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GOOD PRACTICES

This good practices report
is the third in a series that
shares successful approaches
to local economic development
by Caribbean local governments.
The series is produced by the
Caribbean Local Economic
Development Project (CARILED)
and is based on the experiences
of local governments from 2012
to 2017. CARILED operated in
partnership with local authorities
and communities in Belize,
Dominica, Grenada, Guyana,
Jamaica, Saint Lucia and Trinidad and Tobago. This report explores the practices of four
leading communities in Grenada, Guyana, Jamaica, and Dominica that demonstrate
excellence in engaging their communities in local economic development. The lessons
in the report are transferable to other localities.

What does “public engagement” or
“community engagement” mean?

“Public” or “community” is defined as
community members and civil society
organizations. “Engagement” is used as an
inclusive term to describe a broad range of
interactions of a local government that
includes its community in decision-making
and development projects. 

What is LED?

The goal of local economic development
is to create wealth, generate jobs, increase
incomes and ultimately, reduce poverty
and improve the quality of life for both
women and men in a locality. It is a process
by which local communities, governments,
civil society and the private sector work
together, under the leadership of a local
government, to stimulate local economic
activities and create an environment
conducive to business in the community.
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WHY IS ENGAGEMENT WITH
THE COMMUNITY IMPORTANT
TO LOCAL ECONOMIC
DEVELOPMENT?
For any local government to be successful over the
long term, it needs to involve its local constituency.
When this is done from the beginning of an
initiative, a community’s understanding increases
and its input enriches the initiative — and the
likelihood of success rises. This applies to local
economic development, where strategic planning,
implementation and monitoring and evaluation
should include communities in order for LED to
be successful.

#1: FACE-TO-FACE MEETINGS
FOR LASTING PARTNERSHIPS

With its long history, rich resources and a
population of more than half a million people,
St. Catherine is one of the oldest, largest and
fastest growing municipalities in Jamaica. For the
St. Catherine Municipal Corporation, community
engagement has been an essential element of local
governance and successful LED. Beginning in 2015,
the municipality led a major public engagement
process involving more than 30 workshops for
approximately 1,300 community members, small-
business owners, city councilors, state-agency
representatives and municipal and state staff.

“We compiled a local economic profile of
St. Catherine’s four regions and a local
sustainable development plan for the
municipality,” explains Yasheka Jathan, the

municipality’s LED Officer at the time. The
workshops and plans took significant time,
money and effort (as most genuine, public
engagement initiatives do), partly because of
investments in travel and resource materials, but
also because it required effort to convince some
communities that the efforts were genuine.

Two of the lessons that the local government
learned during those public engagement efforts
are that communities know what they want and
that development projects fail without community
engagement. Jathan and St. Catherine’s local
government took a bottom-up approach to LED
planning, making the documents reader- and
investor-friendly and highlighting the unique
characteristics and priorities of each local area,
with a focus on micro, small and medium
enterprises (MSMEs).

These characteristics are potential, economic
assets that the community knows about and
can readily identify. In St. Catherine, this meant
focusing LED on the tourism and education
sectors. Jathan and her teams held many meetings
in rural areas to identify old churches, local
monuments, out-of-the-way caves and other hidden
gems that could form a base for tourism-related
actions. Along the way, they talked to community
members about why they were there, conducted
land-use surveys, and looked at specific needs in
the community. St. Catherine had never conducted
a land-use survey outside of urban areas before.
This and other information from communities
went into the local government’s plans and into
an overall LED strategy about how and where the
municipality could develop in the next 30 years.
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LED Officers in other Caribbean countries
facilitated similar participatory planning
processes. As Vinishah Cudjoe, a LED Officer in
Grenada, puts it, “If you don’t have the input or
buy-in of the community, the plans and projects
will fail.” One of the first projects she worked on
was a successful seafood festival in Carriacou,
Grenada. As with initiatives in other Caribbean
municipalities in this report, the festival resulted
from local participation and actions.

Social media also offered great possibilities to
enhance public engagement for LED. Many local
governments are introducing new approaches,
using the internet, to inform and engage
their communities.

#2: TAKING A LEAP WITH LAEPS:
STRATEGIC PLANS INCLUDE
PARTICIPATORY DATA
GATHERING

LED strategic planning is premised on understanding
local information, but governments often have little
access to land-use data, demographic information
and other facts, especially disaggregated data
about and for rural communities and about gender.
In such cases, public participation can provide
value to the planning process. Local citizens
know their community. Historically, with few
exceptions, local governments haven’t encouraged
public engagement in LED, beyond the obligatory

town hall or information session. However, many
are starting to see how important it is, if only
to collect much-needed data and to create
community support and interest in LED efforts.

In the past few years, seven Caribbean countries
created 26 new Local Area Economic Profiles
(LAEPs) that were adopted by elected officials.
A LAEP helps a local government understand its
socio-economic assets and is an essential building
block in a LED Strategic Plan. For instance, the
LED Strategic Plan in the municipality of Mocha
Arcadia, Guyana (population 4,000), involved
substantial public engagement before presenting
the plan to council and putting it into action. 

“Mocha Arcadia is primarily a farming community,”
explains Rudolph Adams, Chairman of the
Neighbourhood Democratic Council, the local
government there. “We started looking into LED
to empower farmers and enhance the few small
businesses that exist in our community.” Preparing
a LAEP was a crucial first step, because it identified
local assets and strengths and potential areas
of growth. “We organized meetings and did a
complete scan of one community to ascertain
what economic activities were being done, and
found out that more than 50 per cent of people
were in farming and that the main needs were
about land ownership, flooding-drainage issues,
and marketing and infrastructure problems.”

“Advertising the meetings was difficult initially,”
Adams adds. Approximately 75 participants
(25 per cent of the community) were interested,
but only 30-40 people came to the first meeting.
“So, we made house-to-house visits, sending out
word that we were gathering information. It was
difficult because we had a new local government,
and the previous councilors hadn’t been interested

Lesson #1

To identify opportunities for LED, a local
government must meet with communities
and other LED stakeholders. reaching out
may require substantial effort, especially
when travelling to remote or rural areas or
when meeting with communities that have
been disappointed by similar initiatives in
the past. However, communities are often
keen to provide input into planning. Local
plans need to understand the territory and
its assets and challenges, including the
dynamics and intentions of the population.
Engagement is about building these
relationships from the beginning.
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in talking to people much. The difficulty was
to convince people to come to meetings;
the community thought it would be the same
old thing.”

Participation increased. “Together, we began
identifying businesses, the scale of businesses,
the needs of farmers, the needs of single parents,
the number of people who were out of school,
the opportunities for youth employment, and so
forth,” he explains.

But that engagement meant more than data
collection. “Public engagement means that
people become more enthusiastic, because they
see that things are happening,” Adams says.
“During the process of public engagement, we
were also engaging the Ministry of Infrastructure.
We got two roads restored, and that encouraged
the community. It showed them we were listening
to them, because infrastructure came up during
the initial engagement with them—they needed
the roads fixed.” It showed them that the new
local government was getting results.

The road project was only one of many in their
LED Strategic Plan. Other initiatives included a
community clean-up, irrigation-canal repairs and a
project to help young entrepreneurs to start shops,
poultry businesses, a sign-painting service and
other small enterprises. In fact, Adams says that
the theme of many public engagement meetings
was “Be Your Own Boss,” a message that resonated
loudly in a municipality with high unemployment.

“The next step was organizing farmers into
groups and consulting with national agricultural
agencies to improve the community’s situation,”
Adams says. The local government is now setting
up a Help Desk (based in the municipality), a

temporary market (to assist with selling produce),
a land-clearing project (to help with flooding
and drainage), and an initiative to train young
entrepreneurs (many of whom were single mothers
who wanted to start or expand small shops).

Overall, it’s important to use such participatory
processes as opportunities to take the temperature
of a community, including local businesses,
farmers’ groups and women’s groups, and to
get a sense of the barriers to doing business. In
Guyana and elsewhere, local residents know their
communities best—and they’ll communicate their
knowledge if given a genuine chance, especially
if word gets out that the talk is leading to actions
to improve their lives.

#3: PUBLIC ENGAGEMENT
IS ABOUT VISION AND
PLANNING

In LED plans, the primary goal of public
engagement isn’t monetary. The goal is to consult
communities, solicit their inputs, assess their
concerns and inspire them to be interested and
supportive. This leads to successful partnerships
and projects.

In Portsmouth, Dominica, for example, the local
government, community and public and private
sectors were involved in developing a LED Strategic
Plan for the town. The plan was validated during
a town hall meeting with community leaders
and presented to various ministries before
implementation. And, as with leaders in other
local governments, the Portsmouth mayor was

Lesson #2:

Public engagement generates much-needed
local data for LED strategies. before making
decisions, local governments should take
stock of the realities in their communities—
by organizing public engagement and by
gathering information. Such actions lead
to partnerships and results that are more
relevant to local realities.
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a strong champion who understood the benefits
of LED to his community—and the role that his
local government council plays.

Starting the public engagement process took a
lot of work. “We went in and asked the council to
partner with us on LED initiatives, but from the
outset, we told them that it’s not about bringing
money in,” says Vincienne George, a former LED
Officer and current Administrative Technical
Officer with the Dominica Association of Local
Community Authorities (DALCA). Part of her job
involves promoting public engagement in LED,
bringing together elected officials and communities.
“We told them that it’s about engaging the
community,” she says, “and if you understand it
and do it properly, then this strategy will likely
generate sustainable income for your entire
community or town.” The officials agreed. “We
went through a LED orientation with them, and
they engaged the public,” she adds.

The local government, with CARILED support, ran
10 workshops for 40 to 60 people each, including
community representatives, farmers, small
businesses, fishing families, banks, corporations and
university representatives. They prepared a LED
Strategic Plan and, later, an Ease of Doing Business
assessment (an analysis of local opportunities
and constraints for small businesses). One goal
was to agree on a common vision for Portsmouth.

It wasn’t easy. “In the past, projects benefited
only a small number of people,” George explains.
“Politicians and others would come to the
community and speak of money and projects,
but people lost hope. We had to go back and
speak to them. I had to do a lot of side visits,

speaking to people, sensitizing them that LED
is a good concept.” People needed to feel
empowered to be involved.

“The workshops were a good exercise,” George
explains. “We created a website to inform citizens
about council activities such as a new local Business
Association, and a Business Support Help Desk
that is being established—all housed in the building
run by the Ministry of Small Business in Portsmouth.”
The local government hired a staff person to run
the Help Desk, and will be creating a business
directory, offering business-startup services and
supporting female and youth entrepreneurs.
Twelve executives run the Business Association,
which collaborates regularly with the local
government and will guide the Help Desk.

“In the Caribbean, we have a lot of small business
going on—LED means small business,” George adds.
“We have lots of roadside vending, small restaurants
and boutiques, and businesses related to the
university. The Ministry of Commerce is trying to
reach these people in terms of training, upgrading,
marketing, health and sanitation, ethics issues
and standardizing their activities, because
entrepreneurship is the way to go, and MSMEs
need support.”

Lesson #3:

Public engagement for LED is hard
work, as local governments reach out to
communities for support, learn from them,
create a joint vision, set up concrete plans
for LED and implement everything.
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#4: PUBLIC ENGAGEMENT,
ESPECIALLY WITH
FEMALE AND YOUNG
ENTREPRENEURS, LEADS
TO BOTH SHORT- AND
LONG-TERM RESULTS FOR
THE COMMUNITY

At the heart of successful LED strategic plans
and profiles are long-term goals articulated by
communities and stakeholders during participatory
processes. In the twin islands of Carriacou and
Petite Martinique, home to approximately 6,000
people in Grenada, long-term LED planning and
roll-out stimulated a high level of community
engagement, with groups coming forward to
present ideas, and youth participating in significant
numbers. The resulting LED Strategic Plan for
2015–2020 focuses on five priorities identified
by the islanders, including expanding tourism
and hospitality services.

“Another focus was youth entrepreneurship over
the long-term,” says Vinishah Cudjoe, LED Officer
for Carriacou and Petite Martinique. “We have
a youth employment program, called IMANI,
funded by the Ministry of Youth, that teaches life
skills to young people, prepares them for the
work world and offers job training.” IMANI and
CARILED jointly fund the Petite Martinique Youth
Furniture Project, which was in the LED Strategic
Plan. IMANI helps with furniture-design training,
boat building, and business and marketing skills.
The main partners of the project are the Petite
Martinique Fishermans’ Cooperative, the Grenada
Industrial Development Corporation, the National
Training Agency, and national ministries in charge
of municipalities and youth. 

The local government also learned from public
engagement that a monthly Seafood Festival
presented opportunities in a community where
livelihoods depend on fishing. Cudjoe says that
after training and certification in food handling,
hygiene and other topics, fisher families (in
partnership with the local government) organized
six beach festivals, offering cultural activities and
employment opportunities for crafters, entertainers
and vending stalls run mainly by women. Together
with CARILED, the Ministry of Carriacou and Petite
Martinique Affairs paid for the ads and transport

for set-up and clean-up for each of the monthly
events. Also, beverage companies, a distillery
and a brewery organized events to coincide with
the festivals. Each event has attracted 400 to
500 residents and tourists, with 11 fisher families
and vendors making a sizable increase in income.

“The goal is to make the festival sustainable,”
Cudjoe adds. The local government has almost
succeeded at that. “We already own the tents,
chairs and so on, and the small fees we charge
vendors will pay for musicians and entertainment.
We try to twin the festival with other activities,
with Carnival and regatta events on the islands,
for instance, so that we share costs with them.”

“What we’ve seen over the years is that women
have become more involved in LED,” adds Cudjoe,
who used to work in Grenada’s Department of
Gender. “For instance, the Seafood Festival
contains mainly women vendors—nine women
and two men running 11 stalls. “We’re in the era
of gender equality, and women are getting
more involved in LED,” she says. “During public
engagement meetings, it’s mainly women.”

Overall, in the Caribbean, 34 local governments
are providing LED services similar to those in
Grenada’s Seafood Festival and Youth Furniture
projects. The guiding principle is that local
governments take a participatory approach in
preparing and implementing LED strategic plans
and in collaborating for a common vision over
the long term.

Lesson #4

Successful LED plans contain public
engagement initiatives that generate
results in the short term, proving to
everyone that local government is walking
the talk immediately. However, the main
goal of public engagement in LED is to
create an involved community, working
hand-in-hand with local government
towards sustainable, long-term LED results,
while recognizing the challenges for female
and youth entrepreneurs or other
disadvantaged sectors.



7Good Practices — CarILED

STEPS TO SUCCESS: 
HOW TO INCREASE PUBLIC
ENGAGEMENT IN LED
STEP 1: Build understanding and trust within the
community. Increasing public engagement involves
listening to community members and collecting
valuable local data that local governments need
to create projects and conditions for LED. Reaching
out to communities and meeting people face
to face require effort and investment of time
and money, but communities often want to
contribute and get involved when talk leads
to actions that improve their lives. Using social
media methods is another alternative to keeping
in touch with communities.

STEP 2: Visioning exercises and action plans
involve local governments engaging with
communities. Together, they compile Local
Area Economic Profiles, Ease of Doing Business
assessments, LED Strategic Plans, and other
documents that empower both the community
and local government to take action.

STEP 3: Ongoing communication is crucial in
public engagement. Business associations,
help desks, directories, websites and other
services keep local governments in touch with
communities and LED stakeholders. They also
make implementation of initiatives easier by
nurturing trust and collaboration. In addition,
strong, local involvement helps to ensure that
LED initiatives continue after elections and
changes in political administrations.
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