue (tickets, participants) 
 

              219,800  

Events & Programs (participant fees, fundraiser 
ticket, auction) 

 
              419,350  

Merchandise & Royalties 
 

              178,400  

Other Revenue 
 

                58,000  

     Total 
 

 $        2,449,000  
EXPENSE 

  
   
Salaries and Benefits 

 
 $           628,900  

Contractors 
 

              208,600  

Overhead 
 

                70,000  

Administrative 
 

                99,450  

Parade 
 

              642,000  

Programs 
 

              428,750  

Events 
 

              182,200  

Merchandise 
 

                88,800  

Marketing/Communications 
 

              192,600  

Networking/Gifts/Comm. Rel. 
 

                22,000  

     Total 
 

 $        2,563,300  

Projected Surplus 
 

 $          (114,300) 

 



 

   

Estimated Economic Impact 
Attendance levels reached a new record of over 1.6 million people, leading to an 
estimated economic impact of more than $150 million. More people than ever before 
participated in the Festival, spending money in restaurants, hotels, and stores, fueling 
the local economy. While participating, they took public transportation to events, and 
Metro had over 870,000 riders in just one day, the fourth highest ridership in its history. 
Since Metro’s existence, five of the top 10 ridership days have all occurred during a 
National Cherry Blossom Festival. People also rode bikes through the lending system 
provided by Capital Bikeshare. Capital Bikeshare also saw a record set during the 
Festival – the most trips taken in one day occurred on April 13, with 11,300 rides. Guest 
Services, Inc., the concessionaire at the Tidal Basin, saw an increase in sales of 50%. 
 
Attendance Numbers and Demographics 
The Festival attracted 1.6 million people from across the world in 2013. Approximately 
55% of visitors are from the region (DC, Maryland, and Virginia), and 45% are from 
across the country and world. Source: 2013 survey/Alexander Babbage 
 
Volunteer Count and Demographics  
Thousands of volunteers make the Festival possible each year.  The Festival has not 
collected demographic information in the last few years on volunteers, however, age 
ranges from 18 years old to mid-60s.  The Festival has about 2,500 registered through 
its database.  
 
Staffing Numbers and Positions 
The full-time, year-round staff includes the positions as listed below:    
• Diana Mayhew, President 
• Lillian Iversen, Director of Programming 
• Remi Allen, Program Coordinator, External Relations 
• Alissa Greer, Special Events Manager 
• Harold McKelvin, Administrative Assistant to the President 
• Roz Moore, Sponsorship Manager 
• Danielle Piacente, Communications Manager 
• Kirsten Poole, Business Manager 
• Elissa Staley, Program Manager 
 
Founding/Incorporation Date and Management System 
The National Cherry Blossom Festival, Inc. is a 501(c)(3) not-for-profit organization 
dedicated to promoting the beauty of nature and international friendship through year-
round programs, events, and educational initiatives that enhance our environment, 
showcase arts and culture, and build community spirit.  The Festival was an all-
volunteer organization until 2000.  It became an incorporated non-profit in 1985.  Today, 
the Festival is run by a full-time staff and volunteer Board of Directors.  
Promotional/Marketing Campaign and Media Outreach 



 

   

Promotional/Marketing Campaign & Media 
O t h 

Media relations and marketing efforts reinforce all National Cherry Blossom Festival key 
messages and branding, showcasing “Spring Starts in Washington, DC.” Key messages 
about the Festival are reinforced: delivering world-class accessible programming, 
primarily free and open to the public; uniting people from around the globe for the 
nation’s greatest springtime celebration; festivities continue to go beyond the cherry 
blossoms at the Tidal Basin and into the region.   
 
Earned media is crucial to deliver messaging and draw interest for events without 
a dedicated advertising budget. The proactive and successful campaign reached an 
estimated audience and circulation of 238.5 million, valued at approximately $12.6 
million. Following significant coverage of the 100-year 
anniversary of the gift of trees in 2012, the strategic 
communications plan propelled 2013 results, surpassing 
the 2012 record of approximately $11 million.  
 
Each year, the Festival is challenged with a different 
scenario surrounding the timing of blossoms and weather 
in relation to events, and all situations are leveraged to 
maintain and prolong media interest – keeping 
programming relevant and top of mind. This year, 
coverage successfully lasted through the last event and 
amplified public interest, with attendance increases 
up 10-15% across signature events. Extensive 
outreach resulted in:   
• Over 3,100 television clips reaching a national 

audience of 173 million, valued at $9.2 million 
(source: TV Eyes) 

• Over 3,200 print and online stories reaching a 
circulation of over 65.4 million, valued at $2.8 
million (source: Vocus)  

• Over 6,700 blog stories valued at more than 
$626,400, earning over 20 billion pageviews 
(source: Vocus) 

 
Select Highlights of 2013 Media Coverage Include:  
• Washington Business Journal  recapped the 2013 success and direct economic benefit to 

DC (“Cherry Blossom Festival Hits New Milestone”) 
• The Washington Post had above-the-fold images on A1 of iconic buildings participating in 

City in Bloom   
• Al Roker reported on the Festival and weather during “Wake up with Al” on the Weather 

Channel March 26. The segment lasted more than 3 minutes and included interviews with 
Festival President Diana Mayhew and National Park Service spokesman Carol Johnson 

• Four Associated Press articles and two Associated Press video pieces 
• QVC broadcasted live from the Blossom Kite Festival during their popular Saturday show  
• CNN story featured events included the Blossom Kite Festival, Parade, Sakura Matsuri (“7 

tips for Cherry Blossom Fun in Washington”) 

TV coverage by date  



 

   

• Hearst TV interview aired to 30+ affiliates across the country 
• Extensive international coverage throughout Japan and the world included a Nippon TV 

feature highlighting events and interviews with Festival spokesmen  
• The Express printed a complete Festival guide (“Basin Instinct”)  
• Chef Lorena Garcia promoted the Pink Tie Party live on NBC Washington 
• WTTG FOX 5 and FOX 45 both stationed reporters at the Tidal Basin for multiple live 

segments featuring different events and aspects of the Festival; local television stations 
consistently reported live from events 

• Local CBS affiliate WUSA 9 interviewed Redskins player and Grand Marshal Josh Morgan 
to promote the Parade on Thursday, April 11 

• Interviews on Univision for shows DC Contigo and Noticias DC and event coverage in 
Eventos VIP helped reach hispanic audiences 

 
Marketing & Media Partnerships Stronger Than Ever 
The Festival works with marketing partners and has in-kind media 
partnerships, valued at approximately $2.6 million, to supplement earned 
media efforts. Partners bolstered the strength and reach of the brand, 
including:  
• 30-second video on Toshiba’s screen in New York’s Times Square, earning 1.5 

million impressions daily and valued at $400,000+ 
• Festival signage at all three DC-area airports valued at $563,625 
• Co-branded national advertising with Destination DC valued at 

$552,849 
• Metro ran a city-wide advertising campaign: “We Break for Blossoms,” 

alerting the public track maintenance was postponed during the 
Festival 

• Co-branding with Pepsi throughout the region, including radio spots and 
truck back signage   

• 90 area Safeway stores featured signage, information, and brochures, 
valued at $80,000 

• 225 Capital One Bank branches provided the complimentary Petal 
Pass savings card 

• 20+ print advertisements in The Washington Examiner, along with three 
newspaper wraps promoting events and the Official Guide, valued at $365,081  

• Television and website advertising on WUSA 9 valued at $224,800; 
television advertising on ABC7/WJLA TV valued at $39,000  

• Radio promotional advertising on six local stations valued at $270,350 
• 1,213 30-second public service announcements on local Comcast  
• 100,000 brochures distributed at Festival events and via Metro 
• 20,000 Commemorative Programs produced by WHERE Magazine and 

distributed at area hotels as well as Festival events 
  



 

   

Supporting Materials – Promotional/Marketing Campaign 
and Media Outreach 

 



 

   

Supporting Materials – Promotional/Marketing Campaign 
and Media Outreach 

 



 

   

Supporting Materials – Promotional/Marketing Campaign 
and Media Outreach 

 



 

   

Supporting Materials – Promotional/Marketing Campaign 
and Media Outreach 
 

 
 

 
  Signage at all three DC-area airports valued at $563,625 



 

   

Supporting Materials – Promotional/Marketing Campaign 
and Media Outreach  

  

30-second video played in New York’s Times Square, earning 1.5 million impressions daily 



 

   

Website/Social Media/Multi-Media Campaign 
 
The National Cherry Blossom Festival continues branding and messaging throughout all 
electronic vehicles and multi-media channels, engaging attendees and extending reach 
to millions via social networks.  
 
Website 
The website contains up-to-date information on all events and programs. From January 
2013 through April 14, nationalcherryblossomfestival.org received over 1.8 million 
visits from over 1.2 million unique visitors, an increase of more than 66%. The 
Festival utilizes a “Latest News” section on the homepage to direct attention to 
upcoming events and highlight information. The website is also a strong source of 
sponsor benefits, designed with flexibility to showcase sponsor presence at an overall 
level as well as at specific events.  
 
Social Media  
Utilizing social media networks is 
an excellent way to interact 
directly with attendees and 
showcase what it is like to 
experience the Festival for those 
not there. The fanbase on 
Facebook grew to 36,021 
“likes,” a 31% increase. Fans 
have a reach of over 9.8 million 
and represent over 20 countries. 
Facebook strategy highlights and 
promotes event attendance with 
photos and event updates – it is 
another resource to announce celebrity talent and reach 
potential attendees directly. Facebook is also a platform 
to showcase various programs, participating organizations, and special offers from 
sponsors.  
 
  

Website/Social Media/Multi-Media Campaign 

Facebook Reach (above) and Likes (below) 



 

   

“DO believe the hype! Cherry blossom 
sightseeing in DC is outrageous.”  

- Actress Jessica Alba via Twitter 

Twitter has also become an 
increasingly valuable tool for 
both interacting with attendees 
and media. On Twitter, followers 
reached 5,902, a 33% increase. 
At the peak of use, the Festival 
reached 68,374 accounts and 
made 136,346 impressions in just one week (April 7 through April 14, 2013). Local news 
outlets consistently broke news on Twitter, by live-tweeting events and announcements. 
Celebrity influencers also joined the fun, with actress Jessica Alba tweeting: “DO 
believe the hype! Cherry blossom sightseeing in DC is outrageous” following a visit to 
the nation’s capital. Musicians and stars involved with the 
Festival would cross-promote their involvement, reaching 
their own fan base as well. Coco Jones posted about her 
involvement in the Parade (right). Instagram was a new 
channel for the Festival in 2013, and earned 359 followers in 
just four months. The Festival shared almost 30 different 
photos, and will continue using this medium as another way 
to communicate experiences with attendees and followers. 
Measuring overall online influence, this year the Festival 
reached a Klout score of 67, well above the average user 
score of 40.  
 
Free App 
For the third year, a free App was created to assist attendees 
with planning in advance or real time. The app received 
28,791 downloads, a 10.5% increase. Within the App, each 
event was listed and available to sort by category. People 
were able to find all the information needed to plan a trip, book a hotel, find travel 
information, maps and more.  Users could see participating Cherry Picks restaurants, 
menu items, and locations, and fine the same for savings at Petal Pass locations. 
Merchandise, sponsors, and general Festival background and information was 
available.  
 
E-newsletters 
A subscriber base of about 17,000 received regular event updates and special offers 
from sponsors. The average open rate was 16.9%, comparable to the industry average 
of 17.2%.  
 
  



 

   

Supporting Materials – Website/Social Media/Multi-Media 
Campaign– nationalcherryblossomfestival.org 
 
  
 
  



 

   

Supporting Materials – Website/Social Media/Multi-Media 
Campaign – Facebook  



 

   

Supporting Materials –Website/Social Media/Multi-Media 
Campaign – Twitter 
 

 

 



 

   

Supporting Materials – Website/Social Media/Multi-Media 
Campaign – Festival App 
 
 
  



 

   

Supporting Materials – Website/Social Media/Multi-Media 
Campaign – e-newsletter 
  



 

   

Overall Sponsorship Program 
The sponsorship levels that defined the 2013 program were initially developed for the 
Festival’s 2012 Centennial Celebration of the gift of trees. Similar to 2012, this year’s 
sponsor hierarchy was comprised of an elite group of Host Sponsors, divided into two 
distinct levels of support: Leadership Circle and Host Members, both receiving 
recognition and exposure across multiple weeks and specific events. Sakura Circle 
supporters were the next level of sponsorship, primarily supporting individual events.  
 
The Host Sponsors received high visibility throughout the Festival via activation and 
brand awareness. The names and/or logos of the Host Sponsors were displayed on all 
key Festival assets, including printed collateral and signage, high-profile invitations, the 
Festival website, mobile app, and more. Host Sponsors were invited to the highest level 
of VIP receptions, gaining private access to top US and international government 
officials, city stakeholders, and celebrities. The Leadership Circle level received 
exclusive benefits in the media and to reach the general public, included speaking 
opportunities and additional event exposure.   
  
The Festival was able to increase its benefit assets with strong media partnerships, 
helping entice sponsors. By leveraging benefits created with media partners (i.e. 
advertising placements), sponsorship package values increased. Two motivating factors 
were crucial to engaging potential sponsors: the association with the heightened brand 
and profile of the Festival, as a result of the 2012 Festival; and the association and 
celebration of Japanese culture with the ability to reach a Japanese audience.   
 
In total, the Festival successfully raised $1.9 million dollars in support from 102 
sponsors, supporters, and 13 media partners; other than the 2012 Centennial 
Celebration, this was the highest amount raised in any Festival year. To assist with 
sponsor outreach and execution, an additional staff person joined the Festival. The list 
of Host Sponsors with corresponding event involvement follows, as well as the list of 
Sakura Circle supporters.   
 
HOST SPONSORS:  
LEADERSHIP CIRCLE 
1. Events DC – Supported the Parade, Opening Ceremony, Taste of Japan, and Launch 

Luncheon 
 
MEMBERS 
1. Capital One Bank® – Presenting Sponsor of City in Bloom and Petal Pass; Segment 

Sponsor of the Parade  
2. DowntownDC Business Improvement District 
3. National Building Museum – Presented Family Days 
4. PenFed – Official Credit Card of the National Cherry Blossom Festival; Presenting Sponsor 

of Cherry Picks; Supporting Sponsor of Visitor Services 
5. Safeway Inc. - Presenting Sponsor of Family Days and the Southwest Waterfront Fireworks 

Festival;  Supporting Sponsor of the Parade 
6. Sucampo Pharmaceuticals, Inc. – Presenting Sponsor of the Pink Tie Party; Supporting 

Sponsor of the Parade 

Overall Sponsorship 
P  



 

   

7. Trade Center Management Associates – Supported the Opening Ceremony Pink Carpet 
Reception; Participant in the City In Bloom program 

8. The Washington Examiner – Produced the Official Festival Guide; Presenting Sponsor of 
the Southwest Waterfront Fireworks Festival; Supporting Sponsor of Family Days; 
Supporting Sponsor of the Parade; Supporting Sponsor of the Blossom Kite Festival 

 
Media Partners 
1. The Washington Examiner 
2. WUSA 9 – Parade (broadcast) 
3. ABC7/WJLA-TV – Family Days 
4. Comcast 
5. Capitol File magazine – Pink Tie Party 
6. On Tap Magazine – Cherry Blast 
7. WHERE Magazine – Produced Commemorative Program 
8. 97.1 WASH-FM – Parade; Petal Pass 
9. 98.7 WMZQ – Family Days 
10. BIG 100.3 –Blossom Kite Festival; Southwest Waterfront Fireworks Festival 
11. HOT 99.5 – Southwest Waterfront Fireworks Festival 
12. El Zol 107.9 – Youth Art Contest & Community Art Show 
13. WPGC 95.5 – Youth Art Contest & Community Art Show 
 
Sakura Circle (supported various Festival events and programming)  
1. agencyQ  
2. Beringer Vineyard  
3. BUBBLES 
4. Centerplate/NBSE 
5. Clyde’s Restaurant 

Group  
6. CroppMetcalfe 

Services 
7. CSI Printing & 

Graphics 
8. Daiichi Sankyo Co., 

Ltd. 
9. Eastern National 
10. ESCADA Cherry in the 

Air 
11. EventEQ 
12. Georgetown Cupcake 
13. Guest Services, Inc. 
14. Hair Cuttery 
15. Hoffman I Madison 

Waterfront 
16. Howard University 
17. JCAW Foundation, Inc. 

18. Johnson’s Florist and 
Garden Centers 

19. Kawasaki Heavy 
Industries USA, Inc. 

20. Kirin Brewery  
21. Macy’s 
22. Mandarin Oriental, 

Washington D.C. 
23. McDonald’s 
24. Mitsubishi International 

Corporation 
25. Mitsui Fudosan 

America 
26. Navy Federal Credit 

Union 
27. NEWSEUM 
28. Odyssey Cruises 
29. OnBoard Tours 
30. Pepsi-Cola 
31. Phillips Flagship 

Restaurant 
32. Renaissance 

Washington, DC 
Downtown Hotel 

33. S&R Foundation  
34. Spirit Cruises 
35. Starwood Hotels & 

Resorts Worldwide, 
Inc. 

36. SUBWAY® 
Restaurants of the 
greater Washington 
DC area 

37. T.G.I. Friday’s 
38. Thomas Pink 
39. Toshiba 
40. TOYOTA 
41. Turkish Airlines 
42. Union Station 
43. United® 
44. Walgreens 
45. Warner Theatre 
46. Washington Regional 

Transplant Community 
47. WUSA 9  

 
 



 

   

Supporting Materials – Overall Sponsorship Program –
Sponsor Host Committee Recognition  
 

 
 
 
  



 

   

Supporting Materials – Overall Sponsorship Program –
Events DC activation 
 

 
Events DC Parade Float  

Website Recognition 



 

   

Supporting Materials – Overall Sponsorship Program –
Capital One Bank Activation 
 

 
City in Bloom Parade Float 

 

 
In-Branch Promotional Materials 



 

   

Supporting Materials – Overall Sponsorship Program –
Safeway activation 
 

 
Activity area at Family Days  
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Balloon in Parade Banner ad in Festival app 
In-store collateral 



 

   

Supporting Materials – Overall Sponsorship Program –
various event signage and activation 
 
  



 

   

Volunteer Program 
The Festival relies on more than 1,000 volunteers each year to assist with events and 
programs. A Volunteer Coordinator was hired to streamline the program. The 
Coordinator further formalized positions and effectively recruited reliable, friendly, and 
accountable “leads” for each event. Leads had prior experience and were responsibly 
for interfacing directly with attendees, helping to ensure a positive experience.  
 
Recruitment and Retention 
The Volunteer Coordinator utilized a database of past volunteers and drew on groups 
that repeatedly assist the Festival, including local universities. Volunteers were tracked 
through new software, Salesforce, streamlining applications and communications. Each 
person was required to sign up online, sign a waiver ensuring they understood 
requirements. The Volunteer Program was also part of media efforts, resulting in an 
interview that ran on local radio to encourage people to join the Festival.  
 
Communication 
The Volunteer Coordinator held orientation sessions for the Festival in general as well 
as for each signature event. A detailed manual was distributed, outlining policies and 
procedures. Volunteers were notified of their shifts and any updated event information 
primarily via email.  
 
General Volunteer Tasks 
• Greeters and registration specialists at Festival hospitality events 
• Visitor Services and merchandise sales at Headquarters at Union Station and at the 

Tidal Basin for three weeks 
• Lead hands-on activities at several events including Family Days and the Southwest 

Waterfront Fireworks Festival 
• Event set-up and break-down 
• Various administrative office tasks 
 
Parade Positions  
• Celebrity talent handlers, assisting talent on floats and driving them in golf carts  
• Balloon holders who walk in the Parade 
• Ushers, directing people to correct seats and distributing programs  
• Information specialists 
 
Pink Tie Party Fundraiser Positions  
The Party uses a high-level volunteer Host Committee to assist in fundraising efforts. 
Each member agrees to sell 10 tickets each, raising $2,000 for the Festival. The Host 
Committee is recognized in advertising and online through ticket registration and the 
event’s Facebook page. They are listed in signage and part of all events related to the 
Party, including an invitation release and appreciation night following the Festival, as 
well as networking events to recruit new Host Committee members throughout the year. 
Additionally, the Pink Tie Party utilizes volunteers to assist with the silent and online 
auction, key parts of the event to ensure its success as a fundraiser.  

Critical Components – Volunteer 
  



 

   

Supporting Materials – Volunteer Program

Parade Volunteers with Justin Guarini from “American Idol” 

Pink Tie Party volunteers pose with Chef Lorena Garcia 



 

   

Supporting materials – Parade volunteer pictured in The 
Washington Post 

 

  



 

   

Supporting materials – online volunteer sign-up 
 

 
 
  



 

   

Supporting Materials – Key Event Map 
 

 
  



 

   

Green Program 
The National Cherry Blossom Festival is committed to enhancing the natural beauty of 
Washington, DC and the surrounding region by planting new cherry trees and furthering 
the gift of trees. Annually, in collaboration with schools, civic and community groups, 
and in partnership with Casey Trees, the Festival’s Tree Planting Program helps spread 
the beauty and enjoyment of the blossoms past the Tidal Basin, protecting the future of 
the gift of trees and greening our world.  
 
Tree plantings have been an integral component for over 14 years, and hundreds of 
cherry trees have been planted throughout DC. In 2013, more than 200 trees were 
planted in all eight wards of the District, and in Fairfax County, Virginia.  
 
In one of its largest tree plantings to date, this year the Festival planted 150 trees in 
Oxon Run Park, completing a two year project that resulted in 200 trees in the 
park, making it the largest cherry tree grove in Washington, DC outside of the Tidal 
Basin and Hains Point. Tree plantings unite the community and help create a new 
neighborhood tradition as spring blooms each year.  
 
EmBark, Branch and Blossom is an ongoing initiative 
that allows individuals to help fund cherry tree plantings 
and maintenance through online donations.  
 
The Festival also works with Arbor Day Foundation, 
letting individuals to purchase a cherry tree for their 
home, as well as purchase a “Give a Tree” greeting card 
(pictured right) with official Festival artwork. The card lets 
the recipient know a tree has been planted in a national 
forest in their honor.  
 
In addition to tree planting programs, the Festival promotes environmentally friendly 
efforts with its partners and participants. Messaging throughout media and 
marketing always encouraged public transportation, promoting traveling via Metro 
rail and bus. Metro’s campaign “We Break for Blossoms” campaign reiterated the ease 
of public transportation with its suspension of weekend track work during the Festival. 
Bicycling is encouraged through Capital Bikeshare’s rental program, along with 
additional complimentary bike racks added near the cherry blossoms. The Festival 
works with the National Park Service on its recycling program at the Tidal Basin, 
encouraging the proper disposal of plastic, paper, and glass in designated bins.  
  

Critical Components  - Green Program 



 

   

Supporting Materials – Green Program 
  
  

The Festival, Casey Trees, community leaders and volunteers gather for 
Oxon Run Tree Planting 

Tree Planting at Marie Reed Elementary School  



 

   

Supporting Materials – Green Program  
EmBark, Branch & Blossom Collateral 
  



 

   

Educational Programs 
Youth education programs teach the importance of the gift of trees from Tokyo to 
Washington, DC and inspire the next generation of people who will enjoy them for years 
to come. Youth programs promote cross-cultural understanding, environmental 
stewardship, and international friendship, all messages surrounding the symbolic 1912 
gift.  
 
The Youth Art Contest and Community Art Show, coordinated in partnership with the 
DC Arts & Humanities Education Collaborative, received a record 600 entries from 40 
schools this year. It was open to all DC public and charter school students in grades K-
12, and the theme encouraged students to depict positive messages of appreciating 
nature and celebrating and caring for the trees.  
 
Presented by Earth Month at Union Station, contest entries comprised the Community 
Art Show at Union Station from April 1 through 14. For the first time, the public voted on 
the overall winner from the top 12 entries (both online via The Washington Examiner 
and in person at Union Station).  
 
The Youth Ambassador Program debuted in 2008, and more than 400 elementary 
school students have participated over the past six years. The program incorporates a 
school tree planting, in-class presentation by Festival Goodwill Ambassadors, assembly 
with a performing artist in partnership with Class Acts Arts, and this year, included a 
field trip to the Tidal Basin led by the National Park Service.  
 
Building on a 2012 program, the Festival and Girl Scouts Council of the Nation’s Capital 
again offered the Gift of Trees Patch Program. Girl Scouts fulfill a set of tasks and 
activities related to Japanese cultural and the cherry blossom trees. Upon completion, 
they are eligible for the special patch. From April 28, 2012 through June 6, 2013, 
approximately 3,200 additional patches were sold.   
 
Youth education efforts have begun to expand into a year-round initiative. The Festival 
is developing a dedicated section within its website for children, estimated for 
completion in the fall of 2013. It will house fun, interactive and educational activities 
geared towards school age children, including word games, an illustrated presentation 
of how the gift of trees arrived from Tokyo in 1912, flash cards depicting the varieties of 
cherry blossom trees, and more.  
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Children’s Program 
While many events are appropriate for children, Family Days is a free 2-day event 
presented with the National Building Museum that is a dedicated to families. 
Family Days  celebrates Japanese arts and design as well as spring, with hands-on 
activities, arts and crafts projects, exhibitions, and youth and youth-oriented 
performances throughout the day in one of the city’s most architecturally inspiring 
venues. It is 100% accessible. Families are able to work on collaborative craft projects 
to take home, and have a positive, fun, social experience while learning. It fosters a 
celebratory environment where everyone can explore.  
 
This year, 11,500 people enjoyed Family Days, with 6,200 attending on Saturday, 
March 23 and 5,300 attending Sunday, March 24.  There are two main components of 
Family Days: activity areas and performances.  The Festival and NBM work with a 
variety of museums and exhibitors to provide interactive experiences.  Cross-cultural 
performances from youth-oriented groups occur on stage throughout the event, 
providing another area of entertainment and exposure to different forms of dance and 
music.  Activities included: creating shoji screens and Cha-shittsu Tea Houses; creating 
newspaper blossoms; making cherry trees out of popcorn;  tying nautical-knots 
friendship bracelets; constructing wind chimes, and more. Energetic performances to 
engage children including the popular Nen Daiko taiko drummers; Bach to Rock 
children’s group; Boys & Girls Clubs of Greater Washington; The Warrenton Ballet 
Company; “Team YSL” of YSL Hapmudo Martial Arts Studio, among others.  
 
National Cherry Blossom Festival events and programs fall within the realm of 
traditional and contemporary arts and culture, natural beauty in the environment, and 
community spirit, and the programming at Family Days encompasses all three 
themes. The event’s reputation has grown over the years and successfully attracts the 
local community. Japanese culture is represented throughout the event from trying on 
traditional clothing to a performance of taiko drumming. The focus on spring and the 
importance of cherry blossoms can be seen throughout activities and displays. 
 
Family Days effectively engages people with its emphasis on spring, architectural 
design, cultural experiences, and hands-on exploration – and educates while 
entertaining. Based on 2013 survey information, the strong majority of people are very 
likely to both attend the event in the future and recommend it to others. The response is 
overwhelmingly positive from both attendees and media, and families continue to enjoy 
it year after year, creating a strong tradition for the opening weekend of the National 
Cherry Blossom Festival.    
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Food & Beverage Program 
The National Cherry Blossom Festival works with the Restaurant Association 
Metropolitan Washington (RAMW) to recruit area restaurants for the Cherry Picks 
Restaurant Program, now in its 11th year. Cherry Picks highlights the area’s vibrant 
restaurant scene. Restaurants participate by featuring an appetizer, entrée, dessert, 
cocktail or multi-course selection. Chefs are encouraged to be innovative and create 
blossom-inspired presentations, feature cherries or cherry-infused flavors, and/or 
showcase the Festival’s celebration of spring with seasonal ingredients. 
 
Recruitment materials are distributed to restaurants that are members of RAMW and 
past participants. Restaurants send in their menu items and forms to confirm 
participation. The incentives for restaurants to participate include the widespread 
promotion, marketing, and public relations efforts for participants, including: 
 
• Inclusion in a Cherry Picks press release, distributed at the kick-off press conference   
• Exposure to local, national and international markets through media outreach efforts 
• Cross promotion by RAMW and the Festival via social media tools 
• Opportunity for inclusion in printed materials, including the Commemorative Program 

and Official Guide 
• Ability to purchase a specially-sized and priced advertisement in the Festival Guide 
• Inclusion on dedicated Cherry Picks website 
• Inclusion in mobile App 
 
Restaurants are encouraged to participate in promotional efforts and given branded 
check inserts to use, and are asked to provide the Festival with two $50 gift certificates 
for fundraising, promotional or publicity purposes. The Cherry Picks Restaurant 
Program was sponsored by PenFed Premium Travel Rewards American Express® 
Card, the official credit card of the 2013 National Cherry Blossom Festival.  
 
An intimate, dedicated media event is annually held to preview select Cherry Picks 
dishes. Local radio personality Bob Madigan, WTOP’s “Man About Town,” acted as 
emcee and helps showcase the creative dishes and cocktails from local restaurants to 
local media.   
 
Overall program results included:  
• 99 participating restaurants 
• Approximately 15 outlets in attendance at the Cherry Picks Press Conference 
• Widespread coverage of Cherry Picks throughout the local food media and blogs 

resulted in an estimated ad value of $29,274.39, print circulation of 764,595, and 
584,320,647 pageviews. Outlets included BrightestYoungThings.com; Express; 
HuffingtonPost.com; Northern Virginia magazine; Refinery29.com; Washington Post; 
WHERE magazine, among others.   
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Supporting Materials – Food & Beverage Program –  
Media clip, BrightestYoungThings.com 
 

 
National Cherry Blossom Festival Cherry Picks Cocktail Tasting  
March 14, 2013 | 11:30AM  
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Supporting Materials – Food & Beverage Program –  
Cherry Picks website 
 

  
  



 

   

Food & Beverage Program – Supporting Materials 
Cherry Picks signage and Check Insert 
 

 
  



 

   

Food & Beverage Program – Supporting Materials 
Cherry Picks promotional photos and materials 
 
 

  



 

   

Entertainment Program 
Attendees have multiple opportunities to enjoy eclectic free entertainment daily. The 
Festival attracts celebrity ambassadors, who perform at events and play an active 
role. For instance, Elliott Yamin from American Idol helped kick off the 2013 Festival at 
a fall preview luncheon in 2012, and returned to perform in the 2013 Parade.   
 
Artists perform throughout signature events; Participating Organizations also feature 
entertainers. Examples include:   
• Platinum recording pop artist Andy Grammer headlined the free Opening Ceremony, 

joined by Japanese pop starts Junko Yagami and Senri Oe; jazz group the Chihiro 
Yamanaka Trio; violinist Nanae Iwata, pianist Mariko Furukawa; DC Urban Nation 
H.I.P-H.O.P. Choir; and soprano Rina Haruki  

• Parade celebrity entertainers included Disney’s Coco Jones; Grammy award-
winning artist Mýa, Justin Guarini from American Idol; and more 

• 1,600 children from across the country performed in the Parade as part of the Youth 
Choir and All-Star Tap Team; hundreds played with high school marching bands 

• Youth-oriented performers took the stage at Family Days 
• Jazz, rock, taiko drummers, blues, and military bands performed at the Southwest 

Waterfront Fireworks Festival on three stages 
• 30 hours of performances were held throughout the Sakura Matsuri – Japanese 

Street Festival, including traditional and J-pop music, Tamagawa University taiko 
drummers, martial arts demonstrations, and more 

• “Overtures: S&R Foundation Artist Concert Series” brought six performances from 
award-winning artists to prestigious venues including the Kennedy Center 

 
There were over 140 performers on the Tidal Basin Stage this year across 21 days, 
including a headlining performance by the National Symphony Orchestra. The wide 
spectrum of music and dance included:  
• A capella 
• Acoustic 
• Andean dance 
• African drumming and spoken word 
• Appalachian-style clogging 
• Ballet 
• Blues 
• Cuban dance 
• Chinese art 
• Drumming 

• Electric guitar 
• Indian classical Odissi 
• Jazz  
• J-rock & J-pop 
• Martial arts 
• Panamanian folklore dance and 

music 
• Reggae 
• Spoken word 
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Supporting Materials 

Opening Ceremony (above) and Tidal Basin (below)  
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Eclectic entertainers and celebrities perform throughout events  



 

   

Merchandise Program 
Merchandise continues to be a growing part of the National Cherry Blossom Festival, 
and is a source of revenue that helps offset expenses and keep events free and open to 
the public.  Items offered are designed to appeal to both residents and visitors, from 
collectible gifts that are specific to the year as well as year-long offerings.  
 
The Festival contracts Personalized Classics, a screen-printing, embroidery and 
advertising company, to manage the program.  Personalized Classics is responsible for 
producing official merchandise, managing vendor relationships, wholesale customers, 
online order fulfillment, and running kiosks at key Festival events.  
 
Official Art and Commemorative Items 
Annually, a committee selects an artist to depict the Festival. After the artist is chosen 
and the design is finalized, the artwork is used to create the Commemorative Poster, a 
coveted collector’s item, as well as on coffee mugs, t-shirts, magnets, and more. The 
Commemorative Lapel Pin is another collectible item, featuring a different blossom 
design with the year etched into the back.   
 
Locations 
Merchandise is available at Festival events as well as two kiosks maintained at 
Headquarters at Union Station. Items are available at signature events including Family 
Days, the Opening Ceremony, the Southwest Waterfront Fireworks Festival, National 
Cherry Blossom Festival Parade® and Sakura Matsuri – Japanese Street Festival. 
Additionally, over 35 retail outlets in the Washington, DC area sell items.   
 
Online Gift Shop 
Merchandise is available online year-round.  An expanded line is offered, including a 
holiday ornament, jewelry, home goods, gifts, books, and more. People can also access 
the Gift Shop online via the app.   
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Supporting Materials – Merchandise Program – Online Gift 
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Supporting Materials – Merchandise Program – Photos  
 

 
  

Kiosks at Union Station  

Merchandise at Opening Ceremony 
Merchandise at Southwest Waterfront 

Fireworks Festival 



 

   

Community Outreach Program 
The National Cherry Blossom Festival positively affects the Washington, DC community 
by engaging participating organizations, the hospitality industry including restaurants 
and hotels, the local arts community, and local business and government to join in 
celebrating spring and to showcase the very best of DC to the world.  
 
The National Cherry Blossom Festival’s community liaison works with over 30 
participating organizations that offer events and programs related to the Festival’s 
mission, including arts exhibits, unique cultural experiences, performances, athletic 
events, tours, and more.  Prominent organizations include the DC Commission on the 
Arts & Humanities; Girl Scout Council of the Nation’s Capital; The Japan-America 
Society of Washington, DC; National Aquarium of Washington, DC; National Building 
Museum; Smithsonian’s Arthur M. Sackler Gallery and Freer Gallery of Art; Smithsonian 
National Air and Space Museum; U.S. National Arboretum; among others. Each year, 
these participating organizations help create the robust daily schedule, and are 
promoted as official sanctioned events through all media channels and marketing 
efforts. 
   
The Festival engages the local college community through the Goodwill Ambassador 
Program. Annually, a group of college students or recent graduates are selected, 
comprised of talented, energetic individuals who have a true passion for international 
relations, community involvement, and the Festival. Goodwill Ambassadors act as 
official liaisons and have experience and interest in the culture of Japan. They are 
actively involved in many events and have the opportunity to meet the Ambassador of 
Japan and leaders in the DC community.  
 
The local artistic community is very involved in the National Cherry Blossom Festival. 
Local artists comprise the majority of performers on the Tidal Basin Performance Stage. 
Washington, DC’s Ballou High School has participated in the Parade for years, and 
performed at the Festival’s kick-off press conference. Local schools participate in the 
Youth Ambassador Program, learning about the history and importance of the gift of 
trees from the Festival’s Goodwill Ambassadors. Tree plantings bring cherry trees into 
the neighborhoods and region, engaging schools, libraries, and other groups to further 
the gift of trees.  
 
All events and programs throughout the National Cherry Blossom Festival strive to 
involve the community and promote community spirit and pride. Events are primarily 
free and open to the public to encourage the participation of all – uniting local, national 
and international communities.  The gift of trees and the Festival’s celebration of them 
transcend cultural boundaries and create common bonds among millions of people 
each year. 
  

Critical Components  - 
Community Outreach 



 

   

 

   

Supportin   



 

   

Emergency Preparedness Program 
 
Working with partners, the National Cherry Blossom Festival creates emergency 
preparedness plans for all events produced in-house, including programming on 
National Park Service land (Tidal Basin activities, Blossom Kite Festival, National 
Cherry Blossom Festival Parade®, among others).  The Festival works with the 
organizations below to review and develop emergency plans and presents plans to a 
task force:  
 
• Department of Consumer and Regulatory Affairs 
• Department of Health (reviews health and safety plans) 
• Department of Public Works (plans for trash removal and tow trucks) 
• Department of Transportation (public space and street closings) 
• Emergency Medical Services 
• Homeland Security and Emergency Management Agency 
• Metropolitan Police Department 
• National Park Service  
• United States Park Police 
 
A series of pre-planning meetings were held with the National Park Service and Park 
Police to discuss emergency management during the 2013 Festival. The National Park 
Service and Park Police disseminated emergency preparedness plans, and information 
was relayed to event staff along with emergency information to have on-hand at events.  
 
Detailed plans are also followed  in the event of lost children, working again with Park 
Police onsite at events, and utilizing radio communication to ensure safety.  Various 
scripts were created in case of an emergency or weather-related concern (and did not 
need to be used).  
 
The staff lead for each event reviews emergency plans with the District of Columbia Fire 
and EMS Department, ensuring contingency plans and procedures are in place and 
know how to be followed in the event of an emergency.   
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City in Bloom 
The successful second annual City in Bloom campaign, presented by Capital One Bank, 
visually united and energized the region. For the first time, the campaign’s reach 
extended to Japan, engaging Blue Note Tokyo and Hard Rock Café Tokyo in 
participation with pink lighting.  
 
The City in Bloom exemplifies regional collaboration at its finest and creates a unified 
visual presentation of spring. City in Bloom spread the spirit of spring throughout 
streets, buildings, and residences of the area. Iconic buildings, transportation hubs, 
businesses, as well as individuals, join to help the Festival showcase spring in DC. 
Capital One Bank, the campaign’s sponsor, aligned with the effort because of its 
commitment to propel the beauty of the blossoms throughout the region. 
 
The campaign was a focus at the kick-off press conference. Pedicabs and taxis, 
outfitted with bright pink blossom decals, lined the street outside the Newseum for 
media to view upon entrance, resulting in two stories about the program just that 
morning, on radio stations WTOP and WETA. When lighting nights started, The 
Washington Post covered the event, resulting in three large images of participating 
buildings on page A1, above the fold.  
 
Participants utilized blossom projections as well as pink lighting (from March 27 through 
March 31). Categories of participation included:  
 
• Iconic buildings – the historic John A. Wilson Building; Ronald Reagan Building and 

International Grade Center 
• Transportation hubs – Baltimore Washington International, Washington Dulles 

International, and Ronald Reagan Washington National airports 
• Public transportation – The D.C. Taxicab Commission and the Washington 

Metropolitan Area Transit Authority endorsed the program, placing blossom decals 
on taxis and inside metro stations respectively 

• Business and storefront windows – Brookfield Office Properties at 1625 Eye Street, 
NW; Golden Triangle BID; One Franklin Square at 1301 K Street, NW; VIDA Fitness 
locations 

• Area attractions – Arena Stage; Howard Theatre; Mazza Galleria shopping center; 
Newseum; Union Market 

 
The campaign represents the region’s growing commitment to unite in support of the 
Festival and create a strong presence of the Festival well beyond the blossoms at the 
Tidal Basin.  
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Special Programs – City in Bloom – Supporting Materials 
  
 

 
 
  



 

   

Special Programs – City in Bloom – Supporting Materials 
Media Clips 
  



 

   

Special Programs – City in Bloom – Supporting Materials 
  
Online store and products offered 

 
 
 
 
 
  



 

   

Petal Pass 
The Petal Pass Program provided springtime savings to cardholders. Presented by 
Capital One Bank, the free keepsake pass was only available at 225 neighborhood 
Capital One Bank branches, and unlocked exclusive offers and savings at local 
attractions, restaurants, food trucks, retailers, fitness centers, and more from March 20 
through April 30. Awareness came through printed materials, the app, website, e-
newsletters, and media outreach. Media partner WASH-FM 97.1 promoted the pass and 
gave away prize packs to listeners valued at $500. Locations used a decal to mark 
involvement. In its second year, there were 43 participants and 916 locations total: 
• Ben’s Next Door - 15% off final bill 
• Bike and Roll - $5 off a full day bike rental  
• Coffee Express - 15% off a special latte or lemon ginger tea 
• Corcoran Gallery of Art - free coffee mug with every purchase over $4 
• Entertainment Cruises - 15% off certain cherry blossom sightseeing cruises 
• ESCADA Cherry in the Air - samples at 25 Kohl’s stores; free gift basket with 

purchase 
• Fairfax County Visitor Center at Tysons Corner Center - free gift while supplies last 
• Georgetown Cupcake - 15% off cupcake purchase at participating locations 
• Hair Cuttery - $3 off services $25 or more 
• Home Rule - 10% off every purchase 
• The House of FalaFel - 15% off any item 
• Johnson’s Florist and Garden Centers - $20 off purchases $75 or more 
• Jordin’s Paradise - 15% off all memberships 
• Kabob Palace - 15% off purchase  
• Krispy Kreme Doughnuts - 2 dozen doughnuts for $9.99 at participating locations  
• Macy’s Metro Center - 10% Visitors Savings Pass 
• Madame Tussauds Washington D.C. - buy one ticket and get one ticket free 
• Newseum - 10% off general admission with Petal Pass card (restrictions may apply) 
• National Museum of Crime & Punishment - 15% off admission 
• Phillips Flagship Restaurant - $10 off purchase of $50 
• Phowheels - 15% off purchase 
• Pinkberry - Buy one small frozen yogurt and get one Greek yogurt free 
• Royal Chicken and Gyro - 15% off purchase 
• Sculpt DC - 15% off all cycle and yoga class packs among others 
• Spirit Cruises - 15% off of a cherry blossom sightseeing cruise 
• SUBWAY® - free 21 oz. fountain drink with the purchase of any footlong sub 
• Teaism - free hot or cold tea with any purchase of $5 or more 
• Textile Museum - 30% off any regularly priced item 
• Thomas Pink - complimentary pair of woven button cufflinks with $100 purchase  
• T.G.I. Friday’s - free appetizer, an $8 value 
• Vida Fitness - $15 one-day pass or a 12 visit punch card for $100 
• WalGreens - free 8X10 photo with purchase of $4.99 of in-store photo processing 
• Washington Home and Garden Show - buy one, get one free admission 
• What The Pho? - 1 Summer Roll free with the purchase of a meal 
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Special Programs – Petal Pass – Supporting Materials – 
Promotional Items 

 
 

  

E-blast 

Article in Official Guide 



 

   

Special Programs – Petal Pass – Supporting Materials – 
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Special Programs – Petal Pass – Supporting Materials 

 
  

Petal Pass  

Store Window Decal 



 

   

What did you do to update/change the event?  
The 2013 Festival was tasked to be as impactful on the Washington, DC community 
following the five-week Centennial Celebration of the gift of trees in 2012. The Festival 
met the challenge by successfully focused on key areas:   
1. Identifying, securing, and expanding marketing partners 
2. Adding new, fresh and innovative programming  
3. Increasing active community engagement and ensuring the sustainability of the 

Festival  
 
Identifying, Securing, and Expanding Marketing Partners – cooperative 
partnerships were key, with more Festival sponsors than ever before participating in co-
branding and cross-promotions. These efforts included joint advertising with Pepsi and 
Capital One Bank via print and radio as well as signage on Pepsi trucks, Metro rail 
public transportation, and more. The city’s official convention & tourism corporation, 
Destination DC, helped expand national reach through joint advertising and the 
participating hotel program. Varied media partners helped draw diverse audiences. 
 
New, Fresh, and Innovative Programming – from the Festival and participants:  
• Spring activities at the Jefferson Memorial included Zumba, Bollywood dance, 

and meditation. The blossoms and monument provided an outstanding background 
for active participation.  

• Taste of Japan was formed from the Grand Sushi Sake Tasting held in prior years. 
Admission included sake and craft beer tastings from almost 20 Japanese brewers 
in town especially for the event, with a selection so rare, most were unavailable in 
the U.S. Top Japanese restaurants also offered delicious cuisine.  

• Tidal Basin Performance Stage moved from the base of the Washington 
Monument to the Tidal Basin among the cherry trees and in the midst of Festival and 
National Park Service hospitality and welcome centers. The new location was the 
perfect spot to engage even more attendees with over 140 performers taking the 
stage over 21 days.   

• Interactive Audio-Visual Lantern Field presented by the Festival, the Freer Gallery 
of Art, and Virginia Tech. Inspired by traditional Japanese lantern festivals, the field 
was created by architect Aki Ishida with a team of student and faculty designers from 
the university. As visitors moved beneath illuminated paper lanterns, the lights and 
ambient sound created by the field changed in response. The event earned a full 
page spread with photos in The Roanoke Times.  

 
Increasing Community Engagement and Ensuring the Sustainability of the 
Festival A full-time position was added to focus exclusively on external relations, 
developing new relationships and enhancing existing. Outreach included official 
participating organizations, restaurants, and businesses. The dedicated efforts for 
relatively new programs, City in Bloom and Petal Pass, ensured successful growth, 
resulting in 18 lit buildings and 43 Petal Pass participants and offer at 916 locations.  
The position was a key strategic decision in order to continue actively engaging the DC 
community and expanding throughout the region. 

Supporting Questions 



 

   

Measureable Results  
 
Identifying, Securing, and Expanding Marketing Partners 
A record 1.6 million people enjoyed the 2013 Festival. Marketing partnerships were 
stronger than ever before, valued at $2.6 million. They greatly extended the Festival’s 
reach and impact throughout the region and beyond. Partners and participants also saw 
records due to the increased attendees:  

• Guest Services, Inc., enjoyed an increase in concession sales of 50%. 
• Metro had over 870,000 riders in just one day, the fourth highest ridership in its 

history. 
• Capital Bikeshare had 11,300 rides on April 13, the most trips taken in one day; 

and approximately 74,000 trips were taken on weekends during the Festival. 
 

New, Fresh, and Innovative Programming 
Diverse offerings helped secure both media and public interest. Throughout signature 
events, attendance increased 10-15% across the board. Expanded artistic and 
energetic activities helped diversify the offerings at the Tidal Basin, encouraging more 
interactive participation. The Smithsonian’s Freer Gallery of Art and Arthur M. Sackler 
Gallery drew over 95,000 people in just one weekend, which included the special 
Interactive Audio-Visual Lantern Field installation event. 
 
Increasing community engagement and ensuring the sustainability of the Festival 
The dedicated external relations role was crucial in maintaining and forging new 
relationships. Business and community involvement also increased in both the City in 
Bloom and Petal Pass programs, and strong offerings from participating organizations 
and restaurants were maintained.  
 
The City in Bloom was expanded with not only local participation in lighting, but 
international participation with two businesses in Tokyo joining. Thousands participated 
overall. The Petal Pass Program earned 43 participants that delivered savings and 
special offers to cardholders at 916 locations, a surge in participation. Marketing efforts 
surrounding the Petal Pass program helped strengthen awareness, with participants 
utilizing a window decal alerting attendees of their offers, as well as increased presence 
in both the Festival website and mobile App.   
 
 
Strong marketing partners, innovative programming, and 
community engagement helped position Washington, DC 
as the springtime destination, and continued to build a 
strong foundation and level of support for the future.   
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What makes the event stand out as an internationally 
recognized event?  
 
The National Cherry Blossom Festival…  
 
…delivers the brand of Washington, DC in the spring to the world, creating 
exceptional exposure for the city.  By engaging prominent entities, government and 
business leaders, and the hospitality industry, the Festival is a vehicle for significant 
reach and impact on millions of people – to record levels in 2013.  
 
…is a recognized top destination, once again chosen as a Top 100 Event in North 
America by the American Bus Association. New this year, it was chosen as a Top Pick 
for a Family Vacation in DC by AAA travel editors. 
 
…attracts world-renowned artists and is a conduit for cultural experiences. The 
Opening Ceremony is positioned to mark the official anniversary of the gift of trees with 
outstanding talent from both the U.S. and Japan, entertaining a crowd of 6,000. Aspects 
of traditional and contemporary Japanese culture are on display throughout events. The 
Sakura Matsuri – Japanese Street Festival is the largest of its kind in the United States, 
featuring over 30 hours of live performances and martial arts demonstrations in one 
day.  
 
… engages international participation in Japan, with two restaurants in Tokyo taking 
part in City in Bloom, as well as working closely with the Embassy of Japan to secure 
Japanese artists at events including the Opening Ceremony  
 
… earns attention from media around the world. Despite having access to complete 
tracking, we know the Festival earned coverage from all major Japanese news outlets 
including Nippon TV, NHK television, Fuji TV, Jiji Press, and Kyodo News wire, among 
others. Spokesmen conducted interviews with Aliraqiya (the Iraqi state TV channel); Al 
Jazeera; various outposts of Voice of America; and received significant coverage from 
Agence France Presse (AFP) and Reuters UK wire stories.   
 
 
The Festival unites people from all backgrounds and 
cultures for a one-of-a-kind experience at a superior value, 
creating memories that last a lifetime. 
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Why should the National Cherry Blossom Festival win the 
IFEA / Haas & Wilkerson Grand Pinnacle Award?  
 
Facing the challenge in 2013 to surpass or even maintain the level of excitement and 
engagement surrounding the 2012 Centennial Celebration, the 2013 Festival, with its 
partners and supporters, exceeded expectations and created new records.  The 1.6 
million attendees helped ignite the local economy, leaving a lasting impact. The Festival 
is an unparalleled springtime experience.  
 
All eyes are on Washington, DC with a robust media and marketing campaign that 
continually surpasses previous levels, reflecting the palpable anticipation for the Festival 
and transition from winter to spring each year. 
 
Beyond records and numbers, the Festival continues to engage the region through 
community, youth, and environmental programs, ongoing initiatives to help protect the 
legacy of the gift of trees.  
 
Each year, the National Cherry Blossom Festival brings innovation and creativity to a 
tradition firmly rooted in history. The Festival strives to keep events accessible and join 
people from all backgrounds, helping families create cherished memories.  
 
The Festival continuously looks to the future and implements programs to ensure its 
sustainability and legacy of the gift, for all future generations to enjoy.  

 

Supporting Questions 


