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Time for Community. Agenda.

Why it Matters

Time for Engagement

Time for Events

. Time for Business & Workers
. Time for Practical Solutions

A WN

. Time to Tell our Story

Questions & Discussion






“TOURISM IN MY COMMUNITY MAKES IT A BETTER PLACE IN WHICH TO LIVE”

Strongly agree

- 48%

Agree 36%

Neutral

Disagree - 9%
Strongly disagree l 5%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

39%

Statement: Please rate how much you agree or disagree with the following statement: "l believe tourism in my community makes it a better place in which to live."

(Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)









Regular Community Connections & Consultation




COMMUNITY ADVISORY BOARD









Time for Community:

Time for Engagement:
Global Best Practices

1. Regular sentiment research with
outreach to all residents & businesses

2. ldentify immediate ‘hot button’ issues
with consultation, social & media
analysis

3. Look at opportunities to collaborate in
research with others for savings and
to benchmark









Time for EVENTS

6]% of Nebraska visitors
have traveled to an event &

festival & 42% to a sporting
eventin last 12 months

46% & 28% All U.S. Travelers

The State of American Traveler, Future Partners, Custom Research, Insights Explorer Year to
December 2025. Sample size of 13,161 & 14,007 US. travelers Source: Gemini Al Generated Image



The Passions & Hobbies of Nebraska Event Visitors

Wellness

Food & Cuisine 4 6%
63%

Shopping

Historical Sites & Attractions 51 olo
7%
(]

The State of American Traveler, Future Partners, All Events & Festivals incl. Sporting Events, Insights Explorer Year to December 2025.




POSITIVE SENTIMENT

Communities
see sporting
events as a
unifying force
and a valuable
local asset.

Source: Cimarron Global, Resident Sentiment 2025 National Benchmark Study






https://milespartnership.expert/EventsHallOfFame
https://milespartnership.expert/EventsHallOfFame

America250 2026 Event Opportunities

53% of Nebraska visitors
are interested in traveling
to America250 events,
attractions & sites

28% All U.S. Travelers

The State of American Traveler, Future Partners, Custom Research, Insights Explorer Year to

December 2025. Sample size of 14,007 US. travelers Source: Gemini Al Generated Image



Time for Community:

Time for Event: Global Best
Practices:

el
[ ]
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Consult & partner with the community
Report on the full benefits of events
Manage & mitigate negative impacts

Develop community appreciation &
partnership programs

eg: preferential ticketing, special seating or
events, work opportunities, volunteer
programs
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Global Workforce Study
U.S Workforce Study

Maine Workforce Study

20%+ of new jobs in the world
over the next decade

Chronic staff & skill shortages
High tech & high touch
Critical barriers to overcome






















Time for Community:

Workforce & Business
Global Best Practices:

1. 360 degree research:
Businesses, Residents,
Workers & Potential Workers

2. Develop education & training
opportunities

3. Address the barriers of
seasonality, career
progression & housing

4. Provide business support
including training, grants,
mentorship & networking












News brief with The Colorado Sun:
Property owners sue Summit
County over short-term rental
rules




Vacation Rentals in Remote

Locations can become
Destinations in Themselves



https://www.youtube.com/watch?v=jcEcEH2TFXU







Examples | VTR e Anaheim, CA

Housing Solutions




Examples | T Swedish Ski Resorts eg: Are

Job Sharing Solutions

R

RURAL DEVELOPMENT
PARTHERS




Time for Community:

Practical Solutions Global
Best Practices:

1. Build skills & investment in tourism
management as well as marketing

2. Be practical problem solvers

3. ldentify the hot button issues or
opportunities for the greatest
impact eg: STRs, housing

4. Collaborate & partner with others —
private & public organizations












Time for Community:

Credibility & Clarity

Relationships &
evidence are the

foundation of your story



State of American Traveler October 2025

36% Know of DMO
34% Don't Know 31% Not Sure

Only just over one-third of Americans are aware of their local
destination marketing organization



Telling our Story













Time for Community:

Telling our Story
Global Best Practices:

1. Nurture & build relationships — Time for
Engagement

2. Have research, data & results drive smart
decisions

3. Define & report against a small number
of Key Performance Indicators

4. Know your audience, customize your
message

5. Tell a Story that is clear & compelling









Its Time for Community

Final Reminders

1. Engage, consult & survey local
residents & businesses

2. Use events as a “unifying force”
with the local community

3. Partner to develop workforce &
support businesses

4. Be a practical problem solver

5. Tell your story In a credible,
clear & concise way








https://timefordmocracy.com/
https://www.milespartnership.com/how-we-think/research/state-american-traveler



https://milespartnership.expert/NECommunity
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FUNDING FOR
TOMORROW

North American & European Studies on
Tourism Taxation & Funding Options

milespartnership.com/how-we-think/research/funding-futures-2025




Community Shared Values & Social Impact

destinationsinternational.org/community-shared-value



onh Sporting Events

Sports Event Travelers, Spotlight on
Atlanta, Webinar, Sept. 2025

International Sporting Events, Article,
Dec. 2025

Resedarch & Resources \

eSports White Paper, Oct. 2025

MiIequrtnership.com[how-we-think



https://www.milespartnership.com/webinars

‘o

~

Tourism HR
Canada







West Virginia’s Business, Staff & Locals Training Programs




Tourism Business /I/‘ /4 /M GREATER MIAM

LTl Te ' VISITORS BUREAU
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