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There are numerous universities in the Dayton region, and 

those universities are pouring out thousands of new graduates each year.  
But too many of these graduates are leaving, and each talented young person 
lost is a missed economic opportunity.  We are underutilizing one of our 
greatest assets. 

Cities across the country are spending significant resources on programs spe-
cifically designed to attract and retain this vital demographic.   They are posi-
tioning themselves for future prosperityτƛŦ ǿŜ ŘƻƴΩǘ ƎŜǘ ƛƴǘƻ ǘƘŜ ƎŀƳŜΣ ǿŜ 
risk falling further behind economically. 

Updayton was created to help the Dayton region better attract and retain 

young talent.  Through surveys, focus groups and the 2009 Young Creatives 
{ǳƳƳƛǘΣ ǿŜΩǾŜ ƘƛƎƘƭƛƎƘǘŜŘ ōƻǘƘ ǘƘŜ aƛŀƳƛ ±ŀƭƭŜȅΩǎ ǎǘǊŜƴƎǘƘǎ ŀƴŘ ǿŜŀƪƴŜǎǎŜǎ 
in the hope that we will strengthen our weaknesses and create a region 
where more young and talented people want to stay.  Over the past year 
ǿŜΩǾŜ ǘŀƭƪŜŘ ǘƻ ƘǳƴŘǊŜŘǎ ƻŦ ǘƘŜ aƛŀƳƛ ±ŀƭƭŜȅΩǎ ȅƻǳƴƎ ŎǊŜŀǘƛǾŜǎ about their 
needs, cares & concerns for the region. 

²ŜΩǊŜ ŀƴ ŀƭƭ ǾƻƭǳƴǘŜŜǊ ƛƴƛǘƛŀǘƛǾŜΦ  /ƻǳƴǘƭŜǎǎ ƘƻǳǊǎ ƘŀǾŜ ōŜŜƴ ŘŜŘƛŎŀǘŜŘ ǘƻ ǘƘŜ 
ŜŦŦƻǊǘǎ ǘƘŀǘ ƘŀǾŜ ƳŀŘŜ ǘƘƛǎ ǊŜǇƻǊǘ ǇƻǎǎƛōƭŜΦ  ²ŜΩǊŜ ŘƻƛƴƎ ǘƘƛǎ ōŜŎŀǳǎŜ ǿŜ 
want our city to live up to its potential.   

This report is a summary of our year one research.  Our findings highlight ar-
eas for optimism, but also many areas of concern.  All regional stakeholders 
are called to work together to better attract and retain this vital demo-
graphicτin fact, given the range of factors important to keeping young peo-
ple in the region, working together is the only way it is going to be possible.  
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¢ƘŜ ƎƻƻŘ ƴŜǿǎΧ The Dayton region is a leader in the percentage of our young people at-

tending college.  We have enormous talent potential. 
 

hǳǊ ŎƘŀƭƭŜƴƎŜΧ We fall far behind in our ability to keep young talent here, and attract  

others.  We are not living up to our economic potential. 
 

Who are the young creatives?  Young creatives are the next generation of the creative 

Ŏƭŀǎǎ ŀƴŘ ǘƘŜȅΩǊŜ ŎǊƛǘƛŎŀƭ ǘƻ ƻǳǊ ŜŎƻƴƻƳƛŎ ŦǳǘǳǊŜΦ  Lƴ ǘƘŜƛǊ нлǎ ǘƘŜȅ ŀǊŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ƳŀƪŜ ŀ 
major move than any other time in their life, but in their 30s the likelihood of a major move 
declines precipitously.  Communities across the county are competing for young creatives be-
fore they lay down roots.  
 

Updayton Survey: To keep young creatives here we have to understand their needs.  

We surveyed almost 500 young, creative professionals in the Miami Valley  to ask about their 
needs and experiences in the Dayton region.  The updayton survey revealed several insights: 
 

LǘΩǎ ƴƻǘ Ƨǳǎǘ ƧƻōǎΦΦΦ  A number of regional attributes are important to young creatives in 

selecting a city.  Of the sixteen attributes offered, respondents ranked five factors very 
important to extremely important, and eight other factors important to very important.  
The range of factors critical to keeping young people here are too broad for one regional 
stakeholder to address alone.   

 

Where to focus?  Survey results show the biggest gaps in regional performance in job 

opportunities, entertainment and nightlife, school systems and diversity.  Job opportuni-
ties had the biggest gap: 95% of respondents said job opportunities are very important or 
extremely important, but only 17% gave the region a good or excellent rating.   

 

¢ƘŜǊŜΩǎ ŀƴ ŀƎŜ κ ǇŜǊŦƻǊƳŀƴŎŜ ƎŀǇΦ  Those over 30 were almost 40% more likely to 

say they are satisfied with the Dayton region compared to those age 18-26.  This is a dan-
gerous trend given that young people already have a tendency to move.  Survey results 
showed the effect of this gap:  those under 30 were twice as likely as those over 30 to say 
they plan to move within 3-5 years.  Almost 25% under age 30 said less than 2 years.   

 

A good job is not enough.  Over 65% of survey respondents reported satisfaction in 

their careers, but many were looking to move anyway.  Surprisingly, job satisfaction 
showed little correlation with future plans. 

 

A tale of two cities.  Breaking down results by race revealed disturbing trends.  White 

respondents were almost 2.5 times more likely than blacks to say they are satisfied with 
life in the Dayton region.   

  
The importance of civic engagement.  Civic engagement can be an important tool 

for keeping young people here.  Those that are engaged with a non-profit or young pro-
fessional group were 25% more like to say they are satisfied with life in the Dayton region.  
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So what do we do about it? 
 

Through a series of focus groups and the 2009 Young Creatives Summit, upday-
ǘƻƴ Ƙŀǎ ƎŀƛƴŜŘ ƛƴǎƛƎƘǘ ƛƴǘƻ ǘƘŜ ƪŜȅ ŀǊŜŀǎ ŜŦŦŜŎǘƛƴƎ ȅƻǳƴƎ ǇŜƻǇƭŜΩǎ ǇŜǊŎŜǇǘƛƻƴ ƻŦ 
ǘƘŜ 5ŀȅǘƻƴ ǊŜƎƛƻƴΦ  IŜǊŜΩǎ ǿƘŀǘ ǿŜΩǾŜ ƘŜŀǊŘΥ 
 

Give young people an easy button.  Young creatives in the Dayton region have diffi-

culty finding information for a variety of topics important to them: entertainment, jobs, 
entrepreneurship and volunteer opportunities.  This generation more than any before is 
accustomed to having information easily accessibleτso they expect the same from their 
city.  The region has assets valuable to young peopleτwe just need to make it simpler for 
young people to utilize them. 

 

Provide a vibrant urban experience.  Downtown is a major focus of young crea-

tives.  Three of the top four action plan projects that received the most votes at the 
Young Creatives Summit are downtown focused.  Also, every focus group wanted to talk 
about downtown.  Key attributes desired: 

Lots going on and people on the streetτexcitement in the air.  One young person 
expressed it this way:  a volume setting between Urban Nights (all the way up) 
versus a regular Friday and Saturday night (all the way down). 
Lots to do in close proximityτwalkability is very important.  Young creatives want 
to park their car (or preferably not drive it in the first place) and bounce around to 
diverse entertainment scenes and see all types of people. 
Make it look welcomingτand currently the aesthetics of our streets and gateways 
are a major barrier.  Streets with vacant, drab buildings feel unsafe.  Young crea-
tives want more lighting, more green space, and more people on the street. 

 

Better connect job seekers with employers.  Job opportunities is obviously a ma-

jor problem in perceptions of Dayton, but we are likely underutilizing what we have.  
Young people perceive a disconnect between area universities and local employers.  At 
the Summit attendees stressed a greater regional focus on internships and other college 
outreach to funnel graduates into the local job pipeline. 

 

Cultivate diversity.  ̧ ƻǳƴƎ ǇŜƻǇƭŜ ǘƻƭŘ ǳǎ ǘƘŀǘ ŘƛǾŜǊǎƛǘȅ ƛǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ŦŀŎǘƻǊΣ ŀƴŘ ƛǘΩǎ 
particularly holding the Dayton region back.  Young creatives want the feeling of a melting 
pot or mosaic from their cityτƛƴ ŦŀŎǘΣ ƛǘΩǎ ǿƘŀǘ ƘŜƭǇǎ ƳŀƪŜ ŀ ǇƭŀŎŜ ŦŜŜƭ ƭƛƪŜ ŀ ōƛƎ ŎƛǘȅΦ  5ƛπ
versity and acceptance of diversity is a sign of a modern, sophisticated city.   

 

Offer bold leadership, set a vision & empower young people.  A call for bold 

leadership was a common theme at the Summit.  Young creatives want local leaders to 
ǘŀƪŜ ǊƛǎƪǎΣ ŜǎǘŀōƭƛǎƘ ŀ ǎƘŀǊŜŘ Ǿƛǎƛƻƴ ŦƻǊ ǘƘŜ ǊŜƎƛƻƴ ŀƴŘ ǿƻǊƪ ǘƻƎŜǘƘŜǊ ǘƻ ǘŀŎƪƭŜ ǘƘŜ ǊŜƎƛƻƴΩǎ 
challenges.  Also, give young people a seat at the tableς if you allow them to play a mean-
ƛƴƎŦǳƭ ǊƻƭŜ ƛƴ ǊŜƎƛƻƴŀƭ ǇƭŀƴƴƛƴƎΣ ǘƘŜȅΩƭƭ ǘŀƪŜ ƻǿƴŜǊǎƘƛǇ ŀƴŘ ōŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ǎǘŀȅΦ       
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In 2004 Dr. Richard Florida captured the atten-
tion of urban planners across the country with 
his book The Rise of the Creative Class.  Dr. 
Florida gave a name to a rising segment of the 
world's workforce: scientists, engineers, art-
ists, teachers, architects ς anyone who creates 
for a living.  Representing approximately 30% 
of Americans, the creative class accounts for 
over 50% of all wages and salaries.  Florida 
argues business success is increasingly deter-
mined based on the output of the creative 
class, and the success of cities hinges on 
where members of the creative class choose 
to live. 1  
 
5ǊΦ CƭƻǊƛŘŀΩǎ Ǉƻƛƴǘǎ ŀǊŜ ǿŜƭƭ-founded.  Accord-
ing to a study conducted by CEOs for Cities ς a 
national alliance of civic leaders, census data 
collected for several cities over the 1990s 
showed that of all factors studied, 
άeducational levels were the single biggest 
ŘǊƛǾŜǊ ƻŦ ŜŎƻƴƻƳƛŎ ƎǊƻǿǘƘΦέ  Also, regions 
with greater numbers of college graduates at 
the start of the decade gained college gradu-
ates faster - i.e. having more college educated 
people helps attract or retain college gradu-
ates at a higher rate.2  In an era where knowl-
edge drives economic growth, the potential 
economic boon from retaining and attracting 
young talent cannot be overstated.  Programs 
ǘƘŀǘ ŦƻŎǳǎ ƻƴ ǎǘǊŜƴƎǘƘŜƴƛƴƎ ǘƘŜ ǊŜƎƛƻƴΩǎ ǊŜƭŀπ
tionship with talent just make economic sense.    

The Economic Case for Talent  

Young talent is leaving and it is preventing the 
Dayton region from reaching its economic po-
tential.  Above the region3 is compared to Co-
lumbus and Ohio on the basis of two metrics: 
talent potential & talent realized.  Talent po-
tential is defined as the percentage of the re-
ƎƛƻƴΩǎ ȅƻǳƴƎ ǇŜƻǇƭŜ ŀǘǘŜƴŘƛƴƎ ŎƻƭƭŜƎŜΣ ǿƘƛƭŜ 
talent realized is the percentage of the re-
ƎƛƻƴΩǎ ŀŘǳƭǘǎ ǿƛǘƘ ŀ ŎƻƭƭŜƎŜ ŘŜƎǊŜŜΦ  /ƻƳōƛƴŜŘ 
the two metrics reflect the talent health of the 
region ς one indicating talent production, the 
other measuring talent attraction and reten-
tion.4 
 
Our talent production is high, comparing fa-
vorably even to Columbus, which is generally 
regarded as a college town.  However, when 
examining talent realized, the region lags be-
hind, revealing that too many of our college 
graduates are slipping away.  Dayton is experi-
encing a brain drain, and every student that 
leaves is a missed economic opportunity.  Con-
sidering the number of college graduates that 
leave the region each year is measured in 
thousands, the annual economic loss from the 
brain drain is measured in millions.  

1 More information is available on Dr. Florida at http://creativeclass.com/. 
2 Weissbourd, Robert and Berry, Christopher, ñChanging Dynamics for   

Urban America,ò CEOs for Cities, http://ceosforcities.org 

3 The Dayton  region is defined as the composite of the Dayton MSA plus 

the Springfield MSA. 
4 Dr. Florida defines the ratio of these two metrics the brain drain index. 

Talent Potential = % Young People Attending College 
Talent Realized = % Adults with College Degree 

Data Obtained from American Community Survey 
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The young creatives are the next 

generation of the creative class.  They are en-
gineers, poets, lawyers, computer program-
mers, scientists, artists and architects ς any-
one who is between the ages of 18-40 and cre-
ŀǘŜǎ ŦƻǊ ŀ ƭƛǾƛƴƎΦ  ¢ƻŘŀȅΩǎ ŜƴǘƛǊŜ ŎǊŜŀǘƛǾŜ Ŏƭŀǎǎ 
accounts for 30% of the population and over 
50% of all wages and salaries ς young creatives 
and their constantly increasing college gradua-
tion rates will be an even bigger economic 
force in our world.   
 
The decisions confronting young creatives are 
some of the most difficult and important they 
will make in life ς choosing a job, selecting a 
city and continuing their education, among 
others.  Understanding these decisions is criti-
cal to plugging the brain drain.  In their mid-
20s young creatives are at a stage in life when 
their mobility will never be higher, but in their 
30s the likelihood of a major move declines 
precipitously.5  Communities across the coun-
try are competing for young creatives before 
they lay down roots.6 Where young creatives 
choose to live and work will de-
termine the regions and busi-
nesses that are successful in the 
next decade.   

5 ñThe Young & Restless: How Tampa Bay Competes for Talent,ò Pre-

pared by Impresa Consulting, http://www.restlessyoung.com/yar/ 
6 Several cities are working with national consulting firms to better con-

nect young creatives with their region. Examples include http://

www.collegia.com. & http://nextgenerationconsulting.com/ 

If we want to attract & retain 
talented, creative-types in the 
5ŀȅǘƻƴ ǊŜƎƛƻƴΣ ǎƘƻǳƭŘƴΩǘ ǿŜ  
focus on young creativesτthe 
people making decisions 
about moving?  

NOTE: Data from American Community Survey 

Over 30% of  
age 15-39 made 
a major move 
1995-2000 

²ŜΩǊŜ ƭƻǎƛƴƎ ƻǳǊ ȅƻǳƴƎ ǇŜƻǇƭŜ 
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If the Dayton region is going to plug the brain 
drain, local leaders will need to understand 
the decisions confronting young creatives and 
develop programming to address their needs.   
 
At every turn updayton has sought the opin-
ions of young creatives to guide its planning.  
In the fall 2008 we launched a survey that 
touched over 500 people in the Miami Valley.  
¢ƘŜ Ǝƻŀƭ ƻŦ ǘƘŜ ǎǳǊǾŜȅ ǿŀǎ ǘƻ ŀǎƪ ǘƘŜ ǊŜƎƛƻƴΩǎ 
young, creative professionals what they look 
ŦƻǊ ƛƴ ŀ ǇƭŀŎŜ ǘƻ ƭƛǾŜΣ ŀƴŘ ǘƻ ƎŀǳƎŜ ǘƘŜ ǊŜƎƛƻƴΩǎ 
performance in meeting their needs.  It is 
unlike anything that has ever been done in the 
Dayton region.   
 
Updayton relied on many partnerships with 
local alumni groups, businesses and area 
young professional organizations to build the 
survey target population. By intent the survey 
population is skewed ς we were looking for 
the opinions of college educated young peo-
ple, which only reflects a small part of the re-
ƎƛƻƴΩǎ ǇƻǇǳƭŀǘƛƻƴΦ  

Survey Introduction 
Respondent Demographics 

A diverse group of people responded to the 
survey ς representing a good mix of race, age, 
level of income, etc.   

The various Miami Valley universities were 
well represented: 42% attended Wright State, 
28% attended the University of Dayton, 24% 
attended Sinclair and 12% attended Wilber-
force. (some attended multiple colleges).  A 
small group also touched Central State, Wit-
tenberg and other local colleges.  
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Survey Respondents by Zip Code 
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To help us understand what young crea-
tives are looking for from the region, re-
spondents were asked to rate the impor-
tance of several regional attributes when 
considering a place to live.  The average 
results for a variety of attributes are 
shown on the right. 
 
Often the discussion about talent attrac-
tion and retention quickly turns to the 
availability of jobs.  The survey data shows 
ǘƘŜ ŦŀŎǘƻǊǎ ƛƴŦƭǳŜƴŎƛƴƎ ŀ ȅƻǳƴƎ ŎǊŜŀǘƛǾŜΩǎ 
choice of city is more complex than jobs 
alone.   Of the sixteen attributes offered, 
respondents ranked five factors very im-
portant or above, and eight other factors im-
ǇƻǊǘŀƴǘ ǘƻ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘΦ  άWƻō ƻǇǇƻǊǘǳƴƛπ
ǘƛŜǎέ ǿŀǎ ǊŀǘŜŘ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘΣ ōǳǘ ǊŜπ
spondents indicated several other attributes 
are important when selecting a city.  Just fo-
cusing on jobs as a means to keep young peo-
ple here is an incomplete strategy. 

Importance of Regional Attributes 

The needs assessment was surprisingly static 
across age groups.  Top needs for those over 
30 were similar to those under 30.  The biggest 
changes with age are not surprising: a vibrant 
nightlife is more important to younger people 
ς those under 30 were 40% more likely to say 
nightlife was very important or extremely im-
portant. 
 
School systems and proximity to family were 
more important to older respondents.  The 
gap between whites and blacks on the impor-
tance of diversity was large: 85% of African 
Americans said diversity was at least very im-
portant, while only 37% of whites responded 
similarly.   

Over 30 Top Needs 
1. Job Opportunities 
2. Nice Communities 
3. Affordability 
4. Challenging Career 
5. School System 

Under 30 Top Needs 
1. Job Opportunities 
2. Challenging Career 
3. Nice Communities 
4. Affordability 
5. Continuing Education 

Regional stakeholders will need to 
work together if they want to attract 
and retain young creatives.  An em-
ployer can affect the quality of their 
ǿƻǊƪ ǇƭŀŎŜΣ ōǳǘ ǘƘŜȅ ŎŀƴΩǘ ŘƛǊŜŎǘƭȅ ƛƴπ
fluence the quality of local neighbor-
hoods.  Governments can improve a 
ƴŜƛƎƘōƻǊƘƻƻŘΣ ōǳǘ ǘƘŜȅ ŎŀƴΩǘ Ǉƭŀȅ ŀ 

direct role in the curriculum for gradu-
ate students at near-by universities. 

 

The range of factors important to 
keeping talented people in the Dayton 

region is too broad for one regional 
stakeholder to address alone. 

άώ¸ƻǳƴƎ ŎǊŜŀǘƛǾŜǎϐ ƘŀǾŜ ǇƻǿŜǊ τ maybe much more than they realize. The community's many stake-
holders need them, and no one stakeholder τ not governments, businesses or colleges τ can ad-
dress their needs on their own... They can demand regional cooperation for the greater good.  After 
ŀƭƭΣ ǘƘŜȅ ŀǊŜ ǘƘŜ ǇŜƻǇƭŜ ǘƘŜ ǊŜƎƛƻƴ ƛǎ ǎǳǇǇƻǎŜŘ ǘƻ ōŜ ōǳƛƭŘƛƴƎ ŦƻǊΦέ   - Kevin Riley, Dayton Daily News 
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When asked about their satisfaction with living 
in the Dayton region, almost 55% of respon-
dents said they are at least satisfied.  Respon-
dents were also asked to rate the Miami Val-
ƭŜȅΩǎ ǇŜǊŦƻǊƳŀƴŎŜ ōȅ ǊŜƎƛƻƴŀƭ ŀǘǘǊƛōǳǘŜΦ  ¢ƘŜ 
breakdown by attribute is shown on the right. 
 
Not surprisingly, scoring high on the list are 
affordability, easy commutes and family 
friendly.  Another top performer is 
άƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ŎƻƴǘƛƴǳŜ Ƴȅ ŜŘǳŎŀǘƛƻƴέ ς a 
ǊŜƎƛƻƴŀƭ ŀǎǎŜǘ ǘƘŀǘ ǇǊƻōŀōƭȅ ŘƻŜǎƴΩǘ ƎŜǘ 
as much attention as it should, espe-
Ŏƛŀƭƭȅ ƎƛǾŜƴ ƛǘΩǎ ŀ ǘƻǇ ŦƛǾŜ ƴŜŜŘ ŦƻǊ 
young creatives under 30.   
 
The region performed worst for job 
opportunities, public transportation 
and nightlife.  While respondents were 
pressed to rate their experience of the 
region, perception certainly played a 
role in the scoring.  No doubt the con-
stant decline of the manufacturing and 
other industries in Dayton has taken a 
toll on the perception of job opportuni-
ties in the region. 
 

Satisfaction with Dayton 

²Ŝ ŀǎƪŜŘ ǊŜǎǇƻƴŘŜƴǘǎ ǘƻ ƭƛǎǘ ƎǊŜŀǘ ǘƘƛƴƎǎ ŀōƻǳǘ 5ŀȅǘƻƴ ǘƘŀǘ ǘƘŜȅ ŘƛŘƴΩǘ ƪƴƻǿ ŀōƻǳǘ ǿƘŜƴ 
ǘƘŜȅ ŦƛǊǎǘ ǎǘŀǊǘŜŘ ƭƛǾƛƴƎ ƘŜǊŜΦ  .ŀǎƛŎŀƭƭȅΣ ǿƘŀǘ ŀǊŜ ƻǳǊ ƘƛŘŘŜƴ ƎŜƳǎΚ  IŜǊŜΩǎ ǿƘŀǘ ǿŜ ƘŜŀǊŘΥ 

 

I wish I had known about living venues downtown out of the gate. 
Great civic and community organizations that I was unaware of my first ten years living here. 
There are so many places you can bike to across the region from downtown Dayton.   
Five Rivers MetroParks are really top notch! 
IƛǎǘƻǊȅ ƻŦ 5ŀȅǘƻƴΩǎ ƴŜƛƎƘōƻǊƘƻƻŘǎ 
Great summer festivals / low cost activities 
Wonderful city neighborhoods and great surrounding area parks/rec. 
How family friendly the community is.  I had no idea when we moved here what a great place to 
raise kids this area would turn out to be for my family. 

The quality of small businesses especially in restaurants and retail establishments.  
There are a lot of great festivals representing the many cultures & ethnic groups of the area. 
The Recreational Opportunities that are not that far from downtown, i.e. Kayaking, Climbing, 
Hiking, Backpacking, Mountain Biking, Road Biking.    

11 



 

The updayton Survey 
T

h
e

 U
p
d

a
y
to

n
 Y

e
a

r 
O

n
e

 R
e

p
o
rt

 

To prioritize where to place the greatest atten-
tion, updayton compared the relative perform-
ance of each regional attribute to its relative 
importance to survey respondents.  The goal 
of this comparison was to isolate the regional 
shortfalls that could be the biggest contribu-
tors in decisions to leave the region.   
 
To do this we needed a performance bench-
mark: so each attribute was measured against 
a mean score of 3.5 ς ideally the region would 
score of above average to good for all attrib-
utes.  The performance delta was then 
weighted by the importance of a particular 
attribute relative to the other attributes.  The 
άǇŜǊŦƻǊƳŀƴŎŜ ƎŀǇέ ǊŜǎǳƭǘǎ ŀǊŜ ǎƘƻǿƴ ōŜƭƻǿΦ 
 
Not surprisingly, the biggest gaps are reported 
for job opportunities, entertainment and 
nightlife, school systems and diversity.  Great-
est regional strengths are the typical attrib-
uted to the region: affordability, short com-
mutes and family friendly.  Again, opportuni-
ties for continuing education is a regional 
strength that should likely receive greater at-
tention in the sales pitch for the Miami Valley. 

Regional Performance Gaps 

An alternate way to assess the influence of a 
particular attribute on plans to stay or leave 
the region is to look at the correlation be-
tween the needs assessment and future plans.  
For example, if respondents believe a particu-
lar attribute is critical, but do not feel their 
need is being met in Dayton, then they may 
look to move elsewhere.    
 
A few attributes showed strong correlation 
with future plans: those that listed entertain-
ment and nightlife, other people my age or 
diversity as extremely important when choos-
ing a place to live were also 30-50% more 
likely to say they plan to move away from the 
region in 3-5 years.   Though not many said it 
was extremely important, climate showed the 
greatest correlation with likelihood to move: 
respondents who ranked climate as extremely 
important were also 74% more likely to say 
they will move near-term.  Those that ranked 
job opportunities as extremely important did 
not show any unique behavior from other re-
spondents ς primarily because job opportuni-
ties was ranked extremely important by al-
most every respondent. 

Offered as Young Creatives 

Summit breakout topic 

NOTE: decided to include 

diversity in all breakouts  

Jobs: 95% said at least very important, but only 17% gave region a rating of good to excellent 

Nightlife: 50% said at least very important, but only 25% scored region good to excellent 

School Systems: 76% said at least very important, but only 37% said schools are good to excellent 

Diversity: 50% said at least very important, but only 32% gave region a rating of good to excellent 
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