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ABOUT City Nation Place
City Nation Place provides a forum for cities, nations, 
and places to collaborate and share best practice 
on place branding and place marketing strategies in 
order to generate sustainable tourism and economic 
development, build cohesive communities, and 
encourage global cooperation.

Alongside the City Nation Place Global conference 
which was first launched in London in 2015, City 
Nation Place has established a number of must 
attend events for engaged decision-makers around 
the world who are actively involved in developing and 
implementing place brand strategies. Citynationplace.
com provides a hub of place brand and marketing 
knowledge and insights, discussing key trends, 
providing strategic insights, and sharing case studies 
of best practice through articles and webinars. 

In January 2021, City Nation Place Connections 
was launched, a new membership initiative to foster 
greater collaboration and knowledge sharing.

Thank you!
A huge thank you to everyone who contributed 
to this report by reviewing content, sharing their 
experience, and providing a listening ear when 
needed. 

Particular thanks go to Caio Esteves, Dan Holowack, 
& Jeannette Hanna for contributing their knowledge 
to the report and for being so generous with their 
time.



Citizen engagement is one of the foundational pillars of a place brand strategy. You can choose 
to run a destination marketing or investment promotion campaign without consulting your 
citizens, but there is no long-term success for a place brand strategy without community 
buy-in. People are places, and places are people – but residents often have the quietest voice at 
the stakeholder table.

The past year has seen a refocussing of 
attention, particularly for destination marketing 
organisations. As we entered near global 
lockdown, tourism promotion campaigns were 
pulled from the market and in their place many 
DMOs adopted a local-centric approach to 
their communication strategies. However, this 
was by no means isolated to DMOs as places 
around the world began to re-evaluate the 
importance of their citizens - something that 
was made apparent in our 2021 survey report 
on the evolution of place branding.

The notion of there being silver linings to 
sixteen months of social and economic 
devastation is an alien one. However, it’s 
undeniable that many places have also taken 
the opportunity to reset their strategies and 
redefine what they want to achieve for their 
city, nation, or region – and in doing so, have 
put their communities front and centre. After all 
place branding isn’t something to be done to 
your place, but with your place.

But first, what do we really mean by citizen engagement?
As with many terms in the place branding sphere, there is no real consensus on what citizen 
engagement means. Broadly speaking, there are three areas that we see in reference to ‘citizen 
engagement’:

1
Communicating with your citizens as 
‘residents’ – including advocating for the 
economic impact of your strategies and 
ensuring that any burden placed on your 

community is balanced and outweighed by 
the benefits.

Amsterdam is a great example, having taken 
an active stance to managing the impact of 
tourism on their citizens following increased 
dissatisfaction from their residents. 

INTRODUCTION

Example of Amsterdam’s messaging to disourage negative behaviour.

Research from the 2021 City Nation Place Survey shows that citizen 
engagement is being put in the spotlight.

49% of respondents 
focussed a 
quarter or more 

of their time on their citizens

https://www.citynationplace.com/connections/evolving-place-branding-strategies-for-new-challenges


“Cities were built by people who decided to live together. So the residents – the people that 
live there – are the people that own the city,” shared Geerte Udo, CEO at amsterdam&partners. 
“We’re welcoming visitors, we’re welcoming conferences, we’re welcoming companies, but 
always with an added value for citizens and the people who live there.”

Amsterdam have taken a multi-tiered approach. Messaging around the city aims to deter more 
distasteful tourist behaviour, while changes to the long-term strategies for the city target 
visitors and investors who will contribute to the city’s overall vision. And on a policy level, new 
regulations aim to increase the liveability of the city centre by limiting the number of ‘tourist 
trap’ shops and short-term rentals which discourage locals from living in the city.

2
Creating your place brand strategy in conjunction with your communities – including 
long-term consultation approaches to embed an authenticity in your brand values and 
communications. 

Taking a city – or a nation! – with hundreds of thousands of different perspectives and distilling 
it down to create the core values and positioning for your strategy is undoubtedly a challenge. 
But it’s also critical for buy-in and is what differentiates a holistic place brand strategy from a 
short-term marketing campaign.

Lithuania, for example, underwent a detailed 
consultation process to launch their own 
nation brand. Following several unsuccessful 
attempts over nearly two decades, Lithuania 
embarked on a national analysis of Lithuania’s 
reputation – both locally and in key markets. 

Over 400,000 individuals were reached in 
an 8-month project, directly informing the 
strategy of how to present Lithuania abroad.
And the consultation hasn’t stopped there 
either. A recent campaign surveyed 10,000 
Lithuanians to identify their national cuisine 
– something which had slipped from the 
national mindset after decades of Soviet 
occupation.

As well as raising awareness, the project 
identified the 15 most popular dishes which 
are now available at hundreds of participating 
restaurants as part of the National Menu.

3
Building civic pride – including working with citizens as ambassadors of your place and 
encouraging your community to adopt and use your place brand strategy.

A place brand strategy is unlike that of any other commercial brand, because all of your 
residents are unwittingly marketing your place for you. A thorough consultation process goes 
a long way to making sure that your messaging aligns with the values that your community 
already holds, but if you can convince your community to work alongside you, you’re able to 
drive far more impact.

Elkhart County, Indiana, challenged the misconception that there’s ‘nothing to do’ in Elkhart. 
This isn’t necessarily an Elkhart-specific challenge – young people in particular are prone to 

Day 2 of Lithuania’s National Menu, celebrating and promoting the 
nation’s forgotten gastronomic identity.



feeling their hometown is ‘dull’ - but Elkhart’s Vibrant Communities programme tied economic 
growth to quality of place and aimed to inspire people to love Elkhart County.

A series of community meetings, work groups, 
and surveys helped to identify a list of projects 
and actions to improve what was available to 
the community. More than that, it helped to create the social infrastructure that supported and 
built a community brand and encouraged everyone to communicate their story in one voice.

Restructuring for long-term success
While there are a lot of very comprehensive citizen engagement strategies, we also see a 
number which end at either the occasional resident perception survey or simply showcase 
residents in destination marketing or investment promotion as shining beacons of place values.

We don’t want to say that these tactics 
don’t have a place in citizen engagement 
– as we said, your citizens are the soul of 
your city and therefore a core component 
of what differentiates your proposition. 
Amplifying your citizens’ stories makes 
perfect sense. Likewise, resident perception 
surveys are important indicators of the 
effectiveness of your place brand strategy.

But in the interests of making your citizens 
a more integral element of your planning, 
strategy, and implementation, how can we 
go beyond this?

What can we do to dig deeper, to go further with our approaches, to drive higher and more 
meaningful engagement?

We’ve identified three key challenges for places looking to evolve their citizen engagement 
strategy as we rebuild after the pandemic:

• Building and supporting a sense of 
community through your strategies

• The confluence of high tech and high touch 
on the engagement continuum

• Ensuring your place marketing is inclusive

Working in tandem with a select group of experts, 
we’ve collated thought leadership, innovative case 
studies, and inspiring quotes, to help you address 
these challenges and to restructure your citizen 
engagement strategies to drive long-term success.

‘Love where you live, and live where you 
love’: the Elkhart County motto.

Research from the 2021 City Nation Place Survey demonstrates intent to 
increase investment in Resident Perception surverys as citizen-centric strategies 
become more prevalent.

Residents in Eindhoven were so taken by 
the innovative re-positioning and open-
source brand for the city, that some 
people had the city logo tattooed on to 
them! 



Caio Esteves,  GLOBAL MANAGING PARTNER OF Placemaking,
Bloom Consulting

Community engagement & Collaboration as 
agents of transformation

Recently, terms such as engagement and collaboration have become more common in 
the sphere of cities and places. It is important to clarify the differences within the scale of 
engagement. IAP2 defines this scale as going from informing to empowering in the so-called 
Spectrum of Public Participation. There is a great difference between these two extremes, from 
listening to the community and further involving its people in the process itself. Understanding 
this difference is the first step towards creating more efficient and collaborative processes.

It’s important to mention that involving people is not always easy and because of this, it 
is essential to always think of fun, when possible, and friendly methods of involvement. A 
collaborative process should not feel like a condominium meeting, keep this in mind.

Over the past few years, we have developed dozens of collaborative processes within place 
branding and placemaking projects. They are now part of the way we understand places from 
the community perspective, agreeing that the community is in fact the expert when talking 
about something as specific as where they live, play, or work.

Community engagement may seem like a natural process to the public sector when it comes 
to developing cities, but we’re increasingly using this approach with real estate developers 
connected to planned community projects. At Bloom Consulting, we call this process 
Placemaking I.D.©. In addition to a broad methodological arsenal, Placemaking I.D.© highlights 
collaboration and community engagement as two central pillars in the creation or qualification 
of places. 

Downtown Campo Grande, Brazil 
This was an emblematic project which took place on 
the main street in downtown Mato Grosso do Sul, the 
capital city internationally known for the “pantanal”, one 
of the Brazilian biomes and a major tourist attraction. 
The street was nearly 100% commercial use and had 
been renovated by the city. We were invited to create a 
new positioning for the place in addition to developing 
guidelines for occupation of requalified public space. As 
it was a project within the municipality and Sebrae, with 
the I.D.B. as a sponsor, we used all the tools available for 
engagement and collaboration with local citizens. From 
digital platforms to workshops with Lego blocks, we pulled 
out all the stops, including post-it panels on the streets. 
More than 500 people were involved in the co-creation 
workshops and thousands of people were directly or 
indirectly impacted by the collaborative actions spread 
throughout the city. 

The actions taking place in public areas directly attracted 
those who passed by - the direct users. The co-creation Overhead shot of Campo Grande, Mato Grosso do Sul

https://cdn.ymaws.com/www.iap2.org/resource/resmgr/pillars/Spectrum_8.5x11_Print.pdf


workshops were divided into identity/behavioural groups, always designed as a sort of specific 
panorama of the community. We searched for results and conflicting points on a range of 
subjects including security, culture, sport, tourism, the elderly, and students for example. These 
were only some of the 25 groups organized, each with up to 25 people.

In the midst of all the community engagement 
projects, it’s worth mentioning that although 
it starts from the inside out, stakeholders 
beyond residents were involved, traders, 
businesspeople, city hall, social organizations, 
police force, traffic department, visitors and a 

plethora of others were involved in the process. It was, and is, precisely this diversity of visions 
that contributed to both the understanding of the place and its orientation through an effective 
project. 

The community’s participation in this type of project aided in our promotion of cultural events 
as a way to prove the development’s viability and its ability to both attract new target audiences 
as well as encourage local community members and stakeholders to further engage with their 
own surroundings.

Far beyond qualified inputs
It may seem obvious to collect qualified data during the engagement and collaboration process, 
but in addition, there was a consequential positive effect - the beginning and strengthening of 
the sense of community and belonging.

While there is a great deal of information that can be obtained through other methodologies - 
including digital - the role of these physical, community based interactions in building a sense 
of belonging is worth all the effort involved. With different views and different ideas, gathered 
through a mix of modern and conventional approaches, we learn more about the place and its 
people.

 The image of cities has gone from being 
 about the skyline or the products or the 
industries of these cities, to being about this 
human scale experience.
Ethan Kent, SVP, Project for Public Spaces

Thinking outside the box: broaden your engagement with placemaking initiatives
Minecraft may have launched in 2009, but its popularity continues to soar. Over lockdown, 
Minecraft reported a staggering 90% increase in multi-player sessions, and over 132 million 
monthly active players. And while the game does offer a battle mode, at its heart Minecraft is a 
sandbox that encourages users to think creatively about their environment.

It’s this which has driven Minecraft’s unexpected success as a tool to facilitate community 
engagement in placemaking - particularly with groups who typically interact less with urban 
development initiatives, such as children or women. 

The UN’s Block By Block project begins by re-constructing 
a neighbourhood or area in need of revitalisation within the 
Minecraft platform, before asking local residents to re-make the 
space with the refurbishments they would hope to see. More 
than 30,000 people have participated in community workshops, 
including women, children, refugees, disabled residents and 
more - all groups who are less likely to speak up at a traditional 
community forum, if they’re invited at all.

Relying solely on your existing arsenal of community engagement techniques will hinder your 
attempts to empower new voices, and as technology impacts the way we interact with each 
other and the world, finding new, innovative ways to meet people on the platforms they’re 
already using is the first step to securing engagement in the long-term.

Minecraft is being used by the UN to redesign 
cities.

Further thinking...

https://www.windowscentral.com/minecraft-crosses-131-million-monthly-active-users
https://socialinnovationexchange.org/insights/thousands-young-people-are-using-minecraft-redesign-their-cities
https://socialinnovationexchange.org/insights/thousands-young-people-are-using-minecraft-redesign-their-cities


Jeannette Hanna,  Chief Strategist,  Trajectory

“High Tech” meets “High Touch” – working 
the engagement continuum 

Bang! It happened almost overnight. The super-charged adoption of online consultation and 
engagement tools emerged, out of necessity, when the repertoire of town halls, world cafés, 
hack-a-thons and other in-person interactions evaporated with pandemic lock-downs. Online 
platforms – Zoom, WebEx, Microsoft Teams, Miro, Howspace, Metroquest, and Nextdoor 
to name just a few – helped fill the void of human connections. But COVID-19 has also laid 
bare huge disparities in digital access and barriers to inclusive decision-making that must be 
addressed. Places that value meaningful engagement will need to embrace a “high touch / high 
tech” continuum in the future that enables people to share experiences and co-create in more 
equitable, creative ways. 

The good news is that as a result, our public engagement toolkit has expanded dramatically by 
integrating cost-effective digital platforms alongside in-person experiences. This gives every 
place the opportunity to create far more accessible, transparent and meaningful dialogue 
involving greater diversity of voices and perspectives. By understanding the strategic value each 
mode delivers, you can create robust, relevant interactions that best serve your purpose and 
your community’s needs. 

Working the continuum
Every place is unique – there is no perfect recipe for public engagement. Yet you can maximize 
the value of your efforts by creating a multi-faceted strategy that considers these three 
fundamentals of the “high touch / high tech” continuum. 

1 
Purpose: As Simon Sinek always recommends, “start with the why.” What’s the purpose of 
your engagement? Engage is a verb with many dimensions: to induce to participate; to hold 
the attention of; to bring together or interlock. Clearly, sparking a basic level of participation 
(e.g. a simple rate-your- experience type of feedback) is a different challenge from 

holding someone’s attention for a more nuanced dialogue on complex issues. Bringing people 
together to explore new ideas or co-create practical solutions requires a very different order of 
interaction. Consider the whole life cycle of your project and what you need to understand or 
share at each phase of the process. 

2 
Reach: Reach is about scale. How broadly can you connect with people and communities 
effectively? It’s not just quantity that counts. You need to ensure that you’re involving a 
representative mix of experiences and views for a holistic view. Think broadly about the 
range of voices you need to hear from. Generally speaking, digital platforms serve a wide 

median of audiences but it’s important to bridge digital divides with others at the margins… 
seniors, kids, the homeless, immigrants, racialized or economically marginalized communities 
and so on. 

3
Insight depth: A quantitative survey will produce very different insights from an in-depth, 
one-on-one interview. Photos, audio clips and drawings will reveal very different patterns 
than word clouds and polls. But they are wonderful partners that complement each other’s 
natural strengths. The best strategies integrate qualitative and quantitative input as ying/

yang counterparts.



Integrated approaches
In designing their engagement strategies, 
these organizations wove together the best 
of high technology and high touch modes 
in highly effective and creative ways.

Reimagining the Library 
The Toronto Public Library (TPL) is the busiest urban public 
library system in the world, with over 100 branches serving its 
1,047,034 members. Keeping pace with customers’ evolving 
expectations and the needs of a dynamic, multi-cultural city 
is key to TPL’s success. The Toronto Public Library Experience 
360 initiative is an instructive example of a “high touch / 
high tech” continuum of engagement that used all of TPL’s 
communications channels. 

Designed to inform the library’s customer experience 
transformation, the program deliberately involved the full 
spectrum of library users, including voices often overlooked: 
kids and teens, immigrants, homeless people, seniors, as well 
as a broad array of local community groups. In each branch, 
special displays invited the public to write and draw in books 
or on “postcards from the future” about what services matter 
most to them. Online, the library used its own social media 
channels and web site to solicit input as well as encourage 
participation on the Neighbourland platform where the 
public could follow the evolution of the project and vote 
on ideas. Being a library, the standards for inclusive and 
accessible design were extremely high as well. 

The broad public input was supported by staff surveys and 16 different workshops designed to 
consider emerging customer service opportunities. All of the input was consolidated into six 
broad themes that shaped the development of TPL’s new customer service strategy and brand 
positioning. It’s a prime example of marrying purpose with reach and depth by empowering 
customers with easy-to-use tools that let them express their needs in meaningful ways. 

From simple postcard formats to online dialogues, 
Toronto Public Library brought its engagement tools to 
users in highly accessible ways.

 If the effort is both top-down and bottom-up, 
 soon everyone will forget the ‘place branding 
experts’ were ever there. The brand will feel organic 
and essential. It will come to feel like the city or the 
state’s DNA. Citizens will tell the story, in their own 
words, and act on it every day.
Todd Babiak, President & CEO, Brand Tasmania

Engaging your citizens can also drive your broader reputation
The City of Helsinki is making a mark as a testbed for innovative new 
technology solutions - small enough to trial, big enough to make an 
impact. This positioning is central to all their communications, even with 
their citizens.

Typically, May Day is a major celebration in Finland, with tens of thousands 
of people congregating in parks. To ensure that this didn’t happen during 
the early days of lockdown, the city offered an entirely virtual celebration. 
#VappuAtHome [MayDayAtHome] positioned the celebrations as a once 
in a lifetime experience and - as an added incentive - citizens were invited 
to join a concert in a virtual model of Helsinki. The concert was a huge 
success with 24% of the citizens in attendance. 

Creative approaches to citizen engagement can also help you work 
towards other strategies - as well as encouraging citizens to stay at home, 

I think 
all of us 

destinations 
need to be a lot 
more innovative 
in terms of 
making the 
future and not 
only reacting 
to it.

Laura Aalto, 
CEO, Helsinki 
Marketing

Further thinking...



Dan Holowack,  CEO,  Crowdriff

how do we ensure we’re inclusive when 
engaging citizens in our place marketing?

What do we need to do to ensure that our approaches are inclusive, that everyone is 
represented, that all your communities feel recognised within your strategy? 
Inclusivity for inclusivity’s sake is a great start, but if you want to actually make a difference, both 
in your community and in your business, you need it to be part of a larger strategic approach. 
Before jumping into things, first, seek to understand. Why does your place brand strategy need 
more representation? Who actually makes up your communities and travellers, and are those 
groups reflected in your marketing? How can you move from inclusivity for inclusivity’s sake to a 
strategic approach that can carry the destination or business forward?

For example, Black U.S. leisure travellers spent $109.4 billion on travel in 2019, representing 
13.1% of the U.S. leisure travel market (MMGY). Yet, how often do you see images representing 
Black travellers on DMO’s websites? When it comes to representation in team structure, it has 
long been proven that diverse teams outperform across industries and organization sizes. 
Companies in the top percentage for both gender and ethnic diversity are 12% more likely to 
outperform all other companies (McKinsey). 

Last year at CrowdRiff’s annual conference, SEE, we asked 3 BIPOC (Black, Indigenous, and 
people of colour) content creators and marketing professionals to share their advice on how 
to build a more inclusive destination. One of our speakers, Annette Richmond, recommended 
taking time to unpack preconceived notions. Use this four-point checklist as a guide:

Acknowledge your privilege. Do all people feel welcome and represented in your 
destination? 

Learn and unlearn. Listen to people from under-represented communities and unlearn 
your biases. As a starting point, use social media to poll segments of your audience to see 
if they feel welcome at your destination.  

Advocate. Research under-represented demographics in your community. Then amplify 
those voices.  

Represent. Create a strategy so that your destination is more representative of the people 
that not only live there but also the people you want to welcome as travellers. 

Top tips for reaching a range of ethnicities, ages, sexualities, marginalised communities:
When talking about representation in place branding, employment, and research, it’s important 
to remember that it means more than just race, gender, or cultural diversity. Representation also 
covers disability, sexuality, age, race, religion, and so much more. There isn’t a finite list of all the 
different types of people you need to represent, but it’s instead about embracing, representing, 
and celebrating all of our intersecting identities.

The following ideas came from the SEE speakers I previously mentioned, and under-represented 
members within our community of 800+ travel and destination brands. 

If you haven’t yet taken these steps, they’re an excellent place to start. However, keep in mind 

https://www.mmgyglobal.com/news/black-u-s-leisure-travelers-spent-109-4-billion-on-travel-in-2019-according-to-new-report/
https://www.mckinsey.com/featured-insights/diversity-and-inclusion/diversity-wins-how-inclusion-matters
https://crowdriff.wistia.com/medias/db44emgrm6


that no two destinations are alike—what works will vary across geographies, organizations, and 
teams. 

1. Reshare content from diverse creators in your marketing and place branding, from 
both those who have visited your destination and who are doing great work in the 
community. 

2. Interview, profile, and promote Black, Indigenous, or other minority-owned 
businesses in your community. In addition to featuring locals who may have lived in 
your community for years, remember to include newcomers who have moved or 
immigrated to your destination. 

3. Audit the imagery in your marketing and advertising to reflect your community and 
the travellers you want to attract.

4. Work with BIPOC and other marginalized content creators, and compensate these 
creators fairly.  

5. Partner with minority-owned tourism operators to elevate these communities and 
add relevant cultural context for visitors. 

Who’s done it well? What can we learn?
Both Travel Wisconsin and Visit Philadelphia 
have done a great job of reflecting the 
diversity in their community, partners, and 
travellers through visuals. 

Visit Philadelphia has a section on their 
homepage specifically supporting the Black 
community and consistently reflects this 
community in their marketing. 

Travel Wisconsin created a visually engaging 
guide to feature their many Black-owned 
businesses. They used CrowdRiff to source 
imagery from thousands of businesses across 
the state, organize them alphabetically, and 
created a user-generated content gallery for 
each business.

One important lesson we’ve learned by listening to folks from these communities is that to make 
a difference, the work is ongoing. Don’t ease up when you’ve overhauled your website or merely 
created a strategy to work with more under-represented creators. To truly commit, find ways to 
continually engage with residents, maintain connections with visitors, and further partnerships 
with members of these groups to always be improving your inclusive approach to citizen 
engagement.

Screengrab of Visit Philadelphia’s COMMUNITY board, supporting local 
coommunity groups & Travel Wisconsin’s guide.

Equitable development is critical as we recover from the crises of the past 18 months. To avoid further 
disenfranchising marginalised groups in your community, your place brand narrative needs to reflect their 
stories too. By acknowledging your challenges, you can work with your citizens and businesses to build 
back more equitably.

 If your branding is not connected to the real-life experience of people in the city, you cause a lot 
 of other problems. This happened during Green Capital year in Bristol. If I’m going to tell the world 
that everything about Bristol is absolutely fantastic and wonderful… We’ve got 25% of our kids in poverty – 
that’s an insult.  Then, when I tell the story of Bristol, they’re not even a part of it. There’s the confirmation 
that I don’t even want anyone to know about you[.] You sow the seeds of people saying, “I don’t matter to 
the city, because it doesn’t see me.” And it makes a lie of your branding. 
Mayor of Bristol, UK, Marvin Rees

Further thinking...

https://www.visitphilly.com/
https://www.travelwisconsin.com/article/photo-story/wisconsin-black-owned-businesses
https://www.travelwisconsin.com/article/photo-story/wisconsin-black-owned-businesses


FIVE KEY TAKEAWAYS to consider when creating a citizen 
engagement strategy

We’re fortunate at City Nation Place to be able to interact with cities, regions, and nations 
around the world and in all stages of their place branding journey - and we have never come 
across a place whose experiences are an exact mirror of another. But while there will never be 
one single roadmap for citizen engagement, there are some key points that every place should 
be taking into consideration as they plan their citizen engagement strategy...

1. Understand what the goal of your citizen engagement is.
Are you looking to unearth your place DNA? Do you want to advocate for the value of your 
organisation’s work? Are you trying to build community spirit? You might have multiple targets, 
but having a clear understanding of the end goal will help you to identify which approaches will 
deliver the most value for your citizens. 

2. Citizen engagement can’t be an afterthought - and it’s not something you can do once and 
be done with.
We live in a constant state of change - as individuals, as places, as a species. And as such, it’s 
crucial to have a continual relationship with your community to respond to new changes. The 
key to successful citizen engagement is ensuring that you have a two-way dialogue with your 
community; listening to your community is just as important as speaking at them - if not more 
so. Make sure you have a range of different approaches which deliver a range of insights, from 
quantitative through to anecdotal, and make sure you keep your finger on the pulse.

3. Actively reach out to community groups who are less likely to be involved.
It’s very easy to run a series of community workshops and be done with it. Or to say that the 
invitation was open to all of your community, and therefore your work is complete. Community 
groups who are already disenfranchised usually have a long history of having their voice 
disregarded - so why should they believe this time will be any different? Rather than working 
from the usual bag of tricks, think critically about which voices are missing from the table and 
find new ways of reaching them. Maybe you need to work with key community figures as 
ambassadors to give you credibility. Maybe it’s a drop-in session held at a community centre 
or a local park. Whatever it is, it’s our job as place leaders to create safe, and open spaces that 
promote conversation and collaboration.

4. Make it fun. 
You’re competing against a whole host of alternate distractions for your community’s attention 
- if you can make the process fun and interesting, you’re that much more likely to succeed. 
Whether it’s Lego, Minecraft, or a huge, interactive mind map, be as innovative as you can.

5. Leverage technology where appropriate, but don’t forget the human touch.
Technology can exponentially increase your reach, but it’s important that this is tempered with 
real conversations and physical interactions. A place is about community, about people coming 
together to build something that is bigger than the sum of its parts. And while technology is 
fantastic for resident perception surveys and broad-spectrum quantitative research, it’s just 
as crucial that you’re able to create a space that allows people from all walks of life to come 
together to collaborate in the creation of their place.

Interested in sharing your own story?
Get in touch...

Katie Parker, Head of Content
katie@citynationplace.com


