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PROJECT OVERVIEW & METHODOLOGY
Time for DMOcracy is an international study to define global best practices in building successful, resilient, and enduring partnerships with local 

residents, community groups and businesses.

Miles Partnership is leading the North American edition of this global study and is working with a range of agency and association partners in this 

project, including Group NAO (the program creator and European edition lead), Coraggio Group, Destination Analysts, Destinations International and 

the Destination City Alliance in Europe. 

The North American edition of the study undertakes a deep dive into six critical themes related to community engagement:

Data collection for Time for DMOcracy took place between June 21st – July 6th. 

In total, 208 fully completed surveys were collected.

In Partnership With:Led & Facilitated By:

• Diversity, Equity & Inclusion

• Media & Communications

• Short Term Rentals & Housing

• Community Participation Models

• Resident Sentiment Research

• Workforce & Staffing



CVB/City Tourism 
Organization, 60.1%

County /Rural Tourism 
Organization, 17.8%

State or Provincial Tourism 
Organization, 9.6%

RTO - Regional Tourism 
Organization, 5.3%

ORGANIZATION TYPE

Q u e s t i o n :  W h i c h  o f  t h e  
f o l l ow i n g  l a b e l s  b e s t  d e s c r i b e s  
yo u r  o r g a n i z a t i o n ? S e l e c t  o n e .  

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .



AVERAGE NUMBER OF  
FULL-T IME  EMPLOYEES

Q u e s t i o n :  W h a t  i s  t h e  a v e r a g e  
n u m b e r  o f  e m p l o y e e s i n  2 0 2 2  
( f u l l - t i m e  e q u i v a l e n t s ) ?

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .
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ORGANIZATION’S  
STRATEGIC FUNCTIONS

Q u e s t i o n :  W h i c h  o f  t h e  
f o l l ow i n g  s t r a t e g i c  f u n c t i o n s /  
a c t i v i t i e s  c h a r a c t e r i z e  yo u r  
o r g a n i z a t i o n ?

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .

94.2%
62.0%

51.9%
51.9%
51.4%
50.5%

39.4%
37.0%

31.7%
27.9%
26.4%
26.0%

18.8%
13.9%

4.8%
1.9%

0% 25% 50% 75% 100%

Destination marketing organization

Destination branding

Destination management

Tourist information center

Tourism research and data

CVB/Convention sales/bureau

Event bids and/or marketing

Event development and/or support

Economic Development & innovation

Industry training & education

Public/Cultural event organizer/Sponsor

Membership support

Sustainability programs & activities

Workforce & staffing support activities

Short Term Rentals oversight/management

Other



IMPORTANCE OF  COMMUNITY ENGAGEMENT

48.1%

28.8%

15.9%

5.8%

1.4%

0% 20% 40% 60% 80%

5 - Very important – Very 
high priority

4

3
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1 - Not important – Very low 
priority

76.9%
Top 2 Box Score 77.6%

86.5%

60.0%

72.7%
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Top 2 Box Score

Question: Overall, how would you describe the importance and priority of local resident and 
community engagement in your organization today? Base: All respondents. 208 completed responses.

IMPORTANCE OF
RESIDENT & COMMUNITY 

ENGAGEMENT IN YOUR ORG. 
TODAY?

65%



RES IDENTS ’  PERCEPT IONS OF  TOURISM’S  IMPACT

Question: If asked, would your local residents likely say that tourism in your destination has mostly 
positive or mostly negative impacts on the community? Base: All respondents. 208 completed responses.

More positive 
consequences 
than negative 
consequences, 

65.9%

As many 
positive 

consequences as 
negative 

consequences, 
18.3%

More negative 
consequences 
than positive 
consequences, 

6.7%

They would 
have no opinion, 

6.3%

Don’t know, 
2.9%

68.8%
62.2%

75.0%

45.5%
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100%

CVB/City Tourism
Organization

County /Rural
Tourism

Organization

State or Provincial
Tourism

Organization

Regional Tourism
Organization

More Positive Impacts

THINKS THEIR 
LOCALS PERCEIVE MORE 

POSITIVE THAN NEGATIVE 
EFFECTS OF TOURISM...

75%



RES IDENTS ’  FEEL INGS OF  INFLUENCE ON TOURISM

Question: To what degree do you believe that local residents feel they have any influence when it 
comes to development or management of tourism in your destination? Base: All respondents.192 
completed responses. 

2.6%

14.6%

35.9%

34.9%

12.0%
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Top 2 Box Score
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Local Influence on Tourism

THINKS THEIR 
LOCALS FEEL THEY HAVE 

INFLUENCE ON TOURISM TO 
THEIR COMMUNITY...

26%



IMPORTANCE OF  TOURISM 
STAKEHOLDER ENGAGEMENT

Q u e s t i o n :  W h a t  i s  t h e  i m p o r t a n c e  &  
p r i o r i t y  o f  e n g a g e m e n t  w i t h  t o u r i s m  
b u s i n e s s e s / i n d u s t r y  s t a k e h o l d e r s  i n  
y o u r  o r g a n i z a t i o n ?

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .

73.1%

22.6%

3.8%

0.5%

0.0%

0% 25% 50% 75% 100%

5 - Very important – Very 
high priority

4

3

2

1 - Not important – no 
priority

95.7%
Top 2 Box Score

IMPORTANCE OF
ENGAGEMENT W/ TOURISM 
INDUSTRY STAKEHOLDERS

IN YOUR ORG. TODAY?

88%



INVOLVEMENT IN RES IDENT ENGAGEMENT ACTIV IT IES

Question: Which of the following resident engagement activities is your organization involved in today? 
Select all ongoing or recent (1-2 years) activities. Base: All respondents.192 completed responses. 
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USE  OF  KP I ’ S  FOR RES IDENT SENTIMENT 
&  COMMUNITY ENGAGEMENT

Q u e s t i o n :  D o e s  y o u r  d e s t i n a t i o n  
h a v e  a  K P I  ( K e y  Pe r f o r m a n c e  
I n d i c a t o r )  f o r  r e s i d e n t  s e n t i m e n t  
a n d / o r  c o m m u n i t y  e n g a g e m e n t  a s  
p a r t  o f  i t s  p l a n n i n g  a n d  r e p o r t i n g ?  

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .

Yes, 16.8%

No, 77.4%

Don’t know, 
5.8%



ENSURING A FULLY REPRESENTATIVE  
V IEW OF ALL  RES IDENTS

Q u e s t i o n :  H o w  d o  y o u  e n s u r e  a  
f u l l y  r e p r e s e n t a t i v e  v i e w  o f  a l l  
l o c a l  r e s i d e n t s  - i n c l u d i n g  v a r i e d  
d e m o g r a p h i c  a n d  e t h n i c  g r o u p s  
a c r o s s  y o u r  c o m m u n i t y ?  S e l e c t  a l l  
t h a t  a p p l y .  

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .

39.9%

27.4%

26.0%

25.0%

7.2%

2.9%

33.2%

0% 25% 50%

We reach out to a diverse range of community
groups to get feedback

Our research makes special efforts to ensure a
fully representative sample of locals

We have a diverse staff broadly representative
of our community

Our advisory groups/boards have special
representatives from some minority groups

We undertake special research within different
minority groups

Other

None of the above/no special effort



RECENT USE  OF  ONLINE  PLATFORMS 
TO ENGAGE WITH RES IDENTS  

Q u e s t i o n :  H a s  yo u r  o r g a n i z a t i o n  
r e c e n t l y  ( p a s t  1 - 2  y e a r s )  u s e d  
o n l i n e  p l a t f o r m s  t o  e n g a g e  w i t h  
t h e  p u b l i c / r e s i d e n t s ?

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .

Yes, 40.4%

No, 49.0%
Don't know, 

10.6%



FREQUENCY OF
RES IDENT SENTIMENT SURVEYS

Q u e s t i o n :  H ow  o f t e n  t o  yo u  
c a r r y  o u t  r e s i d e n t  s e n t i m e n t  
s u r v ey s ?  S e l e c t  o n e .  

B a s e :  A l l  r e s p o n d e n t s .  
2 0 8  c o m p l e t e d  r e s p o n s e s .

13.0%

11.1%

18.3%

52.4%

5.3%

0% 20% 40% 60%

We do it regularly – eg. once a year or 
so

We have done surveys occasionally
(every few years)

We have done surveys once or twice in
total

We have never done resident sentiment
surveys

Don´t know



COMMUNIC ATING THE RESULTS  OF  
RES IDENT SENTIMENT RESEARCH

Q u e s t i o n :  H o w  d o  y o u  c o m m u n i c a t e  
t h e  r e s u l t s  o f  y o u r  r e s i d e n t  
s e n t i m e n t  r e s e a r c h ?  S e l e c t  a l l  t h a t  
a p p l y .  

B a s e :  R e s p o n d e n t s  w h o  h a v e  
c a r r i e d  o u t  r e s i d e n t  s e n t i m e n t  
s u r v e y s .  8 8  c o m p l e t e d  r e s p o n s e s .  

72.7%

52.3%

29.5%

14.8%

5.7%

1.1%

0% 25% 50% 75% 100%

We communicate results to our stakeholders

We communicate results internally in our
organization

We communicate the results publicly and
widely

We do not usually communicate results
externally

Other

None of the above



US ING THE RESULTS  OF  RES IDENT 
SENTIMENT RESEARCH

Q u e s t i o n :  H ow  d o  yo u  m a k e  u s e  
o f  t h e  r e s u l t s ?  S e l e c t  a l l  t h a t  
a p p l y .  

B a s e :  Re s p o n d e n t s  w h o  h a v e  
c a r r i e d  o u t  r e s i d e n t  s e n t i m e n t  
s u r v ey s .  8 8  c o m p l e t e d  
r e s p o n s e s .  

81.8%

73.9%

56.8%

48.9%

2.3%

0% 25% 50% 75% 100%

We review results and integrate learnings into our
strategies and plans

We discuss these results with business partners and
industry stakeholders

We review and discuss the results with our local
government partners

We use the results in our discussions with
community groups and residents

Other

15% 
DISCUSS RESULTS 
WITH LOCAL GOV 

PARTNERS



US ING THE RESULTS  OF  RES IDENT 
SENTIMENT RESEARCH

Q u e s t i o n :  H ow  d o  yo u  m a k e  u s e  
o f  t h e  r e s u l t s ?  S e l e c t  a l l  t h a t  
a p p l y .  

B a s e :  Re s p o n d e n t s  w h o  h a v e  
c a r r i e d  o u t  r e s i d e n t  s e n t i m e n t  
s u r v ey s .  8 8  c o m p l e t e d  
r e s p o n s e s .  

81.8%

73.9%

56.8%

48.9%

2.3%

0% 25% 50% 75% 100%

We review results and integrate learnings into our
strategies and plans

We discuss these results with business partners and
industry stakeholders

We review and discuss the results with our local
government partners

We use the results in our discussions with
community groups and residents

Other

24% 
DISCUSS RESULTS 

WITH INDUSTRY 
PARTNERS & 

STAKEHOLDERS



ORGANIZATION’S  EXPERIENCE WITH 
RES IDENT &  COMMUNITY ENGAGEMENT

Q u e s t i o n :  O v e r a l l ,  w h a t  i s  y o u r  
o r g a n i z a t i o n ’ s  v i e w  a n d  e x p e r i e n c e  
w i t h  l o c a l  r e s i d e n t  &  c o m m u n i t y  
e n g a g e m e n t ? P l e a s e  a n s w e r  o n  a  
s c a l e  f r o m  1 - 5  ( w h e r e  5  =  s t r o n g l y  
a g r e e ,  a n d  1  =  s t r o n g l y  d i s a g r e e ) .  

B a s e :  A l l  r e s p o n d e n t s .  
2 0 5  c o m p l e t e d  r e s p o n s e s .

90.2%

83.4%

78.0%

77.6%

73.3%

71.8%

38.0%

0% 50% 100%

Listening to the voice of residents and communities
creates a more sustainable visitor economy

Resident engagement can be a source of innovation for
destination management

Resident engagement is necessary to ensure public
mandate, social license to operate a strong visitor

economy

Resident engagement will be more important for my
organization in the future

Residents must be an integral part of the strategic
planning of tourism

Resident engagement must be an integral part of
destination branding and marketing

Our DMO’s budgeting should be more influenced by the 
priorities of the local community

Top 2 Box Score – % selecting “partly agree” or “strongly agree”



ORGANIZATION’S  CHALLENGES WITH 
RES IDENT &  COMMUNITY ENGAGEMENT

Q u e s t i o n :  G e n e r a l l y  s p e a k i n g ,  
w h a t  b a r r i e r s  a n d  c h a l l e n g e s  d o  
y o u  a s s o c i a t e  w i t h  l o c a l  r e s i d e n t  
a n d  c o m m u n i t y  e n g a g e m e n t ? P l e a s e  
a n s w e r  o n  a  s c a l e  f r o m  1 - 5  ( w h e r e  
5  =  s t r o n g l y  a g r e e ,  a n d  1  =  
s t r o n g l y  d i s a g r e e ) .  

B a s e :  A l l  r e s p o n d e n t s .  
1 9 8  c o m p l e t e d  r e s p o n s e s .

84.4%

79.8%

79.0%

68.5%

55.3%

48.0%

42.7%

39.1%

24.3%

0% 50% 100%

Feedback is provided on issues that we have little or no control over (eg:
housing or traffic issues)

Participation is dominated by a few ‘loud’ voices - it is difficult to get wide 
representation

Community engagement can be a slow and/or complex process

Public engagement can stir up political problems

We do not have the budget, financial resources for fuller community
engagement

Most local residents have little contact and/or interest in tourism

We lack the processes, methods and/or tools within our organization to
engage with the community

Resident engagement in tourism can be an obstacle for the future of our
destination rather than a positive contribution

We do not have the skills/competencies to support community engagement in
our organization

Top 2 Box Score – % selecting “partly agree” or “fully agree”



1. A clear majority of DMOs think that local residents 
currently see tourism as generally positive

2. But only a minority are undertaking resident 
sentiment research

3. Smaller numbers have an active plan to seek input 
of all residents/diverse communities

4. Still modest numbers involved in some destination 
management areas incl. workforce & STR 
management

5. DMOs are generally positive about benefits of 
community engagement programs

6. But concern about influence on budget
7. Stronger engagement (than European DMOs) on 

sharing & discussing results with partners

TAKEAWAYS


