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Introduction 

Cheekwood Botanical Garden and Museum of Art is an organization that promotes art 

and nature to its visitors; founded by the Cheek family in conjunction with the Maxwell House 

coffee company, the mansion and its grounds display art exhibits, host community events, and 

allow for tours of its extensive horticultural holdings. It is currently run on a $3 million 

endowment and relies on donations from the community and corporations. Cheekwood is 

considered an important historic relic in Nashville. 

Overview 

 Cheekwood is an interesting and somewhat nontraditional organization in greater 

Nashville; with daily fees and membership fees, it does gear toward the part of the population 

with a higher socioeconomic status. However, it is affordable to visit on occasion, especially for 

tourists. Cheekwood’s online presence should be monitored because of its reliance on donations; 

its website does not allow for comments or public discussion, and therefore, it is necessary to 

monitor Cheekwood’s brand elsewhere through social media. 

Methodology 

 In order to adequately audit Cheekwood’s social media buzz, I used several tools to 

efficiently follow the conversation; I utilized Hootsuite, Google Alerts, and Socialmention.com 

(Keywords: Cheekwood, Cheek Wood, Cheekwood Botanical Garden and Museum of Art). 
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Through these monitoring tools, I was able to find tweets, articles, blogs, and comments that 

reflected the conversation well; these sites include Citysearch, Garden Rant, Flickr, Facebook, 

Instagram, Tripadvisor, Twitter, the Tennessean, and Klout. I determined the credibility of the 

sites by deducing whether or not the organization itself was involved in the construction of the 

site, how well a specific site was put together, but also, the level of the general public’s 

involvement with the construction of the posts. I began monitoring on November 1, 2011 and 

ended November 21, 2011. 

Findings 

 During this 20-day audit period, although its presence is mostly exclusive to Nashville 

and its tourists, Cheekwood had a solid flow of mentions, discussion, and photography influx 

across social media networks. First of all, its exhibits bring in many tweets and “likes” on 

Facebook; currently, the Train display and the Wild West exhibit have brought in many visitors 

to the physical location as well as to the virtual conversation. With all of the photos posted of 

these two exhibits throughout the audit period, it is easy to deduce that it is a visually stimulating 

experience for both children and adults. Not only does buzz exist regarding current exhibits, but 

the Chihuly exhibit from over one year ago still resonates in the social media conversation. There 

are newly updated comments from the beginning of November on Tripadvisor that reviews the 

past exhibit and bolsters Cheekwood to an extent, while still mentioning night lighting 

improvements. Cheekwood exhibits leave lasting impressions.  

 Cheekwood’s special events, weddings in particular, and setting in general influence a 

good portion of conversation and photography sharing. The botanical garden element of 

Cheekwood resembles a very Eden-like setting, which tempts those with the financial means to 

host their weddings there. Wedding and nature photography saturates Twitter, Facebook, Flickr, 
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and blog posts, which include positive comments on the beauty of the surroundings. These 

events and photography represent a higher socio-economic class, which could seem exclusive, 

but one blogger from “Garden Rant” comments, “Sometimes formality really hits the spot.” 

Cheekwood’s allure consists of this old-world, formal feeling that an urbanized population is 

attracted to. 

 Perhaps the most important occurrence during this audit period, though, is Cheekwood’s 

monetary issues. On November 15, 2011, an article was released by the Tennessean, and Twitter 

“blew-up,” in a sense, with article sharing and conversation about Cheekwood’s financial crisis 

and plan to increase its endowment from $3 million per year to at least $30 million (up to $50 

million.) This new campaign to increase revenue would include charging for parking and 

children under six, as well as selling a small house that resides on the property. With this sudden 

and desperate attempt to increase funds, news releases via News Channel 5 have video interview 

footage with a plea for donations. The response comments to the news articles were fairly 

positive, although there is some upset over the seemingly astronomical prices of food and tickets 

already. One reader even went so far as to make the suggestion that Cheekwood should lower 

their prices as to increase attendance, and therefore, increase revenue in the long run. In all of the 

chatter about these money issues, the organization itself did not respond to or interact with any 

concerns, comments, or suggestions made by the public. 

 Cheekwood’s Klout score is a decent summary to this short audit; although Cheekwood 

has not registered with Klout, its score is 36, which is decent, but inadequate when trying to 

reach multiple groups and corporations for support and donations. On Twitter, one follower 

invited Cheekwood to join Klout, but as of now, there has been no response.  
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Conclusion 

 Although there is positive conversation about Cheekwood’s events and visual 

experiences, the organization itself does not seem to interact or respond to any comments or 

criticism by their patrons and key publics. Cheekwood’s website is highly outdated, as the 

“Critic’s Corner” section is simply a list of “favorite” comments. There is no outlet for two-way 

communication via Cheekwood’s website; the organization does have Twitter and Facebook 

accounts, but there seems to be no interaction between the brand and the public. Also, 

Cheekwood has not commented on the endowment buzz via social media; this may be dangerous 

for the organization later if they do not participate in the conversation. Cheekwood may be aware 

of the joy its exhibits and events bring, but they seem to ignore any negative criticism of the 

experiences or potential plans. Cheekwood needs to engage in its own conversation, open up 

public commentary on its own website, and respond to the commentary and suggestions of the 

public.  

 

 


