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A message from 
TOPOSOPHY 
The need for local authorities to take a more holistic approach to developing and communicating 
about their places to a wide range of audiences as opposed to visitors only, is nothing new. Ensuring 
that local peoples’ ambitions and concerns are taken seriously is now more important than ever, 
but it’s also exactly what we meant in our landmark Manifest on the Future of DMOs in 2017 when 
we called for ‘Social Sustainability First’:

 ‘Look at local life through the lens of sustainability: environmental, economic and social. It’s  
 essential if you want to avoid the worst-case scenario; burnout from overtourism and backlash  
 from local people. [...] Remember: Long-term residents can be your biggest asset. They are  
 invested in your place at all levels, so work with them.’ 
      

The Future of DMOs, the ECM Manifest (2017)

The impact of the COVID-19 pandemic as well as a whole series of other background factors have 
only made the shift in focus from destination management to place making, and from destination 
marketing to place marketing more urgent. It reflects the demands that the post-COVID economic 
outlook, working environment and shifts in urban activity are placing on city and regional authorities. 
It also reflects the way that people see places; after all, when we travel, we never only see a place 
through one lens, or return there for the same purpose. Today’s city trip destination could be 
tomorrow’s study location, or a place to open a new business. 

In producing this thought-provoking guide – to our knowledge, first of its kind - we would like to take 
the opportunity to help cities reimagine how they can leverage their most compelling qualities and 
assets to attract investment and growth, attract new residents and new visitors, ensure a balanced 
role for the visitor economy and support local residents in navigating the challenges that life in the 
21st century city can bring. Since no two cities look the same, inevitably approaches should be 
adapted to fit each specific city’s needs, but we hope that they will help guide any city to address 
the challenges in new, innovative ways.

This holistic approach to tackling the challenges that places face is one that we’re committed to 
as a business, as witnessed in our popular podcast series Common Ground, part of a content 
platform that you’ll be able to enjoy even more in the coming months. 

We know that the CityDNA community and their peers around the world are talented and enthusiastic 
people who care deeply for their cities, the people who live in them, work, study and visit. They’re 
aware of the underlying challenges that their cities face and want to be part of the solution. We 
hope that this guide can help lay the foundations for successful Place Making and Marketing 
Organisations to support their cities across Europe. 

If you would like strategic guidance on this process and support with partnership building - or 
indeed any of our other research, marketing or event platform services, we’d love to hear from you!

The TOPOSOPHY Team
www.toposophy.com 

https://open.spotify.com/show/6f3jKYyXWUyFrDHDEPnEXI?si=ff0f363fb0bf4070


Foreword by Petra Stušek, 
CityDNA President
Dear friends and colleagues,

It is a great pleasure to present to you this special and distinctive report on 
understanding the challenges and opportunities in the transition of urban 
areas towards holistic place making. Cities are melting pots, gateways to 
other cities and regions, but most of all, cities with their uniqueness are 
our home.

As City Destinations Alliance, we believe that the need for strategic place 
management is greater than ever before. We help DMOs to demonstrate that the visitor economy 
can benefit the destinations’ social inclusion, cultural repertoire and relations, knowledge societies 
and local communities. DMOs are instrumental for strategic city management: they act as agenda-
setter, project initiator and facilitator for the many stakeholders working for a better city. 

While working on the DNA of our cities, we are committed together to a sustainable, inclusive 
and responsible visitor economy that benefits people, place, planet and prosperity. We aim to co-
create a process of building communities around a place, involving inclusive participation of local 
residents and institutional resources. This also means tackling a series of cross cutting challenges 
that are also affecting residents and visitors. 

From stagflation to tourism growth, global warming to talent attraction, public health resilience to 
the role of technology, we present you a series of takeaways that can guide the mandate of Place 
Making and Marketing Organisations, given that a city that is attractive for citizens will be attractive 
for visitors.

We must ask what can we do to help to restore confidence, health, solidarity, support, vitality, 
agency, curiosity for people, and improve our places in the process.

On behalf of City Destinations Alliance, I would like to thank TOPOSOPHY for producing this report 
and guide us through this permacrisis. They have made an important contribution to framing the 
latest trends of our industry and we would like to acknowledge their experience and professionalism. 
I trust you will find the analyses contained in the report helpful as you seek inspiration and look to 
shape the future of your cities as great places to live, and to visit.

Yours sincerely,

Petra Stušek, President, City Destinations Alliance

#ThePowerOfCommunity

City Destinations Alliance has put all its efforts into a series of knowledge sharing, of best and next practice, of recovery 
planning and of celebrating its community heroes. We call it “Power of Community” and it is about members, all members. 

In 2023, content will be targeted on pre-conference build-ups and post CityDNA conferences, reflections of podcasts 
and interviews. You will also enjoy monthly newsletters on destination trends and city curiosities with updated, hot-off-
the-press trends and inspiration.

As a new initiative, we will propose a series of “Community Welcome”, where CityDNA members are encouraged to meet 
each other and focus on something happening within the destination – new projects, new strategy, new organisation. 
Stay tuned!
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Introduction: 
Being place-centric 
really means being 
people-centric
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As the world slowly emerges from a ‘once in a century’ event like the COVID-19 pandemic, 
terms such as ‘recovery’, ‘renewal’ and ‘regeneration’ are firmly on the agenda. However, 
as populations around the world are rapidly discovering, the seemingly simple trajectory 
of ‘recovery’ is rarely a simple one - this rocky path is one that we are required to navigate, 
both in our personal and professional lives, but also one that brings new opportunities for 
our cities.

In October 2022, the Collins English Dictionary named ‘permacrisis’ its word of the year, 
a word which ‘reflects the feeling of living through a period of war, inflation and political 
instability’. Given that cities are where people concentrate, it’s inevitable that the world’s 
challenges (such as inflation, political instability or ageing and loneliness) manifest 
themselves in city life in one way or another. As a result, our citizens are among the first to 
feel the effects of both transitory crises and long-term macro-challenges. At the same time, 
given that cities are where wealth, talent, knowledge and data are concentrated, our cities 
will be the testbed for new solutions to this century’s challenges. 

Cities are undoubtedly the places where people flourish. As social creatures, cities are where 
humans naturally gather to live, trade, learn, forge relationships and have fun. With careful 
management, cities can help their citizens to navigate the challenges that life in the 21st 
century produces and turn this work into an opportunity. For this reason, the core premise 
of this guide is that rather than being in the rather abstract business of ‘place’, Place Making 
and Marketing Organisations are ultimately in the business of helping people – both those 
who live in cities, and those who visit them. Besides, history teaches us that new solutions 
and new forms of collaboration are born from difficult times, and this period will surely be 
no exception.

So, what does a Place Making and Marketing Organisation (PMMO) look like? 

In essence, the modern PMMO is a reimagined partnership between different public 
and private organisations that pool their knowledge and skills in order to respond to the 
challenges and opportunities that cities will face in the coming decades. 

Without a doubt, many present-day destination marketing and management organisations 
will have the local and institutional knowledge to make a strong contribution here, together 
with other partners. However, as we have observed, tourism does not and cannot exist in 
isolation. Against the backdrop of multiple challenges (including the prospect of a return to 
‘overtourism’), their remit to focus on encouraging more tourism alone, and just focusing on 
managing it better, is likely to be challenged further. 
 
Just as no two cities are the same, no two PMMOs will look the same, or be responsible for 
exactly the same tasks. As a result, the process of building such an organisation through 
reskilling staff, reallocating resources and linking with new partners will look different in 
each place. However, in this guide, we set out eight cross-cutting areas that cities across 
Europe can address in order to enhance the quality of life of their residents and make cities 
more attractive places to work, study and visit.

https://www.bbc.com/news/entertainment-arts-63458467
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 1 Excerpt from Bradley, Reich & Curtis, 2021; cited by Placemaking Europe and Placemaking X, 2022, The After Covid City Global Charter
 2 Govers, R. & Go, F., (2009) Place Branding: Glocal, Virtual and Physical Identities. Constructed, Imagined and Experienced

 3 Place Brand Observer, 2015, Philip Kotler on Place Marketing, Branding and Why We Need to Rethink Capitalism

 4 Michael Gehrisch, President & CEO of Destination Marketing Association International (2001-2016)

Useful definitions

• Place making is a co-creative and locally oriented process of building communities around 
a place. It builds on the human need for prosperity, sociability and security and follows a 
journey to include an evaluation of the place and its challenges, inclusive participation of 
local residents, interventions with bottom-up co creation meeting institutional resources or 
amenities, short term plans to test out ideas, considerations for long-term place stewardship, 
and work to make the place function for accessibility, sociability, activities, and comfort.1 In 
short, it can be understood as ‘what you do’.

• Place branding is the process of discovering, creating, developing and realising ideas 
and concepts for reconstructing place identities, their defining traits and ‘genius loci’ 
and subsequently building the sense of place, by efforts and investments in hardware 
(e.g. infrastructure, buildings), software (e.g. events, stories), ‘orgware’ (e.g. co-operative 
organisational structuring) and virtual ware (e.g. symbols and symbolic actions, websites).2 
In this sense, it can be understood as constructing the identity of ‘who you are’.

• Place marketing is a philosophy and skill set dedicated to market and improve a place 
(town, city, state, region, or nation) and develop a core image that can attract visitors, 
residents, industries and companies, whatever the object may be.3 In this sense, it should 
be understood as the short-term process of communicating who you are and what you do.

• Destination marketing is done with the goal of turning tourism into a key driver of socio-
economic progress in communities through export revenues, the creation of jobs and 
enterprises, and infrastructure development.4 In this sense, destination marketing should 
be understood as a narrower concept given that it refers to attracting and servicing visitors, 
whether for leisure, business or other short-stay purposes. 
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CHALLENGE 1: Stagflation

With ongoing supply chain disruption, labour 
shortages and a protracted war in Ukraine, 
stagflation becomes difficult to move as inflation 
becomes ‘baked into the system’. With the cost of 
energy, food, labour and raw materials on the rise, 
the share of the population in economic difficulties 
is set to increase, especially the ‘working poor’ who 
end up experiencing city life very differently to those 
who can comfortably afford it. Business failures 
and store closures in the retail sector contribute to 
a sense of decline in city centres. Together with the 
rising level of homelessness, this has the potential 
to make city centres unattractive for residents and 
visitors alike. Meanwhile consumers become even 
more price sensitive and are quick to use online 
tools to get a good deal when eating out or booking 
accommodation and activities. 

CHALLENGE 2: Tourism grows  
in growing cities

While the pandemic led those who could afford it 
to seek a quieter life in the countryside, the trend 
didn’t become embedded. Urbanisation continues 
around the world, and with economic and climate 
migration set to increase, cities are often the first port 
of call for new arrivals. This, together with existing 
pressures means that demand for both temporary 
accommodation and long-term and affordable 
housing will grow. High living costs are likely to push 
students and job-starters further into the suburbs, or 
even to smaller towns and cities to pursue their goals. 
As tourism demand quickly recovers to 2019 levels, 
the challenging economic backdrop could mean that 
residents are less sympathetic to visitor growth and 
scrutinise the impact it has on neighbourhood life 
and the environment more closely.

CHALLENGE 3: Keeping cities cool  
on a warming planet

Climate change is manifesting in a variety of ways; 
one of the most obvious being through increasingly 
extreme weather patterns. As temperatures climb, 
more residents are facing heat stress, with the 
poorer, elderly, pregnant and vulnerable residents 
and those who work outside are most at risk. During 
heatwaves, demand for cooler public spaces such 
as parks will grow, increasing the need for proper 
management. Disruption to transport systems from 
sudden storms, heavy rainfall and heat will occur 
more frequently. Event planners and city managers 
will have to act with greater agility and be able to 
issue warnings in advance and give help to citizens 
at shorter notice.

CHALLENGE 4: Keeping cities moving

As cities’ populations are set to grow, they will face 
the critical challenge of ensuring that traffic doesn’t 
increase at the same time. Remote and hybrid 
working has led to falls in passenger numbers on 
mass transit systems, with patterns of longer-term 
demand still unclear. Yet cities will face the need 
to meet policy objectives around tackling climate 
change (i.e. reducing private vehicle use, increasing 
no-car zones and decarbonising transport fleets). 
One key to this will be to ensure that independent 
mobility (scooters, bikes, walking) becomes an 
easier choice and gives residents and visitors more 
autonomy. Careful planning and communication 
will be required to ensure that these options remain 
safe, attractive and practical.

10 MACRO-CHALLENGES LIKELY TO SHAPE LIFE 
IN EUROPEAN CITIES OVER THE NEXT 5-10 YEARS

While no two cities are exactly the same, European cities today face an array of cross-
cutting challenges that touch multiple aspects of their long-term prosperity and identity. 
Here we explore the consequences of those challenges for residents and visitors.
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CHALLENGE 5: Keeping cities attractive  
to ‘footloose’ global talent 

Cities are at the forefront of the global competition 
for skills and talent and are mounting strong 
competition for workers in growth sectors such as 
IT. Closer long-term relationships will be required 
with major employers in the public and private 
sectors to ensure that essential services can be 
provided, and that businesses can continue to grow. 
When it comes to attracting location-independent 
talent, cities will need to show that they can provide 
opportunities to advance in specific sectors, while 
offering an affordable cost of living. Cities’ appeal 
for individuals’ partners and families as well as the 
ability to make an increasingly diverse workforce 
feel at home will be essential. 

CHALLENGE 7: Increasing public  
health resilience 

COVID-19 revealed the unequal impacts of a pandemic 
on poorer and marginalised communities. It also 
showed the importance of healthy living conditions, 
good quality housing, the value of public spaces as 
well as the importance of trust and communication 
in supporting good public health. Financial pressure 
is likely to negatively impact citizens’ health and well-
being, while an ageing population will put pressure 
on public health services. This increases the need 
to keep people mobile and independent for longer. 
Meanwhile, financial worries, solo living and working, 
tech burnout and the influence of social media will 
affect mental health, with different impacts felt 
across the generations. Therefore, cities will need 
to find creative ways to keep people moving, eating 
healthily and improve their mental well-being.

CHALLENGE 8: Building trust and engagement 
with citizens in turbulent times

Building citizens’ trust and engagement is an ongoing 
challenge, particularly when work and socialising 
patterns change - and citizens demand quick 
responses to complex challenges. Globalisation, 
populism, migration and economic pressures are 
likely to continue to push questions of identity, values 
and belonging to the forefront of public debate, while 
the ‘permacrisis’ described earlier risks increasing 
citizens’ sense of disillusionment. Cities will need to 
keep building trust and engagement to keep people 
feeling connected. Meanwhile, the visitor economy 
will continue to present controversial situations that 
affect citizens’ lives, requiring their input and swift 
action to be taken in their interest.

CHALLENGE 9: Overcoming consumers’ 
contradictions 

While consumers often say that they are concerned 
about climate change and wish to take action 
to reduce their carbon footprint - or travel more 
responsibly, they often get stuck at the ‘value-
attitude gap’; the gap between stated intentions and 
actual behaviour. Meanwhile, visitors’ desire to ‘live 
like a local’ in neighbourhoods can bring unintended 
consequences when long-term rental properties for 
local people become short-term rentals for visitors. 
As these sometimes-contradictory situations arise, it 
will be important to ensure that they are understood 
and acted upon in order to maintain a fair balance 
between the needs of visitors and residents, and to 
support both groups in reducing their environmental 
impact. 

CHALLENGE 10: Ensuring that technology 
enhances and does not corrode city life 

The emergence of ‘dark’ kitchens and supermarkets 
to service food deliveries, congestion from delivery 
vans and the general erosion of working conditions 
for those working locally for tech platforms are just 
a few of the challenges produced by the growing 
role of technology in consumers’ lives. While the 
convenience economy brings many benefits, it also 
produces real-world challenges in city streets too. In 
the coming years, the use of drones, autonomous 
delivery vehicles, sensors, smart surveillance, 
wearable cameras and microphones and other 
devices is set to increase. Cities will need to harness 
these to work in the interests of citizens, while 
ensuring that their personal safety and privacy is 
protected too. 

CHALLENGE 6: Supporting social cohesion  
in an atomised world

By 2050, one in six people worldwide will be 
aged 65 or over, rising to one in four in Europe 
and North America. Yet loneliness is already a 
challenge, among older and younger generations 
who experience it in different ways. This, combined 
with increasing diversity in city populations means 
that cities will face a strong need to support local 
social integration among different communities and 
support harmony. In short, supporting community 
interaction will be a social and a public health need. 
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Recommendations: 
Presenting the  
people-centric role  
of the Place Making & 
Marketing Organisation 
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In light of the challenges outlined on the previous two pages, there are three key takeaways 
that can guide the mandate of the Place Making and Marketing Organisation, given that a 
city attractive for citizens, will be attractive for visitors:

 1. “Social sustainability first” - our first responsibility is to our local residents
 2. Local people will need help in navigating the impacts of macro-challenges 
 3. Doing this through creative place making and marketing can be an opportunity  
     for neighbourhoods and the city as a whole

What can we do to help to restore confidence, health, solidarity, support, vitality, agency, 
curiosity for people, and improve our places in the process?
To support cities in the face of competing challenges, we believe that the Place Making and 
Marketing Organisation can play a crucial role by focussing on the following eight areas of 
action: 

1. Attracting 
people who 
create value

2. Articulating 
constructive  
place narratives

3. Activating  
places  
and spaces

4. Supporting 
community  
engagement

5. Enhancing  
citizens’  
wellbeing

6. Balancing  
the needs of residents 
and visitors

7. Understanding  
how people 
really behave

8. Transitioning  
towards new forms  
of partnership
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1. Attracting specific 
groups of people 
according to the value 
they bring  
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Cities grow and change due to a whole variety of internal and external factors, but where 
cities can influence who comes and stays - whether for a weekend or a lifetime - this can 
be done effectively through place branding and marketing. Understanding which groups 
offer most value at any given time and who to target requires a deep appraisal of your city’s 
strengths and ambitions and continual dialogue with all those organisations who have a 
stake in the city and its need to remain attractive. The PMMO should be the lead facilitator 
in this process and the chief custodian of the place brand.

 Inspiration 

Talent attraction with the Estonia Start-up Visa Scheme
The Estonian Government is keen to make Estonia one of the world’s best places for start-ups 
partnering with and uniting the best of start-ups, incubators, accelerators, private and public sector. 
Operated by Business Estonia, the programme involves a wide range of initiatives to attract non-EU 
skilled migrants to set up their business in Estonia and thrive. Recognising that the potential to lead 
a fulfilling and balanced life is just as important as achieving career goals, the programme uses the 
Estonian lifestyle as a way to attract migrants. Ensuring that new arrivals can quickly find their way 
and integrate is also important, hence International House Estonia is offered as a one-stop-shop 
for queries about settling in, as well as direct coaching for businesses on how to help their new 
employees to settle in. Support programmes such as language lessons, networking events and a 
programme to help spouses feel comfortable are also offered.

WHAT DOES IT INVOLVE? 

  Identifying and attracting visitors who match well with the city’s  
        core strengths and values 
  Supporting local businesses in attracting skilled workers  
	 							in	specific	sectors	to	support	the	local	economy
  Attracting new ‘footloose’ sectors (such as the creative or tech industries)  
        that can help establish new bases for economic development in the city 
  Attracting groups such as digital nomads who can help extend the visitor  
        season
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2. Articulating 
narratives that 
communicate multiple 
sides of the city’s 
identity and encourage 
pride of place  
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Lots of people will have plenty to say about our cities, but who is its biggest champion? Who 
is out there curating stories from across the city that show the most positive characteristics 
of the city and its people? In short - the answer is the PMMO. For people to feel attracted to a 
place, they need to feel like they belong - but communicating this very subjective feeling is a 
complex task. Everyone from major employers, creative industries, educational institutions 
through to micro-businesses and residents themselves can benefit from a PMMO’s support 
in place branding and marketing.

 Inspiration 

Helsinki Freedom Video Series  
The city of Helsinki wanted to demonstrate to future residents the cornerstones of a good life in 
Helsinki: work-life balance, safety, equality, free education and free access to nature. To do this, 
Helsinki Partners created a mini documentary video series on some of the many opportunities - ‘the 
freedoms’ - Helsinki offers, told by the residents who experience these freedoms every day. These 
personal stories are now online. As a result of engaging local people to proudly tell their stories, 
Helsinki hopes to encourage new talent from around the world to consider the city as somewhere 
they’ll belong, and that they’ll be inspired and encouraged to move to the city.
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WHAT DOES IT INVOLVE? 

  Supporting local businesses in using local identity as a key  
        marketing proposition for their products and services
  Engaging with local people to articulate and celebrate their stories
  Ensuring that different communities are equally and accurately represented 
  Being a trusted source of information about the city’s place making and  
        marketing efforts (e.g. explaining to local, national and international media) 
  Explaining progress on how places around the city are improving, and  
        amplifying the best characteristics of our local identity

https://www.helsinkipartners.com/about-us/
https://www.youtube.com/hashtag/helsinkifreedom
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3. Activating places 
and spaces to support 
socialisation and 
community cohesion  
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No single national or local stakeholder has control over all of the factors that affect a 
place’s reputation,5 however, by taking a people-centred approach to place making (a 
street, neighbourhood and whole city level), the PMMO can make a serious contribution 
to strengthening the foundations of what makes a city attractive. This means leading on 
strategic planning around urban design, designing public spaces, coordinating public art 
installations and events and activations that help public spaces come to life. While many 
organisations will be required to make these things happen, by securing community 
engagement on a continual basis, the PMMO can help to ensure that places and spaces 
across the city reflect the real needs of communities, and help to support socialisation, 
community cohesion and healthy lifestyles.

 Inspiration 

Cities rewilding public spaces - Nottingham, UK 
Nottinghamshire Wildlife Trust is working with the City Council to transform Broadmarsh, a derelict city 
centre shopping mall into wildlife-rich greenspace with wetlands and meadows. Under a new ‘Green 
Heart’ vision, parts of Broadmarsh will be retained and reimagined into a multi-use space to bring people 
together in the city centre, and deliver a hectare of new greenspace at the heart of the transformation 
plus significant additional greenspaces across the wider regeneration area. Apart from the proven 
positive impact of nature on human health and creating a welcoming and wildlife-rich space for people 
to live, work and socialise, this will help combat the biodiversity and the climate crisis. 

Places for People Public Space Strategy – Downtown Vancouver: 
The Places for People programme is Vancouver’s new approach to public life planning that involves 
direct community participation to inform decision-making and investments. As part of it, the 
Downtown Public Space Strategy was created with a 30-year vision that promotes the downtown 
as a place for all people to enjoy and participate in. Community organisations and local people will 
be stewards for public spaces, more community-generated public space initiatives will be available 
all year round, and more partnerships and income generation opportunities. This will help address 
the city’s challenges concerning climate, affordability, equity, reconciliation, and the overdose crisis. 

 5 European Travel Commission and UNWTO, 2009, Handbook on Tourism Destination Branding

WHAT DOES IT INVOLVE? 

  Engaging with communities to create public spaces that meet  
        their needs and help support healthy lifestyles
  Developing people-centred events and playful architecture in order  
        to nurture socialisation and build intercultural relations
  Reinventing places (e.g. retail areas) as uses change in line with shifts in  
        where people spend their time for work, rest and socialising 
  Guiding the development of commercial areas and attractions that can bring  
        economic and social development to neighbourhoods which need it most

https://www.nottinghamshirewildlife.org/broadmarsh-reimagined
https://www.nottinghamshirewildlife.org/news/wildlife-trust-welcomes-exciting-plans-vision-nottinghams-new-green-heart
https://www.nottinghamshirewildlife.org/news/wildlife-trust-welcomes-exciting-plans-vision-nottinghams-new-green-heart
https://e360.yale.edu/features/ecopsychology-how-immersion-in-nature-benefits-your-health#:~:text=These%20studies%20have%20shown%20that,reduce%20anxiety%2C%20and%20improve%20mood.
https://newcities.org/vancouver-canada-wellbeing-cities-finalist/
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4. Building trust and 
supporting community 
engagement 
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There’s no denying that we live in turbulent times, with global instability and disillusionment 
with traditional political systems often manifesting themselves on our doorstep. Our diverse 
cities are often where tensions can easily boil over, if efforts aren’t made across communities 
to build trust, dialogue and understanding - and ensure that every citizen feels safe and able 
to participate in city life. As entities that know their cities and communities well, PMMOs can 
play an essential role in building trust among citizens and encouraging them to participate 
in decision making about their city, and in supporting diverse communities to get to know 
each other better.

 Inspiration 

Centre for Civic Innovation, Glasgow
To find new, creative and innovative ways to address changing demands from city citizens to 
deliver public services and solve city’s challenges, The Centre for Civic Innovation was created 
within Glasgow City Council. A network of citizen-centred designers and solvers amongst Glasgow 
residents co-design the city they want to live in. Projects include tackling child poverty, homelessness 
and managing the impacts of climate change. As a result, there is a better understanding amongst 
decision makers of complex societal problems that are difficult to articulate and have no single or 
easy answer, based on design thinking, research and data science rather than assumptions. 

OpenCity - online participation tools, Amsterdam 
The Municipality of Amsterdam’s OpenStad team creates new, accessible and interactive tools 
(websites, apps) for an easy-to-access collaboration between city residents and the municipality, 
with the aim to ‘appeal to the creativity and brainpower of Amsterdammers’ to co-design public 
spaces. The team investigates how digital tools can contribute to local processes and decision-
making. While working on concrete projects, they look at the wishes and needs of all parties involved, 
which are then translated into an online participation tool. The tools then allow the residents to 
have a say in what happens in their city, at a time and place that suits them.

WHAT DOES IT INVOLVE? 

  Supporting initiatives that build solidarity and combat social  
        challenges such as ageing, isolation, loneliness, homelessness  
        and poor mental health
  Encouraging local democracy by developing innovative ways for    
        communities to participate in local decision making
  Building engagement with under-represented communities
  Co-developing programmes that help citizens to feel safer and more  
        connected to their fellow city inhabitants
  Monitoring and tackling nuisance issues that negatively impact residents’  
        quality of life

https://cciglasgow.org/
https://www.amsterdam.nl/bestuur-organisatie/invloed/openstad-online/openstad/
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5. Enhancing citizens’ 
wellbeing and quality 
of life 
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The COVID-19 pandemic underlined the importance of access to open spaces, nature, 
opportunities to exercise, and social interaction in supporting good physical and mental 
health. Ageing and the rise in obesity will put further pressure on public health systems 
and underline the importance of keeping citizens active for as long as possible. Complex 
challenges such as these require intervention from a range of organisations, and PMMOs 
can play their part too.

 Inspiration 

Jersey City, New Jersey, USA
10% of Jersey City’s 265,000 residents are diabetic and 25% are obese, and a sizeable population is 
homeless. To address this, the City Council and a pioneer tech start-up in urban farming  AeroFarms 
for vertical farm installations started cooperating to provide better nutrition with regular access to 
fresh, locally grown greens as a vehicle to improve individual food choices. The project envisions 
vertical farms to be located at 10 key sites in the city and expects to deliver approximately 19,000 
pounds of fresh produce to residents every year, free of charge.

The Healthy Street Index
The Healthy Streets Index was created to provide cities around the world with an evidence-based 
approach to creating healthier and attractive urban spaces. Its 10 indicators, each describing an 
aspect of the experience of being on streets (safety; easy to cross, walk or cycle; things to do; 
places to relax, clean air etc) help people-centric street design and management. For example,  
in London, the Healthy Street approach was the framework for the 25 year Transport Strategy 
and a key policy of the city’s spatial plan, The London Plan. The team of Healthy Streets Officers 
coordinate behaviour change and infrastructure projects in the city to provide healthier streets for 
citizens. 

KEY ROLES INCLUDE: 

  Using creative placemaking to provide an environment  
        that helps local people to be healthy and thrive
  Working with health authorities to identify the local population’s  
        health needs and engage residents in creating outdoor spaces  
        that encourage socialisation and exercise
  Championing local food producers who help to support better nutrition for  
        local people and combat food waste
  Encouraging behaviour change among visitors and locals to use public  
        transport, as well as increased walking and cycling

 
“Healthy environments make healthy people. 
Healthy people, in turn, underpin economic 
vitality.”

 

Aude Bicquelet-Lock,  
Deputy Head of Policy & Research,  
Royal Town Planning Institute, UK

https://www.aerofarms.com/?gclid=Cj0KCQjwzYGGBhCTARIsAHdMTQw-TzK_fPV4B4q4St2wH4mCugqDMH9TAyFRhqY6vJWr7IQsdEbt5qQaAreTEALw_wcB
https://www.weforum.org/agenda/2021/06/innovative-projects-healthy-cities/
https://www.healthystreets.com/case-studies/london-policy-into-practice
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6. Balancing the needs 
of visitors and locals 
by tackling the burdens 
that tourism places on 
local life   
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While tourism helps to support jobs, a thriving cultural sector and underpin the retail and 
hospitality offer across Europe’s cities, the pre-pandemic years of rapid tourism growth 
highlighted some of the burdens - sometimes unexpected - that it can put on city life. Set 
against the challenges that cities will face (described earlier in this report), residents could 
become a lot more sceptical about the role that tourism plays in the city, and demand quick 
solutions when things go wrong. Monitoring these pain points and demonstrating action in 
the public interest will be a key role of the PMMO here. 

 Inspiration 

The Berlin Tourism Citizens’ Advisory Council
In August 2022, the City of Berlin announced its intention to create a Tourism Citizens’ Advisory 
Council to give Berliners the opportunity to actively shape the capital’s tourism development. 
Membership runs for up to three years and anyone over 18 who lives in Berlin can apply. 24 
volunteers (2 for each of 12 districts) will meet four times a year to share knowledge and discuss 
issues around social, economic and environmental impacts of tourism, identify conflict potential to 
support good visitor-resident relationships, and develop ideas for sustainable and city-compatible 
tourism. Additionally, new so-called citizens’ forums will be created in all districts, where interested 
Berliners will be able to obtain information and express their opinions.

KEY ROLES INCLUDE: 

 	Identify	and	monitoring	specific	‘pain	points’	related	to	tourism,	 
        with local residents, so that they can be managed more effectively
  Facilitating dialogue and action between public and private sector  
        stakeholders to address these burdens
  Improving visitor communication about the social and environmental  
        impacts of travel, to help them make more responsible choices
  Facilitating positive engagement between residents and visitors  
        (e.g. through cultural or community based tourism)

 
“Look at local life through the lens of 
sustainability: environmental, economic and 
social. It’s essential if you want to avoid the 
worst-case scenario; burnout and backlash: 
burnout from overtourism and a backlash from 
local people and their political representatives.”

 

The Future of DMOs, The ECM Manifest, 2017

https://www.berlin.de/en/news/7711047-5559700-berlin-gets-new-citizens-council-tourism.en.html
https://www.berlin.de/en/news/7711047-5559700-berlin-gets-new-citizens-council-tourism.en.html
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7. Understanding how 
people really behave 
(rather than how we 
think they do)  
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Amid the challenges that cities face, emotions are running high. Without data to support 
decision making in the areas described above, we’re ‘flying blind’, and relying on opinions 
alone. That’s why we need to continually think creatively about measuring the ways that 
people behave in our cities, to support better decision making. When it comes to measuring 
the impact of the visitor economy and the prosperity of our places, we believe that it’s time 
to move way beyond visitor volume and spending and use place analytics to understand 
new areas such as place resilience, authenticity, density, potential and the wellbeing of the 
local population.

 Inspiration 

Quality Tourism Indicators, VisitBerlin
VisitBerlin wanted to measure the impacts of tourism to increase the quality of life of Berliners and 
identify suitable target groups of visitors that reflect city compatibility as well as economic potential 
for better targeted marketing. Guided by a central question: ‘What contribution can tourism make 
to Berlin residents?’, VisitBerlin and stakeholders defined ‘quality tourism’ under non-economic 
success indicators such as: the number of conflicts between Berliners and visitors; the number and 
quality of tourism apprenticeships; distribution of tourism demand; Berlin’s reputation for quality of 
service; visitor satisfaction; the overall CO2 footprint of tourism. As a result, the aim is for tourism 
to become more city-compatible and sustainable (an essential pillar of the State of Berlin’s 2018+ 
tourism plan). 

Measuring citizen wellbeing, Costa Rica
The Social Progress Index (SPI) tool developed to measure the well-being of individuals living in 
tourism destinations using only social and environmental indicators. The Costa Rican Tourism 
Institute (ICT) used the SPI to measure the effects of tourism on local communities in its 32 
Tourism Development Centres. SPI does not include GDP or other economic variables, but 
complements them, and measures social progress considering three dimensions: Basic Human 
Needs, Fundamentals of Wellbeing, and Opportunities. This work helped Costa Rica improve public 
services, enabled local participation of the local community, and enabled a roadmap of actions to 
strengthen the role of locals in tourism.

KEY ROLES INCLUDE: 

  Thinking creatively about measuring the ways that people  
        behave in our cities
  Coordinating with city authorities, the academic and tech sector  
        to develop smart ways of carrying out place analytics
  Using data as our tool to support the case in investment in urban  
        regeneration, servicing the visitor economy or carrying out local marketing  
        & promotion

https://about.visitberlin.de/en/what-quality-tourism-berlin
https://about.visitberlin.de/en/berlin-tourism-plan
https://about.visitberlin.de/en/berlin-tourism-plan
https://tourism4sdgs.org/initiatives/social-progress-index-in-tourism-destinations-in-costa-rica/
https://webunwto.s3.eu-west-1.amazonaws.com/imported_images/48535/arguedas_conf2017manila_abstract.pdf
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8. Transitioning 
towards new forms 
of partnership that 
put the quality of life 
of local residents 
and care for the local 
environment first  
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New challenges require new solutions, and this involves the way that organisations 
responsible for place making and marketing are funded and structured. Fundamentally, 
diverse contributions of funding, insights and material support from partners who share 
a long-term ambition to improve your city and make it more attractive will help to achieve 
long-term goals. Expanding a DMO’s outlook towards embracing place-based (rather than 
purely tourism-based) approaches expands the rationale for other organisations to get 
involved and lend their support, while demonstrating the ability to achieve consensus and 
buy-in is also the surest way to attract investment in the future too. Re-founding as a social 
enterprise or non-profit organisation can also help stakeholders involved to contribute 
towards a more purpose driven agenda.

 Inspiration 

4VI Vancouver Island: ‘From DMO to Social Enterprise’
In Vancouver Island, the change of DMO purpose and role during and post-Covid required a shift to 
address pressing issues related to tourism and beyond. In April 2022, a regional DMMO Tourism 
Vancouver Island made industry-leading transition to 4VI – a social enterprise in support of a 
sustainable future for Vancouver Island. 4VI will continue to serve the tourism industry, but in a new 
way that directly creates a vibrant and sustainable visitor economy. New KPIs are being developed 
now, focussing on supporting the well-being of communities, culture and the environment. New 
partnerships and new contracts will create revenues to be directly re-invested in the stewardship 
of the destination. 

New approach to DMOs, England 
A review of DMOs in England concluded they are fragmented and need more diverse Boards, 
reflecting the true diversity of our places. In its response, the UK Government recommended that 
DMOs should have more diverse boards that fully represent their communities as well as their 
businesses and visitors (including “individuals from underrepresented backgrounds”). The name 
should also be changed to Local Visitor Economy Partnerships (LVEPs) to reflect a more cooperative 
approach. More diverse boards and multiple perspectives should result in better decision making 
in place development.

KEY ROLES INCLUDE: 

  Identifying partners that share a long-term vision for the  
        city’s attractiveness as a place to live, work, play and invest -  
        providing an opportunity for a fresh start
  Reconstituting the PMMO with governance structures and legal frameworks  
	 							that	reflect	an	updated	purpose	and	mandate	as	well	as	the	diversity	of	the	 
        local community
 	Exploring	social	enterprise	models	that	can	give	confidence	to	partners	 
        and generate transparent funding for community projects

https://vancouverisland.travel/2022/04/13/4vi-announcement/
https://www.visitbritain.org/de-bois-review-independent-review-destination-management-organisations-england-published
https://www.gov.uk/government/publications/government-response-to-the-independent-review-of-destination-management-organisations-in-england/government-response-to-the-independent-review-of-destination-management-organisations-in-england
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TOPOSOPHY is proud to be a Knowledge Partner of City Destinations Alliance. For nearly 
seven years we have been supporting CityDNA members and the wider place making and 
marketing community with our dedicated reports and thought leadership. Here’s a recap of 
our CityDNA publications to date: 

Understanding the World of the Digital Nomad (2021) - We explore the benefits and 
challenges of the mass rise in hybrid working, and how to support the integration of skilled 
migrants to the benefit of local economies. 

The DMMO Continuity Checklist (2020) - A practical checklist to help DMMOs focus on 
supporting local residents and visitor economy businesses during a time of deep crisis  

The Future of our Cities, video series (2019) - We take a look beyond tourism to understand 
what other dynamics would be driving city prosperity in the years to come.

The Toolbox on Tackling Tourism Growth (2018) - We explore the many dynamics driving 
overtourism in European cities, and present the key measures that DMOs and city authorities 
should take to address it

The Future of DMOs - The ECM Manifest (2017) - Grappling with rapid tourism growth in 
growing cities, DMOs need to find a renewed role that is more agile, more open to intervening 
in destination management problems, and above all that would put ‘Social Sustainability 
First’. We set out eight areas of action for a renewed DMO.

Taking the Leap on the Sharing Economy (2016) - The brave new world of the sharing 
economy promises new ways of offering tourism products and experiences, but it also 
brings challenges to cities too which will have to be carefully managed. We take an early 
look at what the impact to cities could be of embracing the sharing economy. 
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https://citydestinationsalliance.eu/understanding-the-world-of-the-digital-nomad/
https://citydestinationsalliance.eu/the-dmmo-covid-19-continuity-checklist/
https://citydestinationsalliance.eu/managing-tourism-growth-in-europe/
https://citydestinationsalliance.eu/the-future-of-dmos/
https://citydestinationsalliance.eu/dmos-and-the-sharing-economy/
https://citydestinationsalliance.eu/dmos-and-the-sharing-economy/
https://citydestinationsalliance.eu/the-future-of-dmos/
https://citydestinationsalliance.eu/managing-tourism-growth-in-europe/
https://citydestinationsalliance.eu/the-dmmo-covid-19-continuity-checklist/
https://citydestinationsalliance.eu/understanding-the-world-of-the-digital-nomad/
https://citydestinationsalliance.eu/
https://www.toposophy.com/
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L I S T E N  O N

Common
Ground

D ISCOVER

A PODCAST BY TOPOSOPHY, THAT TAKES A LOOK 

AT THE FUTURE OF OUR CITIES AND THE PEOPLE 

REDEFINING IT:

From influential  chefs,  musicians and activists,

to architects,  urban planners, polit icians, 

environmentalists and entrepreneurs.

Be inspired with Common Ground,

from TOPOSOPHY.

https://www.toposophy.com/
https://open.spotify.com/show/6f3jKYyXWUyFrDHDEPnEXI?si=9dc2f0faa43c42c6
https://open.spotify.com/show/6f3jKYyXWUyFrDHDEPnEXI?si=9dc2f0faa43c42c6


headoffice@citydna.eu
Tel: +33 380 56 02 04 

citydestinationsalliance.eu

About CityDNA

We are a knowledge sharing network for cities and urban regions working 
to unfold the potential of the visitor economy. Our vision is for all cities 
in Europe to flourish as great places to live, work, meet and explore. As 
a community of professionals, our promise to each other is to always be 
curious and forward thinking, share our inspiration and never stop learning.

mailto:headoffice%40citydna.eu%0D?subject=
http://citydestinationsalliance.eu
https://citydestinationsalliance.eu/

