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We all know that 2020 has been a year of unprecedented challenges and 
accelerated change. As we all look forward to emerging from the worst 
impacts of COVID-19 and to a re-set that will address the underlying issues 
that the pandemic brought to the fore, City Nation Place has taken the pulse of 
the place brand and marketing community on the strategies that nations, cities, 
and regions are focusing on to aid recovery. 

Throughout 2020 we have identified emerging conversations around 
citizen engagement, organisational funding, collaboration, and sustainable 
development and so have chosen to focus on these four key areas in our 
questions. This resulting Report provides an opportunity for place brand and 
marketing leaders to compare notes and benchmark their own approach. 
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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. The Americas 
conference launched in 2017 and City Nation Place 
has organised events in Asia, Latin America, and in the 
UK for a specifically UK audience. 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. From January 2021, 
place brand and marketing leaders will have the 
opportunity to join our membership network, City 
Nation Place Connections, a new initiative to foster 
greater collaboration and knowledge sharing.

CONTACT
Clare Dewhirst 
Director, City Nation Place
clare@citynationplace.com
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Executive summary

This survey aims to provide a picture of how 
place brand and place marketing organisations 
are adapting their approaches in the wake of 
the challenges created by the global COVID-19 
pandemic of 2020 – and how they intend to 
structure their strategy for delivering recovery for 
their place economies.

Given their role in projecting place attractiveness 
to an international audience, the most common 
areas of activity for place brand and marketing 
leaders have all been hard-hit by the global 
pandemic: place economies, tourism, and 
investment confidence. As communities around 
the world have turned inward, prioritising the 
needs of their own citizens, our respondents 
have also shifted focus with 57% placing a greater 
emphasis on citizen engagement than in 2019. 
A primary objective is persuading citizens of the 
value and benefits of tourism and/or economic 
development, however, and just 32% of our 
respondents are currently investing in Resident 
Perception surveys, with only 26% planning to 
increase their investment in this KPI.

The survey reveals a mixed picture of how 
effectively stakeholders in the place brand work 
together. Our respondents suggested confidence 
in the effectiveness of the working relationship 
between political leadership and both tourism 
development and economic development teams 
which perhaps contrasts with previous discussions 
at City Nation Place conferences – perhaps the 
global crisis has provided a clearer alignment on 
objectives. When asked how they would like to see 
stakeholder collaboration in their place improve, 
there was a fairly even balance of comments 
suggesting they would like to see more effective 
relationships with the private sector and more 
effective collaboration between tourism and 
economic development teams. 

Place brand and place marketing organisations are 
grappling with funding challenges, with 60% of 
our respondents seeing funding reduced or greatly 
reduced through the pandemic. Whilst those with 
a greater percentage of public sector funding had 
enjoyed the greatest financial stability, 67% of our 

respondents were planning to increase private 
sector funding – perhaps in anticipation of the 
public sector having to pull back from funding to 
recoup the outlay necessitated by the pandemic. 
Several of the tourism-focused organisations 
responding to this survey mentioned working to 
establish Tourism Improvement Districts and there 
was general consensus around the need to find 
new sources of funds.

There is a clearer picture on intentions for greater 
place to place collaboration, perhaps motivated 
in part by the funding challenges now facing 
many place organisations. 14% of our respondents 
specifically highlighted they would be exploring 
new collaborative partnerships in order to secure 
more reliable funding streams, and many more 
respondents referred to collaboration in terms 
of advocating for funding or more effective use 
of resources. Respondents also expressed an 
enthusiasm to work with other places across 
broader objectives, including mutual sustainable 
development goals and joint marketing initiatives. 
57% of respondents are planning to increase 
place-to-place learning initiatives to share 
expertise and ideas.

The definition of sustainable development for 
place economies has broadened from a pure 
environmental focus to one that prioritises 
ensuring that the existing local community 
benefits from tourism and economic 
development, and that all development is 
focused on long-term impacts. Given the funding 
challenges mentioned above, it’s good to see that 
45% of our respondents intend to increase their 
focus on sustainability in their post-pandemic 
recovery planning, whilst 43% will maintain 
the same focus, and only 12% will reduce their 
focus on sustainability to priorities shorter-term 
demands. 93% of the survey’s respondents believe 
that having a sustainable approach to tourism or 
economic development provides a competitive 
advantage.

We’re excited to watch how these conversations 
continue to develop as places continue to take on 
an active role in shaping the future of our world.

57%
are placing a greater 
emphasis on citizen 

engagement than in 2019

45%
intend to increase their focus 
on sustainability in their post-
pandemic recovery planning
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This City Nation Place survey was carried out 
between November 13 and December 4, 2020. 
Attendees to the City Nation Place World 
Congress and subscribers to the City Nation Place 
Connect newsletter working within place brand or 

marketing organisations were invited to respond 
– for this survey, we wanted to hear from those 
working on the “frontline” directly for their city, 
nation, or place and not from the consultants or 
agency experts. We received 69 responses.

Our respondents

 Geographic breakdown  

 Place breakdown  

● North America
● Latin America
● Caribbean

●  Europe [including UK] 
● Africa 

● Australasia
● Asia
● No designation (2%)

39%

32%

6%

6%

6%

3%

4%

City 49% Region 28% Nation 19% Town 4%

[including State or County]
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32%35%

We asked our respondents to clarify the role their 
organisation had in working for the city, nation, 
or place. The greatest number of respondents, 
48%, represented organisations working across 
all areas of place attractiveness: attracting talent, 
investment, visitors, and building civic pride. Of 
the remaining respondents, 33% were focused 
on attracting visitors and developing the visitor 
economy, and 16% were focused on attracting 
investment and driving economic development. 
One respondent was focused purely on 
talent attraction and for the purpose of future 
breakdowns in this report, we are including their 
responses within the economic development 

group. Another respondent was focused purely 
on building civic pride and we have included 
them within the “all areas of place attractiveness” 
group when breaking down responses by type of 
organisation.

Our respondents

 Role in organisation  

 Chart header  

● Leadership role [Ministerial, Chairman, CEO, etc] 
● On the leadership team [Head of Strategy, Head of Marketing, Director, etc]
● Managerial or senior team manager

All areas of place attractiveness

Visitor attraction & tourism development

Investment promotion & economic development

Other

16%

33%

48%

 3%

33%

65%
of our respondents described 
themselves as working in a 
senior leadership position
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In our survey carried out at the beginning of 
2020, just as the pandemic hit, we were already 
seeing a greater focus on citizens, with 86% of our 
consultant respondents recommending that their 
place branding clients use resident perception 
surveys as a key KPI to measure the success of 
place brands and place marketing, and 47% of our 
respondents intending to increase investment in 
digital tools to engage with citizens. Given the 
continuing impact of the pandemic on travel and 
on the usual ways of conducting global business, 
with media coverage suggesting that countries, 
cities, and communities were becoming more 
inward-looking as a result, we were interested 
to see how our place brand and marketing 
organisations were adjusting their focus and their 

strategy in terms of citizen engagement. 
We asked our respondents how much of their time 
is currently focused on their citizens – whether 
gathering opinions, engaging citizens in the 
strategy, advocating for the value of what they do, 
building civic pride, or marketing the attractiveness 
of your place to your own citizens. The greatest 
number of respondents, 51%, said that between 
0 and 25% of their time was currently focused on 
their citizens, suggesting that place brand and 
marketing organisations are still largely outward 
facing. However, 16% did say that 51-75% of their 
time was currently focused on citizens, and 57% 
of respondents said that they were now placing a 
greater focus on their citizens than in the previous 
year. 

Focussing on citizens

 How much of your time is currently focused on your citizens?  

 Is this now a greater or lesser focus than in 2019?  

● Greater focus  57%
● Same focus  41%
● Lesser focus  2%

● 76-100%
● 51-75%  
● 26-50%
● 0-25% 

16%

1%

30%

51%
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In terms of the different ways that our respondents 
are now focused on citizen engagement, we can 
see that there are different priorities depending 
on whether organisations are focused on all areas 
of place attractiveness, or purely on investment 
promotion and economic development, or purely 
on visitor attraction and tourism development. 
“Building civic pride” only features as a priority 
for those organisations focused on all areas of 
place attractiveness and is currently the 4th most 

important priority for these organisations, with 
involving citizens directly in brand storytelling 
as the top priority. For organisations focused on 
economic development and tourism development, 
persuading citizens of the value of this activity 
is the top priority. For investment promotion 
agencies and economic development boards, 
this is an equal top priority alongside investing in 
surveys and consultation with citizens to inform 
strategy.

Focussing on citizens

 Priorities for citizen engagement, from “most important” to “least important” at this time  

● All brand objectives
● Investment / EcDev
● Tourism

Building Civic Pride

Citizen surveys/ 
consultation to inform 

strategy

Involving citizens 
directly in place brand 

storytelling

Marketing place 
attractions and 

opportunities to your 
own citizens

5%

0%

0%

6%

4%

5%

11%

2%

3%

8%

2%

6%

3%

4%

8%

0%

5%

5%

1%

9%

1%

6%

2%

8%

8%

3%

4%

9%

2%

2%

Persuading citizens of 
the value and benefits 

of tourism and/or 
economic development

Most importantLeast important
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currently investing in Resident Perception surveys, 
and of those, 18% plan to increase investment with 
the rest planning on continuing their same level of 
investment. Of those organisations not currently 
using such surveys, 30% plan to increase their 
investment in this area. 

Given that Resident Perception surveys were 
seen as such an important KPI by our consultant 
experts in our last research report, we were 
keen to understand if place brand and marketing 
organisations were investing in this KPI. For this 
survey’s respondents, the consultants’ message 
is perhaps only slowly getting through: 32% are 

Focussing on citizens

 Does your organisation currently invest in Resident Perception surveys?  

 Over the next year, do you expect your investment in Resident Perception surveys to increase,   
 decrease or stay the same?  

● Yes 
● No

● Increase
● Stay the same 
● Decrease

68%

74%

32%

26%
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COVID-19 and its impact on tourism, global 
investment flows, and the economies of our 
communities has increased awareness of the 
fragility of the financial security for place brand 
and marketing organisations just at a time when 
these organisations’ skills could be most usefully 
put to work to contribute to recovery. This is a 
dilemma that has been covered by the trade and 
business media and so we were keen to dig a little 
deeper into the challenges through this survey.

52% of our total respondents said that their 
organisation was 100% funded by public 
finances, and only 6% of our total respondents 
were 100% funded by the private sector – the 
rest rely on a mix of public and private sector 
funding. Investment promotion and economic 
development teams were more likely to be fully 
publicly funded: 70% of respondents working 
within this area of place brand and marketing 

stated they were funded 100% by the public 
sector. 26% of respondents working specifically 
on tourism development stated they were 
funded by the private sector for up 75% of their 
revenues – the highest number amongst our 
three organisation types – and whilst this was 
still lower than the 30% of tourism organisations 
100% funded by the private sector, the greater 
vulnerability of the tourism sector is reflected in 
the 74% of tourism-focused respondents who said 
that their funding had been reduced or greatly 
reduced as a result of the pandemic. 

Whilst a small number, 9%, of our total 
respondents said that they had seen their funding 
increased through the pandemic, no respondents 
said that their funding had been greatly increased 
and 60% of our total respondents had seen their 
funding reduced or greatly reduced.

Organisational funding

 Please indicate the most accurate summary of how your organisation is funded?  

 Public sector funding by organisation type  

of organisations focusing on 
all aspects of place brand 
attractiveness receive 100% 
public sector funding

of investment promotion 
agencies / economic 
development teams receive 
100% public sector funding

of organisations focused on 
tourism development and visitor 
attraction receive 100% public 
sector funding

60% 70% 30%

100% public

75% public / 25% private

50% public / 50% private

100% private

75% public / 25% private

52%

6%

12%

20%

10%

● Public
● Private
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We asked our respondents for more information 
on how their organisations are approaching 
funding challenges. Around a third of our 
respondents mentioned exploring new funding 
structures and new sources of funding – with 
specific mentions of developing Tourism 
Improvement Districts or bringing in more private 
sector funding. Around 20% of respondents 
mention cost-cutting or operational efficiencies 
and around 14% mention exploring new 
collaborations, either with the private sector again, 
or aiming to work more effectively with other 
government entities to achieve more for their 
budgets. Around 9% of the comments mentioned 
the intention to advocate more effectively for 
the value of what their budgets deliver. Just one 
respondent mentioned planning to increase 
advertising spend to deliver greater results.

Comparing those respondents who have 
experienced the greatest reduction in revenues 
by their reliance on private vs public sector 
funding, those with greater public sector funding 
had enjoyed greater stability, with 40% of those 
with 100% public sector funding experiencing 
no change in funding and 14% experiencing an 
increase. All of the organisations that are 100% 
funded by the private sector had seen their 
funding reduced or greatly reduced. 
64% of our respondents were working towards 
making changes to their organisation’s funding 
structure – and of those looking to make a 
change, nearly two thirds were looking to increase 
private sector funding. Given the stability that 
public sector funding appears to have provided 
our respondents during this crisis, this appears to 
be counter-intuitive – but 2020 has been a year 
like no other, and in “normal” times, private sector 
funding is perhaps seen as ensuring organisations 
are less vulnerable to political change. In addition, 
around the world we have seen governments dig 
deep to support their economies and at some 
point they will have to cut back to recoup on over-
expenditure.

Organisational funding

 During the COVID-19 pandemic, how has your funding been impacted?   

 COVID-19 impact on funding for organisations 100% dependent on public sector funding   

● Funding greatly reduced
● Funding reduced
● Funding has stayed the same
● Funding has increased

● Funding greatly reduced
● Funding reduced
● Funding has stayed the same
● Funding has increased

64%
are working towards making 
changes to their organisation’s 
funding structure

17%

29%40%

14%

All 
respondents

All place 
objectives

Investment  
& ecdev

Tourism

25%
16%

25%

38%

35%

34%

33%
38%

31% 41% 33%

16%

9% 9% 9% 8%
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 Can you please share with us any additional information on how your organisation is approaching 
 funding challenges? Selection of responses...  

As we function 100% by public funds, we must 
present our yearly plan that includes all the 
activities we plan to do and specify how much 
it will cost. So the research we must do before 
presenting that, so that we can make solid 
arguments why national image is so important, we 
must see as an investment not an expense – it is 
the key to raising more money.

Making the case for 
what specific funding 
can deliver and 
communicating what 
is needed to meet 
expectations about 
recovery.

My marketing budget is projected to be cut by one third for 2021, this is 
something I am fighting very strongly against as we need to market our way 
out of COVID-19. However, my organisation has a €10M funding shortfall so 
it’s a difficult one. However, I am winning this battle so far, the main challenge 
is convincing the head of finance the importance of marketing for our local 
authority organisation.

Heavy advocacy work 
continues…. Looking for 
new revenue streams, 
and consolidation of 
operating costs.

By reviewing the 
platforms where we 
implement our work 
– and by collaborating 
with other public 
entities.

We have curbed our 
advertising and invested 
a lot more on product 
development.

Re-prioritising initatives.

We’re looking to philanthropy for more funding 
and to other entities to pick up pieces of the 
work the public sector did. Public-private sector 
collaboration will be key.

Our government grant has not changed (yet) and 
that makes up 80% of our revenue. However, 
our membership fees and advertising revenues 
have dropped drastically. We are (1) re-looking at 
our membership packages and benefits and (2) 
developing online platforms to give our members 
additional ways to access the marketing that also 
earns us commission.

Re-engaging 
government and formal 
funding programs 
to better align with 
objectives.

Involving the private 
sector in the importance 
of developing the 
country spirit.

We are seeking private 
funding, public-private 
partnerships, and EU 
project funding.

We are generating new 
income streams that 
move beyond traditional 
grant funding and 
member fees.

We’ve been working for 
years towards a tourism 
improvement district 
method of funding 
the marketing of the 
destination.

We are trying to engage 
the private sector 
more directly in both 
the development and 
funding of marketing 
campaigns directed at 
attracting investors and 
talent. This is important 
to ensure relevance.

With the global 
pandemic having 
severely damaged 
private sector and 
profit-driven industries, 
our funding model 
has had to re-adjust 
to leverage additional 
public sector support – 
hopefully temporarily – 
to survive.Looking for additional grant opportunities.

Examining improvement districts, food and 
beverage tax, short term rental taxes.

ADVOCACY…

OPERATIONAL 
EFFICIENCIES…

EXPLORING 
NEW STRUCTURES 
AND SOURCES 
OF FUNDING….
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City Nation Place brings together a diverse 
audience – all focussed on place attractiveness, 
but with a range of roles across public diplomacy, 
investment promotion, economic development, 
destination marketing, place making, and 
attracting business events. 

It’s perhaps not surprising that the collaborative 
relationship which scored highest for effectiveness 
– with 62% scoring it a five or four - is that 
between tourism development and conventions/
meetings attraction, as in many destinations 
around the world, the tourism and convention 
bureau structure brings these teams together. The 
relationship awarded the lowest frequency of high 
scores for effectiveness was for the relationship 
between economic development/investment 
promotion teams and conventions/meetings 
attraction – although this relationship scored 
the highest number of “average” scores, with 
42% of respondents scoring this at three. Recent 
discussions at the City Nation Place Congress 
suggested that forward-thinking destinations 
are building a stronger relationship between 
economic development and business events. In a 
world where business events are likely to be hybrid 

Tourism development AND 
conventions/meetings attraction

Political leadership AND economic 
development/investment promotion

Political leadership AND tourism 
development

Economic development/
investment promotion AND tourism 

development

Economic development/investment 
promotion AND chambers of 

commerce/private sector

Tourism development AND 
chambers of commerce/private 

sector

Economic development/investment 
promotion AND conventions/

meetings attraction

We are therefore interested to see how effectively 
the different teams, all with a stake in the place 
brand, are collaborating to deliver more effective 
strategies. We asked our respondents to rate the 
effectiveness of these “internal” collaborations.

for a while, focusing on events that will attract 
more local attendees and be broadcast to an 
international audience provide an opportunity for 
cities to demonstrate their strengths in particular 
industry sectors, create new networks and 
opportunities for these sectors that show potential 
for growth, and work to more long-term KPIs than 
the traditional room night and food & beverage 
spend that the tourism teams are traditionally 
tasked to meet.

Overall, the responses suggest a mixed picture 
of effective collaboration. Whilst the relationship 
between political leadership and tourism 
development scored the greatest frequency of 
lowest scores, it is also in joint second position 
for high frequency of “four” and “five” scores as 
the relationship between political leadership and 
economic development/investment promotion.

Collaboration

 How effective are “internal” collaborations on a scale of one to five, where one is not very effective and  
 five is very effective  

7% 18%34%28%13%

9%

5% 23%33%27%6%6%

7% 19%37%16%12%9%

3

13% 15%34%24%10%4

9% 9%21%42%12%7%

● 1 (not very effective) ● 2  ● 3 ● 4 ● 5 (very effective) ● Can't comment

30%22%22%19%3

37%25%16%12%1
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We asked respondents where they would most 
like to see improved collaboration between place 
stakeholder organisations. There were many 
comments wishing for improved collaboration 
between tourism attraction and investment 
promotion or economic development, particularly 
around consistency of storytelling. 

In the wake of COVID, many respondents were 
hoping to build stronger collaborations with 
politicians and the private sector to work more 
effectively together on rebuilding the place 
economy. 

Collaboration

Economic development, 
tourism and conventions 

need to all align. I’d like to see 
political leadership that highlights 

the connection between all of these. 
Selling a city for all of these audiences 

and opportunities should apply 
common narratives and language, 

and needs to be heard from the 
political leaders as well as the 

leaders in these areas of 
work.

Between 
investment and 

tourism. There is a 
need and opportunity 

for investment to boost 
recovery in tourism 

post-COVID.

Between politicians 
and tourism - the value 

of investing in saving our 
local businesses right now is 

the most important thing - we 
won't have a tourism economy 
if they all disappear. We need 

government investment to 
keep them afloat now.

Between private 
sector and the nation 
brand management 

organisation - in order to 
fully leverage opportunities 

for private sector to 
contribute to the positive 

narrative about the 
nation brand.

Between Business 
Improvement 

Districts, DMOs and 
Economic Development 

- giving town centre 
businesses a say in 

strategy.

Integration 
of opportunities 
to attract talent, 
investment and 

visitation. On the 
leadership level. This will 
effect the most change 

for positive results.

Between 
tourism 

promotion and the 
political process – to 
better communicate 

the value of tourism, to 
drive the narrative of 
tourism as a shared 
community value.

More collaboration 
between tourism and 

economic development. 
This process had begun with 

monthly marketing committee 
meetings with tourism, 

investment and events. This 
has been paused to allow 

tourism to regroup.

I would like to 
see an absolute 

alignment between 
foreign investment, 
tourism and talent 

attraction. Because the 
strength of the branding 

would be much 
greater.

Between political 
leadership and 

economic development - 
because of the economic 
crisis in the wake of the 

pandemic.

More 
collaboration with 
the private sector 
to form stronger 
relationships and 

potential financial 
partnerships.

Between the 
Chamber and Tourism, 
and the Chamber and 

Investment Promotion - 
there seems to be competition 
between both as opposed to 
collaboration and we need to 
be working closer together to 

project one strong voice 
for our city, not two 
competing voices.
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We were also keen to ask our respondents if 
they saw opportunities for greater collaboration 
with other places on strategies for economic 
development, investment promotion, or tourism 
development. We asked how cities, nations, 
and places had developed place to place 
collaborations in the past year, and what kind of 
collaborations they were keen to develop over the 
next three years. 

The responses demonstrated an encouraging 
positivity towards the concept of collaboration 
with other places – with respondents clearly 

planning to increase collaboration over the next 
three years in all areas. Marketing partnerships 
to mutually important audiences were the most 
common approach over 2020 and looked set 
to continue over the next three years. However, 
the largest predicted increase in collaboration 
was around working towards mutual sustainable 
development goals. It’s also interesting to see the 
openness of place brand and marketing teams 
towards sharing expertise and ideas, with 57% of 
respondents planning to increase cooperation 
with other places at this level over the next three 
years. 

Collaboration

Joint initiative towards a mutual 
sustainable development goal

Marketing partnerships targeting 
a mutually important audience

Place-to-place learning initiative 
to share expertise and ideas

Marketing partnerships targeting 
each other’s citizens

Cultural collaboration or 
exchange

None of the above

 Has your city, nation, or place implemented any of the following types of place-to-place collaborations 
 in the past year? Which of the following types of place-to-place collaboration are you keen to develop 
 over the next three years? Please tick as many as apply.  

65%

36%

62%

33%

57%

3%

33%

32%

45%

29%

39%

23%

● In the past year
● Keen to develop over the next three years
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Amidst the discussion of “rebuilding” for a “new 
normal, ” there has been much discussion of 
“building back better”. Prior to the pandemic, 
the global conversation was dominated by the 
climate crisis – and so building back better could 
be expected to be a focus on redesigning place 
economies for a more sustainable, and climate-
friendly, future. We were interested to see how 
this might be being applied by the place brand 
and place marketing organisations responsible for 
driving place attractiveness, civic pride, economic 
development, and tourism development.

The first question of course is to understand how 
our respondents define “sustainable” strategies and 
the responses build a picture of sustainability that 
moves beyond purely environmental concerns. 
The two most frequently selected definitions, 
selected by 58% and 55% of respondents 

respectively, was ensuring that the local 
community benefits from tourism development, 
and ensuring that investment is focused on 
long-term impacts. These definitions were more 
popular than “achieving a positive environmental 
impact” or “avoiding a negative environmental 
impact”. 

Our pre-COVID survey, carried out at the very 
start of 2020, 40% of our respondents suggested 
that environmental factors were top priority or 
factored a great deal in their strategies. Given 
the devastating impact of COVID-19 on place 
economies around the world, we wondered if 
the immediate need to rebuild revenues, and 
save or re-create jobs, would have a positive or 
negative impact on place brand and marketing 
organisations’ intentions around sustainable 
approaches. 

Sustainable strategies and  
post-pandemic recovery

 How do you define sustainable when applying this to your strategy? Please tick all that apply  

Ensuring 
the existing 

local community 
benefits from tourism 

development

58%

Ensuring that 
every investment 
in development is 

focussed on long-term 
impacts

55%

Ensuring the 
existing local 

community benefits 
from economic 

development

52%

Achieving 
a positive 

environmental 
impact

45%

Avoiding 
a negative 

environmental 
impact

41%

Creating a 
regenerative 

tourism economy

41%
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We asked respondents how much place strategy 
was driven by a sustainable strategy pre-pandemic 
and, for comparison, how much of their post-
pandemic recovery planning is being driven by a 
sustainable approach to tourism and economic 
development. Respondents rated their approach 
from 0% - where sustainable thinking was seen 
as something for the future with more immediate 
priorities to the fore, to 100% - where sustainability 
was at the core of place strategy pre-pandemic, 

and/or is at the core of the place economy 
recovery plan.

For our respondents there is an intended increase 
in focus on sustainability. Indeed, looking at 
the individual responses and their changes in 
intention, 45% intend to increase the focus on 
sustainability in their post-pandemic recovery 
strategy, versus 12% who will be reducing their 
focus on sustainability.

Sustainable strategies and 

post-pandemic recovery

of respondents will be 
reducing their focus on 
sustainability in post-
pandemic recovery planning

of respondents will 
maintain the same focus on 
sustainability in their post-
pandemic recovery planning

will increase the focus on 
sustainability in their post-
pandemic recovery planning

12% 43% 45%

12%

12%

10%

40%

14%

12%

17%

9%

17%

28%

10%

19%

PRE pandemic POST pandemic

60%

80%

100%

20%

0%

40%

 How much of your strategic planning is driven by a sustainable approach to tourism and   
 economic development?  
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We asked our respondents if their city, nation, or 
place had made any specific public commitments 
to the United Nation’s Sustainable Development 
goals. A slight minority of respondents, 46%, have 
made such a public commitment versus 54% who 
have not. Interestingly those statistics are reversed 
when we asked if respondents promoted their 
approach to sustainable tourism or economic 
development in place brand storytelling or 
place marketing – where 54% do promote their 
sustainable credentials, and 46% do not.

The standout statistic from our research is that 
93% of our respondents believe that having a 
sustainable approach to tourism or economic 
development provides a competitive advantage. 
Given that belief, we hope to see more places 
using the UN’s SDGs as a framework for their 
development strategies and we expect to see 
more place brand and marketing organisations 
embedding sustainable values in their storytelling 
and destination marketing.

Sustainable strategies and 

post-pandemic recovery

46% 54% 93%

of places surveyed had 
a public commitment 
to the UN’s Sustainable 
Development Goals

of places promote their 
sustainable approach 
to tourism or economic 
development in place brand 
storytelling

of respondents believe that 
having a sustainable approach 
to tourism or economic 
development provides a 
competitive advantage
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