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The Updayton Year One Report

There are numerous universities in the Dayton regjand

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:

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 prosperity

Updaytonwas created to help the Dayton region better attract and retain
young talent. Through surveys, focus groups and the 2009 Young Creatives
{dzYYA (X 6SQ@OS KAIKEAIKGSR 020K GKS
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
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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 concetii.

to better attract and retain this vital demo-
graphia in fact, given the range of factors important to keeping young peo-
ple in the region,
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The Dayton region is a leader in the percentage of our young people at-
tending college. We have enormous talent potential.

h dzNJ O K | WeffalBfar béhindin our ability to keep young talent here, and attract
others. We are not living up to our economic potential.

Who are the young creatives¥oung creatives are the next generation of the creative
OfFaa YR GKS&@QNB ONRGAOFE (G2 2dzNJ SO2y2YAO
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.

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:

« LG Qa vy 2 An3naed df regdrdl atteibde®he 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.

« CKSNBQA 'y | 3S Tkoselodsr BFveeNibidst 0o SioreAkelyLtdd
say they are satisfied with the Dayton region compared to those agg618This is a dan-
gerous trend given that young people already have a tendency to move. Survey results
showed the effect of this gaphose under 30 were twice as likely as those over 30 to say
they plan to move within & years. Almost 25% under age 30 said less than 2 years.

« A good job is not enoughOver 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 engagemenCivic engagement can be an important tool
for keeping young people here. Those that are engaged with gnafit or young pro-
fessional group were 25% more like to say they are satisfied with life in the Dayton region.
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Through a series of focus groups and the 2009 Young Creatives Summit, upday-
G2y KFr&a 3AFAYSR AYyaaakd Ayadz2z GKS (Se |
0KS 5F&d2y NBIAZ2Y D | SNBEQa o6KII 6SQO:

Give young people an easy buttornroung 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 accessilde they expect the same from their
city. The region has assets valuable to young people just need to make it simpler for
young people to utilize them.

Provide a vibrant urban experienceDowntownis 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 streetxcitement in the airOne 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 proximitywalkability 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 welcoming and 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 employersiob 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., 2dzy3 LIS2L)X S G2f R dza GKFd RAGSNI
particularly holding the Dayton region back. Young creatives want the feeling of a melting
pot or mosaic from theirciyAy Tl OG> AdQa ¢KI G KStLBA YI 1.
versity and acceptance of diversity is a sign of a modern, sophisticated city.

Offer bold leadership, set a vision & empower young peopkecall for bold
leadership was a common theme at the Summit. Young creatives want local leaders to
GFr1S NRalaz SadlofAakK I aAKFNBR @Aarzy TF2N
challenges. Also, give young people a seat at the ¢ableu allow them to play a mean-
Ay3aFdzd NRES Ay NBIA2YylLE LIXIFYyyAy3dr GKSeQff

5



The Updayton Year One Report

The Economic Case for Talent

Talent Potential = % Young People Attending College

In 2004 Dr. Richard Florida captured the atten : .
P Talent Realized = % Adults with College Degree

tion of urban planners across the country with

his bookThe Rise of the Creative Clagy. 38 @ Talent Potential
Florida gave a name to a rising segment of the | oTalent Realized
world's workforce: scientists, engineers, art- 307

ists, teachers, architectsanyone 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 10
class, and the success of cities hinges on

where members of the creative class choose

to live.! 0!
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5NX Cf 2 NA RI @aundéd? Acyoida IDataObaiget from American Community Survey
ing to a study conducted by CEOs for Citias _ _ - _
national alliance of civic leaders, census data ~ Young talent is leaving and it is preventing the

collected for several cities over the 1990s Dayton region from reaching its economic po-
showed that of all factors studied, tential. Above the regictis compared to Co-
deducational levels were the single biggest lumbus and Ohio on the basis of two metrics:

RNAPSNI 2F S OAlsozregions I N2 @lenkpotential & talent realized. Talent po-

with greater numbers of college graduates at ~ tential is defined as the percentage of the re-
the start of the decade gained college gradu- JA 2y Qa e2dzy3 LIS2LIH S FausSy
ates fasteri.e. having more college educated  talent realized is the percentage of the re-

people helps attract or retain college gradu- IA2yQa +FRdA Ga sAGK | O2ff
ates at a higher raté.In an era where knowl- the two metrics reflect the talent health of the

edge drives economic growth, the potential regiong one indicating talent production, the

economic boon from retaining and attracting other measuring talent attraction and reten-

young talent cannot be overstated. Programs tion.*

OKFG F20dza 2y &a0NBy3IJGKSYyAy3d GKS NBIA2yQa NBf Il
tionship with talent just make economic sense.  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
thousandsihe annual economic loss from the
brain drain is measured in millions.

-
1]

More information is available on Dr. Florida at http://creativeclass.com/. *The Dayton region is defined as the composite of the Dayton MSA plus
2Weissbourd, Robert and Berry, Chri h{'—‘%PPﬂQ“@'FjMSAﬁChangi ng Dynamics for
Urban Ameri ca, otp@cEdfsrcittsoorg Ci ti es, Dr. Florida defines the ratio of these two metrics the brain drain index.
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The young Creatlve&e the next (Acr:sact&:t?nr:yal.lixlfrr:g:\)e?393:-2000)
generation of the creative class. They are en-

gineers, poets, lawyers, computer program- Aee A Over SV:E%Z’;; de
mers, scientists, artists and architectany- e agm ajor move
one vyho is between the ages gf-m and cre- 19952000 3
FaSa F2NJ I ftAQAYy3IO ¢z Agesua of I
accounts for 30% of the population and over

0% 10% 20% 30% 40%

50% of all wages and salarggoung creatives
and their constantly increasing college gradua-
tion rates will be an even bigger economic NOTEData from American Community Survey
force in our world.

Percent Movers

Yearly Net Migration for Select Ohio Cities

.. . . Average over 2005 - 2007
The decisions confronting young creatives are

some of the most difficult and important they Over 64

will make in lifec choosing a job, selecting a E:E’:}E‘; 4510 64
city and continuing their education, among ® Dayton

others. Understanding these decisions is criti- e 35 to 44 years

cal to plugging the brain drain. In their mid people N
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’> Communities across the coun-
try are competing ?r young creatives before
they lay down roots.Where young creatives 2 o . «
choose to live and work will de- 2SQONB f2aAy3a 2dzNJ e 2
termine the regions and busi-
nesses that are successful in the
next decade.

18 to 34 years

1to 17 years

-3.0% -20% -1.0% 00% 1.0% 20% 3.0%
Percent Net Migration

If we want to attract & retain
talented, creativetypes in the
5Fed2y NBIAZ2YS
focus on young creativasthe
people making decisions
about moving?

iThe Young & Restless: How Tampa Bay Competes for Talent, o Pre-
pared by Impresa Consultinigitp://www.restlessyoung.com/yar/

5Several 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/
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The updayton Survey

Survey Introduction

o _ Respondent Demographics
If the Dayton region is going to plug the brain

drain, local leaders will need to understand Age . salary

the decisions confronting young creatives and wig2s % = Less than $25,000
. . 4 $25000-39999
develop programming to address their needs. 2426 o B 54000049999

"27-29 PR 20% | - $50000-74999
. 30-34 21% m $75000-100000
At every turn updayton has sought the opin- s i o
ions of young creatives to guide its planning.

In the fall 2008 we launched a survey that Race
touched over 500 people in the Miami Valley.

Prefer not to disclose 2%

¢KS 321t 2F GKS &adz2NIBS: Multi-racial | 3% 2y Qa
young, creative professionals what they look = Americanindian or Alaskan Native | 0%
F2NIAY | LX I OS (2 fAQ¢ . 22 Kk BaArzy
. . ) . I 669
performance in meeting their needs. Itis Asian/Pacific Islander | 2%
unlike anything that has ever been done in the Black or African American [N 25%
Dayton region. 0% 20% 40% 60% 80% 100%
Updayton relied on many partnerships with G i > Z:ducam"
. . omplet a doctorate ree (+]
local alumni groups, businesses and area cg;:plexcdamastcr'sd:rce I 21%
young professional organizations to build the — completeda bachelor's degree : 46%
. . [« leted ssociate's degree
survey target populatiorBy intent the survey oot e B
population isskewedc we were looking for Attended some college, no degree Il 5%

HighSchoolGrad § 1%
Less than a high school diploma | 0%

the opinions of college educated young peo-
ple, which only reflects asmal! part of the re- AR T A .
AA2yQa L2LIz | GAZ2Y P

79 3% Background

7% c'r'i,‘ |
h

® | grew up in Dayton-Springfield region and continue to live here

I grew up in Dayton-Springfield region, moved away, and then moved back
® | moved to Dayton-Springfield region for college and stayed

I moved to Dayton-Springfield region for a job opportunity
» I moved to Dayton-Springfield region to follow a spouse or significant other

| was moved to Dayton-Springfield region by work or the military

- A diverse group of people responded to the
DAYTON T surveyg representing a good mix of race, age,

AVIATION level of income, etc.
HERITAGE ‘

NATIONAL HISTORICAI

The various Miami Valley universities were

, -3 well represented: 42% attended Wright State,
wsoo § . , 28% attended the University of Dayton, 24%
g attended Sinclair and 12% attended Wilber-
force. (some attended multiple colleges). A
small group also touched Central State, Wit-
tenberg and other local colleges.

| e — T — R
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Survey Respondents by Zip Code

9

Number of Surveys by Zip Code | | 0[ 1 1-4[ 5-10 [0 11-20 [ 21-32

Map generated by City of Dayton Planning Department
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Importance of Regional Attributes

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 wher 4w
considering a place to live. The averagt

Young Creatives Needs Assessment

Job Opportunities |G 4.6

Nice communities in which to live _ 4.5

Affordability, Cost-of-living | N 4.4

ity to pursue a challenging career I £ 4

School System | 4.1

. | Short Commutes 3.9
reSUItS for a Varlety Of attrlbUteS are Opportunities to continue your education 3.9
shown on the r|ght Recreation, Outdoor environment, Sports 38
Family Friendly 3.8
] ) Other people your age 3.7
Often the discussion about talent attrac- Arts and Culture 3.7
. . . Being Near Family 3.7
tion and retention quickly turns to the Entertainment and Nighttife SE
availability of jobs. The survey data shc Diversity 3.4
UKS TFOuU2NA AYyTIf dz oubic Climate s
K . : X ublic Transportation 29
choice of city is more complex than jobs
. . 25 3.0 35 4.0 45 5.0
alone. Of the sixteen attributes offered 0 Somey, Ve, ’ Extre,,
. . at 1 Y
respondents ranked five factors very im: "Meortane "POrtan; "Meortany

portant or above, and eight other factors im-
LR NIFYyGdG G2 OSNE AYLR
GASaéeé gl a NrGSR GKS
spondents indicated several other attributes
are important when selecting a city. Just fo-
cusing on jobs as a means to keep young pé
ple here is an incomplete strategy.

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
g2N] L} I OS> o dzi
fluence the quality of local neighbor-
hoods. Governments can improve 3
YSAIKO2NK22RX 0 dzi
direct role in the curriculum for gradu;
ate students at neaby universities.

i K

The range of factors important to
keeping talented people in the Daytor
region is too broad for one regional

stakeholder to addressalone.

Under 30 Top Needs ; Over 30 Top Needs ¢
1. Job Opportunities | 1. Job Opportunities
2. Challenging Career 2. Nice Communities
3. Nice Communities 3. Affordability
4. Affordability 4. Challenging Career
5. Continuing Education 5. School System

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, impartant tq younger people
$ Eihoda rMieh s weke ANt kel o & T
nightlife was very important or extremely im-
portant.
GKSe OlyQd LXlle |
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.

Gw, 2dzy3 ONXB I UtA @eShe uck hogkShar tieyr&aliEhe community's many stake-
holders need themand no one stakeholde&r not governments, businesses or collegesan ad-
dress their needs on their ownThey can demand regional cooperation for the greater gooiiiter

Ittt GKS& I NB (UKS

LIS2 LX S
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Satisfaction with Dayton

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-

4%

Very Dissatisfie

d

Satisfaction with life in
the Dayton region

f SeQa LISNF2NXIyOS o8 Dissatisfied I KS
breakdown by attribute is shown on the right. o Noiitial
46% -
Not surprisingly, scoring high on the list are Satisfied
affordability, easy commutes and family Very Satisfied
friendly. Another top performer is
G2LILR2 NI dzyAGASa (2 ¢@®2ylUAydsS Y SRdzOIuAZYs
NE3IAZYIlLt laasua ok " =™ Reg|onaIPerform;|c; b;Avttnbu?e" ’
as much attention as it should, espe- Affordability, cost-of-living e
O }\ I f f é 3 A Q S y 7\ U Q é Opportunities to continue my education 3.92
young creatives under 30. Sh‘: ooy . 53670
Nice communities in which to live 3.52

The region performed worstforjob e 4
opportunities, public transportation Ohhor: el iy ags 328
and nightlife. While respondents wer: Safety 3.09
pressed to rate their experience of the e vl
region, perception certainly played a School system 293
role in the scoring. No doubt the con- BT 236
stant decline of the manufacturing an Public transportation 259
other industries in Dayton has taken ¢ Conriiopeaume 233
toll on the perception of job opportuni 20 20 4.0 5.0
ties in the region. Fair Yerage Goog  Ocellep,

2 § d41SR NBalLRyRSyda G2 tAad 3INBFIG GKAYIaA

GKSe FANRG adlI NISR fAGAYy3a KSNBO® . aAxolHtf

+ | wish | had known about living venues downtown out of the gate.

Great civic and community organizations that | 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!
|l AA0G2NE 2F 5led2yQa
Great summer festivals / low cost activities
Wonderful city neighborhoods and great surrounding area parks/rec.
How family friendly the community is.
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.

YySAIKO2NK22RA
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| had no idea when we moved here what a great place to

o’

O ——



The Updayton Year One Report

Regional Performance Gaps

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 3.6ideally 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
GLISNF2NXYIF yOS 3k Lk

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.

Y¢ Offered asyoung Creatives
Summit breakout topic
NOTE: decided to include
diversity in all breakouts

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 -80% more

likely to say they plan to move away from the

NB & dzfrefian in-35iy@arsy RiRovgyf nobn$afysaiddit

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 neaterm. Those that ranked
job opportunities as extremely important did
not show any unique behavior from other re-
spondents; primarily because job opportuni-
ties was ranked extremely important by al-
most every respondent.

w
w

w

Jobs: 95%said at least very important, but odly % gave region a rating of good to excellent
Nightlife: 50% said at least very important, but 0oi$p% scored region good to excellent

School Systems: 76%aid at least very important, but o3y % said schools are good to excellent
Diversity: 50% said at least very important, but oi32% gave region a rating of good to excellent
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