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The Updayton Year Two Report

One year ago we wrote about missed opportunities in the Dayton region.
In particular, the thousands of college graduates that leave the region each
year. Our research highlighted the region’s challenges and offered concrete
recommendations to help the region better attract and retain young people.

Since then the region has taken positive steps, many of which we highlight in
this report, but we’ve yet to plug the brain drain. Still too many of our gradu-
ates are leaving, and each talented young person lost is a missed economic
opportunity.

However, the Dayton region has momentum; young creatives can
feel it, and attendees at our 2010 Young Creatives Summit were more optimis-
tic than ever about Dayton’s future. The region is not without it’s challenges,
but young creatives are ready to move past these challenges and build a better
region. We're tired of the negativity about Dayton—

Updayton was created to help the Dayton region better attract and retain
young talent. Through surveys, focus groups and the annual Young Creatives
Summit, we ask young people what they want from the region—then work to
make it happen through advocacy and the annual action plan.

This report is a summary of updayton year two. In it we high-
light the latest data on the region’s brain drain, actions taken by updayton
volunteers and others in the community to plug it, and the latest things we’ve
heard from young people at the 2010 Young Creatives Summit. Countless
volunteer hours have been dedicated to the efforts that have made this report
possible.


http://updayton.com/wp-content/uploads/2010/07/updayton-year-one-report.pdf

Table of Contents

Executive Summary Page 4
Brain Drain Update Page 6
The 2009 Action Plan Page 8
Updayton Recommendations from 2009 Page 11
Provide a Vibrant Urban Experience Page 12
Give Young People an Easy Button Page 14
Cultivate Diversity Page 15
Connect Job Seekers with Employers Page 16
The 2010 Young Creatives Summit Page 17
Entrepreneurs Wanted Page 19
The Dayton Scene Page 20
Diversity in Our Region Page 21
A Sense of Community Page 22
2010 Summit Action Plan Page 23
The Other Summit Project Ideas Page 24
What'’s Next? Page 26



The Updayton Year Two Report

The region continues to have a brain drain. In fact, recent data from American
Community Survey (ACS) suggests the gap between our talent produced versus talent
attracted & retained grew between 2005 & 2008. We missed a chance to grow economically.

Reasons for Optimism. Actually, over 4000 reasons for optimism. According to ACS, in
2008 the Dayton region actually grew its population of 18-34 year-olds by over 4000 people.
We are still producing more talent than we are retaining, but we could be on the verge of a
tipping point for talent attraction and retention—if fact, we could have already passed it.

Updayton year two at a glance. Over the past year we’ve helped deliver on many
things young creatives said to be important at the 2009 Summit, advocated for those same
things to local leaders, taken concrete steps to reinforce our organization’s sustainability,
and added hundreds of new advocates to our cause. It’s been a good year.

Walking the Talk: 2009 Action Plan
Action Plan volunteers delivered in a big
way. We can really only take credit for get-
ting the ball rolling—they picked it up and
ran. The above photo is the birth of the
revamped DaytonMostMetro.com.

e war
|

Updayton Advocac

Given the passion we’ve heard from young

creatives, we felt compelled to share their
cares and concerns with local leaders. The

above photo is from our first-ever candidates

forum. Over 70 people attended.

Matching Young People to Amenities
Access to information has been such a major
issue that we made it part of our mission to

better connect young people to amenities.

We've done our best to get young people
plugged in. The above photo is from the first
updayton Entertainment Speed Match. Over

twenty organizations participated.

Updayton Sustainability

Over the past year we’ve taken steps to
make updayton sustainable long-term. In
the Fall of 2009 we partnered with the Fitz

Center for Leadership in Community to
provide UD graduate student support. The
Fitz Center has also provided us a home—

the Rubicon House at 1056 Brown St.


http://www.daytonmostmetro.com
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Year Two Priority Recommendations. Despite our progress, the Dayton
region still has much work to do. Based on our conversations with young
people, here are our recommendations for local leaders:

Continue to cultivate urban vibrancy. Downtown continues to be a major focus of
young creatives, and over the past year the region has made great strides to make down-
town a vibrant destination. Just keep it up. Young creatives at this year’s Summit helped
characterize the “street buzz” that helps make a place feel vibrant: pedestrian street traf-
fic, ad-hoc art performances, outdoor music and dining spilling onto sidewalks. To young
creatives, urban vibrancy is integral to a livable community.

Connect job seekers with employers. The community made an “all-hands” effort
to keep former NCR employees here—we need the same aggressiveness to retain our col-
lege grads and overcome negative perceptions about regional job opportunities. Before
students even come here to begin college, they should know what industries are growing
and successful in the region. Prospective students should be considering the Dayton re-
gion as more than just the a place to go to college, but also a city to get an internship in
their desired field and find employment post-graduation.

Continue to centralize information. Accessibility of information has improved by
leaps and bounds over the past year—Ilargely because the region has centralized informa-
tion about our assets and amenities. Social networking has changed the way people com-
municate in the community. If your organization isn’t on Facebook or Twitter, then
you’re missing out. The Dayton region has moved online.

Make diversity a priority. Cultivating diversity means more than just preventing dis-
crimination, it’s about creating spaces and events for people to interact and feel wel-
come. Organizations and establishments need to make an extra effort to make all types
of people feel included. Greater diversity should be a primary goal— for young creatives,
diversity is a primary factor influencing their perceptions about the place where they live.

Foster community building. Two years in a row, Summit attendees have expressed a
strong desire to connect with their neighbors and strengthen their neighborhoods. Our
experience launching community projects tells us there are undiscovered leaders in our
region ready to step forward, but they need an excuse and a little push. Utilizing a
DaytonCREATE / updayton-type approach to stimulating neighborhood projects could
have a powerful impact on revitalizing neighborhoods and cultivating community leaders.

Connect aspiring entrepreneurs to successful business leaders. Aspiring
young entrepreneurs want to connect with successful business leaders to learn the se-
crets to their success—we’ve heard it now for two straight Summits. Additionally, aspir-
ing young entrepreneurs don’t know what they don’t know. Info about how to start a
business might be readily available, but it’s not in the place young people are looking.
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Talent Potential Greater than Ever
Talent Potential = % Young People Attending College

In our Year One Report we made the economic  ro10n+ Reqlized = % Adults with College Degree

case for talent attraction and retention. In
particular, updayton highlighted the missed
economic opportunity from the thousands of
new college graduates who leave the Dayton
region each year. The region is underutilizing
one of its greatest assets. Updated data indi-
cates the Miami Valley continues to have
enormous talent potential—in fact, our poten-
tial has never been greater. However, talent
attraction and retention has not kept pace
with the growth in talent potential, and recent
data suggests our brain drain has grown.

In the graph on the right, the Dayton Metro-
politan Statistical Area (MSA) is compared to
the Columbus MSA and Ohio on the basis of
two metrics: talent potential & talent realized.
Talent potential is defined as the percentage
of the region’s young people attending col-
lege, while talent realized is the percentage of
the region’s adults with a college degree.
Combined the two metrics reflect the talent
health of the region — one indicating talent
production, the other measuring talent attrac-
tion and retention."

Similar to the data shown in last year’s report,
Dayton’s talent production continues to be
high—greatly outpacing both Columbus and
Ohio in the percentage of our young people
that attend college each year. However, the
disparity between the second metric, talent
realized, has grown larger. A deeper look at
the data reveals that between 2005 and 2008
the Dayton MSA added over 22,000 college
attendees, but less than 8,000 adults with a
college degree. While it’s hard to view an in-
crease in college attendees as a negative, the
missed opportunity for the region is definitely
disappointing. In comparison, Columbus
added almost an identical amount of college
attendees, despite a total population of more
than twice that of the Dayton MSA.

! Dr. Richard Florida defines the ratio of these two metrics as the brain drain

index. More info on Dr. Florida is available at www.creativeclass.com
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When put in economic terms, the missed oppor-
tunity becomes more obvious. In its 2004 report
The Changing Dynamics for Urban America, CEOs
for Cities concluded “educational levels were the
single biggest driver of economic growth” over
the 1990s. Furthermore, their research indicated
that every 2% growth in a region’s college-
educated population correlates to approximately
1% growth in per capita income. Based on these
findings, and assuming all else is equal, if the
Dayton MSA had added college educated people
commensurate with its growth in college atten-
dees, the per capita income would have in-
creased by over $1,700 —equating to almost
$1.4 billion of additional income for the region
between 2005 and 2008. This is an overly-
simplistic analysis, but it demonstrates the mag-
nitude of the impact. The region can’t afford this
missed economic opportunity.
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Over 4000 Reasons for Optimism

Last year updayton gave a name to a segment
of our population critical to the region’s future
success: the young creatives. Who are they?
The young creatives are the next generation of
the creative class. They are engineers, poets,
lawyers, computer programmers, scientists,
artists and architects — anyone who is between
the ages of 18-40 and creates for a living. To-
day’s entire creative class accounts for 30% of
the population and over 50% of all wages and
salaries — young creatives and their constantly
increasing college graduation rates will be an
even bigger economic force in our world.

Last year’s report highlighted the mobility of
young creatives—that in fact, young creatives
are more mobile than any other age group.2
Additionally, because of their importance eco-
nomically, updayton pointed out that commu-
nities across the country are competing for
young creatives before they lay down roots.
Migration data examined in last year’s report
indicated the Dayton region was losing this
competition. However recent data made
available from American Community Survey
indicates reason for optimism.

s

T AM SIRYINE,
PBECAUSE OF THE
aense of Communily
S
! | Ve INDAYT oN
2«The Young & Restless: How Tampa Bay Competes for Talent,” Pre-
pared by Impresa Consulting, http://www.restlessyoung.com/yar/
3Several cities are working with national consulting firms to better con-

nect young creatives to their region. Examples include
www.collegia.com. & www.nextgenerationconsulting.com/

Yearly Net Migration for Select Ohio Cities
18-34 Year-Olds

-&-Dayton MSA
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Cincinnati MSA
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from 3 year average data

Net Migration - 18-34 year-olds
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Year

Data Obtained from American Community Survey

Shown above is yearly net migration among 18-34
year olds for the Dayton MSA compared to Co-
lumbus and Cincinnati. Net migration tracks the
difference in people moving to the region versus
those that have moved away—a positive number
reflects a net increase in population. In recent
years this statistic has not been kind to the Day-
ton region. However recently released data sug-
gests the tide may be changing.

According to ACS, in 2008 the Dayton MSA re-
corded a net increase in residents between the
ages of 18-34—in particular over 4000 people.

In fact, almost one third of this increase is for
people ages 25-34, so it’s not just college stu-
dents. The data should be viewed with some cau-
tion since it’s based on a survey of a small sample
of the population, but regardless it’s a significant
result: in a era when Dayton residents have be-
come accustomed to hearing stories of people
fleeing the region, the Miami Valley posted a net
increase in the population most vital to its eco-
nomic future. In the Fall of 2010 ACS will release
the statistics for 2009—we will be watching
closely. Another positive migration result for this
demographic could indicate a tipping point.

National Migration Data
(Across County Lines or Farther 1995-2000)

Young Creatives
are on the move

Age 40 & Over
Age15-39 Over 30% of
AgeS-14 age 15-39 made
a major move
0% 10% 20% 30% 0% | 1995-2000
Percent Movers
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Similar to this year, the inaugural Young Creatives Summit in 2009 focused not just on ideas,
but on empowering young people to launch those ideas into actionable projects where they
could make a difference in the community. Like DaytonCREATE’s approach to managing the
projects that spawned from the Creative Region Initiative (which updayton was one of), we
take a hands-off approach to the action plan. While updayton provides the guidance, struc-
ture and support to enable the projects to grow, the success or failure of any project is in the
hands of the action plan volunteers. It is up to them to turn their ideas into reality.

Some of the projects launched in 2009 were more successful than others. However, what
we’re asking a group of volunteers to do is not easy. The teams meet sparingly, gel over
email, and squeeze the many hours required of these projects into their own limited personal
time. Succeed or fail, these volunteers have sacrificed to try and help their community. They
are to be commended for even stepping-up in the first place. Far too many people are con-
tent to sit on the sidelines.

Two of the four projects that emerged from the 2009 Action Plan have been very successful
and are highlighted in the following pages. The Online Resource Hub (DaytonMostMetro.com)
and the Wayne Avenue Corridor Committee have made great strides and continue to push
forward with their initiatives. Contact information is included at the bottom of each page for
further information.

“It’s one thing to go to the Summit and share your
ideas, but it’s something more to say, ‘I want to
be a part of making the ideas a reality.’”

Scott Murphy
Updayton Chair



http://www.daytonmostmetro.com/get-involved/young-professionals/young-creatives-summit-opinion.html
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The 2009 Action Plan

Wayne Avenue
The 2009 Summit enabled young creatives to voice their

needs about entertainment issues, and they spoke up. Co rrid O r
We heard their desire for more events, more excitement

and more people on the streets. A group of volunteers
formed the Wayne Avenue Corridor Committee to make downtown more walkable and to strengthen
the connection between already existing entertainment assets.

- | They have made the Wayne Avenue Corridor more pedestrian-friendly by
~ creating a more interesting, colorful, and lively walkway to connect two popular

entertainment districts: the Oregon Arts District and the Cannery District.

Team leader Adam Coatney explains the long-term goal of the Wayne Avenue
Corridor: “Every big city has a hub where everyone goes, but Dayton is pocketed
as far as entertainment and nightlife. Our idea was to get a well-lit walkway be-
tween Third (Cannery District) and Fifth (Oregon District) along Wayne Ave.
That’s an area that could be subsidized, there could be businesses brought in,
and there could be a really well-lit walkway so people can go in between those
two areas; that could be the start of an entertainment hub of Dayton.”

Wayne Ave. Clean-Up
Photo: Libby Ballengee

What is the immediate goal of this project?
Taking a community approach to the to beautify the area of Wayne Avenue between 5th and 3rd Streets
has been the focus since the launch. We implement sustainable
projects that continue to draw interest to the area.

What are some of your proudest accomplishments?

Our proudest accomplishments have included setting up monthly
clean up days of the area and also winning a grant from the City of
Dayton to get 10 murals painted under the train overpass at 4th
and Wayne Avenue.

What are your goals as you move into the future?

Our future goals include planting an urban perennial garden, doing a
chain-link beautifying project with lattice and non-invasive vines, and
seeking financial support for lighting to illuminate the murals at night. |

Are you looking to grow the project into other areas?

We started with this area because it is between two popular enter-
tainment and arts areas, and it was more practical with our volunteer |

base to stay focused. However, many groups around Dayton have Local artists were commissioned to‘
contacted us about ways to beautify their area, get contacts for the beautify the Wayne Ave overpass.
muralists that submitted to our contest for further projects, etc. We

are still focused on our area, but are always looking to help where we can in other parts of Dayton.

Wayne Ave Corridor by the numbers:
...56 mural submissions...20 gallons of primer and paint...over 150 volunteer hours logged...

To get involved in the Wayne Avenue Corridor, contact Adam Coatney at hissinglawns@yahoo.com

O,
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2009 Summit attendees said they had trouble finding info - for g ; om

entertainment, volunteer opportunities, recreation & more. The Dayton Region’s Online Magazine
In response to those needs, updayton volunteers launched a
comprehensive online resource hub for the region: www.daytonmostmetro.com

Although DaytonMostMetro.com (DMM) was launched after the 2009 Summit to be a resource “hub,”
they soon changed to a magazine-type format with articles and blogs. DMM is more than a Web site; it’s
a forum for the community to share events and ideas. It has the power to connect organizations from
around the region through one comprehensive online calendar of activities which has been utilized by
the Downtown Dayton Partnership, Culture Works, TrendSettazOnline, C{Space, Drive Less - Live More
and others. Their goal is to be the most popular local Web site for people to learn how to get involved in
the region and to discover things to see and do. They strive to engage the community.

According to team leader, Bill Pote, “We originally talked about simply acting as a resource hub with little
focus on articles/blogs, but soon changed the focus to a magazine-type format. We also added much
focus to our Events Calendar which is one of the most popular sections on the site.”

Currently, DMM highlights various neighborhood and communities, hosts an active discussion forum on
topics that affect residents in the region, and lists local resources such as media outlets and blogs.
Additionally, DMM posts articles written by volunteers on topics such as:

» Active Living (Cycling, Biking, Hiking, Sports, etc)

o Arts & Entertainment (Performing Arts, Music, Spectator Sports, Film, Street-Level Arts, etc)

« Dayton Dining (Dayton On Tap, 10?s with local chefs, Brunch, etc)

« Featured Articles (extended articles on stories of interest)

« Getting Involved (Charity Events, Volunteerism, Young Professionals, etc)

« Life (College Life, Dayton History, Opinion, Real Estate, Schools, etc)

What are some of your proudest accomplishments over the course of the project?
Getting over twenty writers to volunteer their time to contribute to DMM - it is great to know that we
have so many people that understand what we're trying to do and want to be a part of it.

What are your goals as you move into the future?

We’re getting a media kit together to sell advertising and sponsorships so that the site can continue to
sustain itself. A lot of time goes into keeping the site going, and there are regular costs involved such as
Web hosting. Additionally, DMM is working to make calendar software available to local nonprofits.
There is also a great focus on the Events Calendar - one of the most popular sections on the site.

How do you see this projects as sustainable?

We continue to have new people sign up as contributors, and as long as we continue that stream of new
people, then we can sustain it. We are also always looking at adding new features to the site to keep
things fresh and keep our readers interested.

DaytonMostMetro.com by the numbers:
On a Monthly Basis: 33,903 Page Views from 14,179 Visitors in 70 Countries/Territories
Event Calendar (Since May, 2009): 7,238 Events Listed, 192,990 Event Views; 493% Increase in Views

To get involved in DaytonMostMetro, please contact Bill Pote at bpotel@gmail.com

10
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Updayton Recommendations from 2009

In last year’s report updayton published a series of recommendations for the Dayton
community to strengthen its ability to attract and retain young talent. These recommenda-
tions were founded in our extensive research on programs from other communities, plus our
numerous conversations with young, creative people in the Dayton region.

Over the past year the community has made progress on projects consistent with these
recommendations—many of which were underway long before updayton even existed.
However, we believe its part of our role to emphasize the importance of these efforts.

In this year’s report we want to reflect on the progress made over the past year—in some
areas it’s been significant. The following section highlights just a small sample of the many
things the region should be proud to have accomplished in just one short year.

Photo courtesy of
Downtown Dayton
Partnership
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“Young creatives want a vibrant urban core, bold
ideas to move Dayton forward, city leaders who
empower them and jobs. Candidates for Dayton
mayor and the city commission faced tough
questions Thursday evening, Oct. 1, on how they
expect to fill those needs at a forum sponsored by
updayton.” Dayton Daily News 10/02/2009

The Updayton Year Two Report
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Updayton Recommendations from 2009

Provide a Vibrant Urban Experience

As is highlighted in the section covering the
feedback from the 2010 Young Creatives Sum-
mit, a vibrant downtown continues to be a
major focus of young people. We believe over
the past year the region has taken significant
steps toward that goal. The following is just a
sample of those important steps.

The Greater Downtown Dayton Plan. The
development and launch of the Greater Down-
town Dayton Plan is a significant achievement.
The priority goals of the plan are certainly im-
portant and very much in-line with the feed-
back we’ve heard from young people, but pos-
sibly more important is that the plan is the
product of almost 200 community leaders;
including representatives from business, uni-
versities, government, non-profits, and eco-
nomic development groups. The Greater
Downtown Dayton Plan is a powerful state-
ment from organizations from across the re-
gion that a vibrant downtown is a lynch-pin to
future economic success. It signifies a recogni-
tion among regional stakeholders that when it
comes to attraction and retention of young
people, all economic development is not
equal. In this time of extremely limited re-
sources for businesses, cities, counties and
states, strategic investment of limited dollars
is more important than ever. Everyone in the
region can benefit from a more talented, di-
verse group of young people—thus creating
the downtown to attract them here should be
important to everyone.

Growth of First Friday. “Every night should
feel like Urban Nights,” is a statement we’ve
often heard in our conversations with young
people. While we still have much to do to
achieve that goal, significant progress has
been made to create an Urban Nights-type
vibrancy much more often than just two nights
of the year. Specifically, downtown’s monthly
First Friday has noticeably grown in program-
ming over the past year.

Photo courtesy@f \
Downtown Dayton
Partnership

Urban Nights is a celebration of downtown
business, arts and culture in Dayton. Led by
the Downtown Dayton Partnership, organiza-
tions from across the community pitch-in to
make Urban Nights happen. The event is suc-
cessful because so many in the community do
their part. Likewise, First Friday has grown
because many different organizations have
gotten involved. Urban Nights consistently
demonstrates that downtown vibrancy is actu-
ally possible—First Friday consistently demon-
strates the region has the critical mass and
community inertia to make vibrancy possible
on a regular basis.

Recent additions to First Friday programming
like ad-hoc street-level performances and
walking tours, greatly add to the street level
buzz and excitement vital to urban vibrancy.
Seeing young people on the street, playing
music or creating art, feels hip. This program-
ming has been a win / win—making the street
scene active while providing an additional ve-
hicle for local arts groups and performers to
connect with patrons. Additionally, several
organizations like Courteous Mass and Garden
Station have utilized First Friday to help build
their own following while building critical mass
for downtown events simultaneously.
Through a complete community effort, First
Friday is growing, and so is urban vibrancy.

12
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Updayton Recommendations from 2009

t NP OARS |
Investments in Downtown Beautification.
Despite plans stating downtown Dayton as a
priority and renewed community energy to
provide additional programming for nightlife,
lasting vibrancy downtown won’t happen
without major capital investments. This past

year included those as well. Below are some
of the highlights:

« $2.7M for reconstruction of Main Street

o The construction and opening of several
new bridges in the downtown area

« Construction and opening of RiverScape
Phase lll—a $7.5M investment to add a
concert pavilion, bike hub, vendor space,
and other amenities to RiverScape

o $3.6M of Federal Stimulus funding for the
downtown “gateway” project, which will
include sidewalk, median and curb im-
provements for several downtown streets

o The Greater Dayton RTA built and unveiled
the new Wright Stop Plaza Transit Center,
consolidating the bus stops downtown

These investments signify a commitment by
regional planners to the revitalization of the
downtown area.

The Complete Streets Policy. In February of
2010 the City of Dayton passed the Livable
Streets Policy, recognizing that streets, “play a
vital role in the social and economic health of
the community.” In forum after forum with
young creatives, updayton has heard how the
aesthetics of Dayton streets and gateways are
a barrier to more people coming downtown.
The Complete Streets policy seeks to address
this issue by ensuring streets are “visually at-
tractive,” while balancing the needs of various
types of transportation—including bicycle and
pedestrian traffic. The policy is a significant
statement by city leaders about the impor-
tance of aesthetics along our road-ways and
the need to design our city to accommodate
alternative transportation.

+ A0 NI Yy
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Figlire courtesy.of
Downtowrn:Dayton
Partnership™

Colors depict downtown streets that have or will be '
modified through capital investment in 2009-10.

Dayton: A Bike-Friendly City. An obvious vic-
tory for the Dayton region over the past year
was the recognition of Bike Friendly Status from
the League of American Bicyclists. This is a sig-
nificant achievement—Dayton is only the sec-
ond city in Ohio to earn this distinction. While
this honor was just awarded this year, it is the
culmination of several years of effort. Inour
conversations with young people, we've
learned that cycling and other types of recrea-
tion are an integral part of creating urban
vibrancy.

Photo courtesy of
Theresa Gasper
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Updayton Recommendations from 2009

Give Young People an Easy Button

At last year’s Young Creatives Summit, avail-
ability of information arose as a significant
road-block preventing young people from en-
gaging in the region. In every session, 2009
Summit attendees said they had trouble find-
ing info—for entertainment, volunteerism,
recreation and more. Young people weren’t
plugged in. However, over the past year the
region has improved accessibility of informa-
tion by leaps and bounds. We still have our
challenges, but we believe it’s never been eas-
ier to find out what'’s going on in the Dayton
region. Here is a list of just a few improve-
ments made in the accessibility of information.

The Social Networking of the Region. In the
past year we’ve seen an explosion in the num-
ber of area-organizations utilizing social media
to market their programming; tools like Face-
book and Twitter have become major pieces of
their marketing strategies. Recent changes to
Facebook have also helped accommodate this
change. The shift to “fan” or “like” pages al-
low these groups to post directly to someone’s
news feed and consolidate information in one
central place. A year ago it would have been
rare to see a status update from an organiza-
tion advertising an upcoming event, now any
organization that can’t immediately touch
their audience via a Facebook status update or
Twitter post is behind the times. Ironically, a
few town hall projects from last year’s Summit
suggested an organization of media channels
and community newsletters into one central
spot—that’s happened, and the one spot is
Facebook. Over the past year the Dayton
region has moved online.

DaytonMostMetro.com. The accomplish-
ments of DMM were covered earlier in this
report, so we won’t repeat them here. ltis
clear that DMM has played a major role in bet-
ter connecting young people to the Dayton
region. However, while DMM was revamped

to become an “Online Resource Hub”, the site
has become so much more. A review of its over
20 volunteer contributors and their posts show
how hip Dayton has become. The site has gone
far beyond just connecting young people to
information (which is really important), it has
also created a network of community organiza-
tions and fellow creatives united to strengthen
their city. In fact, while many would construe
DMM'’s volunteer model as a weakness (i.e. the
potential fickleness of volunteers), it’s actually
its greatest strength. DMM has crowd-sourced
its content and the result has been a vibrant
online community of creatives that is truly
unique from other cities. DMM is authentic—a
guality vital to attracting young, creative people
to its content.

Information Sharing Across Groups. From our
standpoint, the last year has also seen an
increase in the number of organizations and
individuals willing to circulate information on
behalf of other groups. Across the community,
advocates for the Dayton region have selflessly
made room in their organizations’ emails, social
media posts, and more to promote the many
great things happening in Dayton. The impor-
tance of this cannot be overstated—the more
opportunities you have to stumble across infor-
mation about an upcoming event, the more
likely you'll be to actually attend.
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Updayton Recommendations from 2009

Cultivate Diversity

In our conversations with young creatives,
diversity in the Dayton region has been a fre-
guent topic. A diverse region is more than just
a noble ideal—it is a fundamental factor that
shapes the opinions young people form about
the place where they live. To young people, a
diverse region is a sign of sophistication.
Diversity helps make a place feel like a big city.
Over the past year the region has taken steps
to improve diversity, but the steps have been
smaller in size relative to the progress in urban
vibrancy and accessibility of information. The
following list is a small sample of the progress
from our view-point. Admittedly progress in
diversity & inclusion is hard to track—
hopefully future updates to our YP survey will
help us quantify this progress.

Growth of the LGBT Community Presence.
Organizations that serve the Lesbian, Gay, Bi-
sexual, Transsexual Community in Dayton have
grown their services and numbers over the
past few years, which is a positive sign toward
greater inclusion and diversity in Dayton.
According to tax filings, the Dayton LGTB Cen-
ter averaged assets near $12,565/year from
2002-2005. From 2006-2009, average assets
climbed up to $22,245/year. The LGBT Com-
munity is becoming more visible, growing
membership, and hosting valuable events that
enhance the region.

The Dayton Gay Men’s Chorus (DGMC) exem-
plifies how the growth of the LGBT community
enhances cultural experiences in the region.
Chorus membership, audience participation,
and revenue (including individual and corpo-
rate support) have all grown in the last three
years. Since 2007-2008, the DGMC has grown
audiences by 50% and increased its funding by
over 65%. The DGMC has rapidly become a
valued and vital contributor to the local arts
scene. Another bright spot is the growth of
the annual LGBT Film Festival—organizers re-
port the 2010 festival will be the biggest yet.

Photo courtesy of
Downtown D
Partnership

Greater Diversity in Nightlife. While barriers
still remain, Dayton’s nightlife appears to have
made small gains over the past year in becoming
more eclectic and multi-cultural. Progress is dif-
ficult to measure, but the growth of downtown
offerings through programs like Urban Nights
and First Friday have likely contributed to these
gains. Additionally, the movement of minority-
owned businesses like SideBar and Las Americas
into the Oregon Arts District have had a notice-
able effect, which shows the possible large rela-
tive gains that can be made from smaller strate-
gic changes. Perception is important; if a place is
perceived as more accepting and welcoming,
then a broader diversity of people will go there.

Fostering diversity means more than just
preventing discrimination, it’s about creating
places & events where all people are
embraced & feel comfortable.

Cultivating Diversity :: Recommendations

¢ Everyone’s Responsibility. All organiza-
tions must make an extra effort to make
everyone feel welcome.

¢ Market to Everyone. Reach out to all
demographics. Even pictures on materials
send a message.

e A Primary Goal. Greater diversity needs
to be a primary goal, not just a fortunate
by-product of some other initiative.
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Updayton Recommendations from 2009

Connect Job Seekers with Employers

Regional job opportunities continue to be a
major barrier to keeping more talented young
people in the Dayton region. Our 2008 survey
showed the magnitude of the challenge: only
17% of respondents rated the region’s job op-
portunities above average. We believe this
survey result is partly grounded in fact, but
also largely based on perception. Stories in
the past several years documenting the loss of
major employers have taken their toll. More
recent adds of smaller employers don’t grab
the same headlines as the closing of the GM
Moraine Plant or a departing NCR.

However, progress has been made: the Dayton
Development Coalition tracks almost 1500
new jobs will be added from the recruitment
of new employers to the region over the past
year. Additionally, Bloomberg recently ranked
Dayton 20th for the Best America Cities for
College Grads. Moving forward, the region’s
challenge is to connect young talent to these
new employers and existing companies to
overcome the perception that there’s nothing
here for a college grad. After all, if you're
graduating and don’t believe anything’s here,
why would you even look?

Focus on Internships Over the past year, local
internship programs have launched or ex-
panded. For example, utilizing the same web
engine that powers GreaterDaytonWorks, the
Dayton Chamber of Commerce launched
daytoninternships.com. The goal of the site is
to collect local internships into one central
location and make it easier for students to find
a position in their field. Additionally, the
Southwestern Ohio Council for Higher Educa-
tion (SOCHE) expanded its student internship
program at WPAFB, resulting in up to 100 new
slots for local students. Countless studies on
talent attraction and retention have shown
the value of internships for connecting college
students and local employers. Campus Philly

likens an internship to offering local students an
opportunity to “test drive” your city. By con-
necting local students to local employers
through internships, the region could combat
perceptions about job opportunities one student
at a time.

ChooseDayton.com In an
effort to keep the hundreds of
NCR employees considering
relocation after the company
announced the move to
Atlanta, several organizations
teamed together to launch
ChooseDayton.com. This job

nation with marketing and
word of mouth efforts by
several in the community, has
helped connect former NCR employees with lo-
cal opportunities. The site lists over 70 regis-
tered regional employers participating in the
portal, plus over 1000 job seekers. NCR has
made actual numbers difficult to find, but the
community’s efforts have certainly made an
impact in keeping former NCR employees here.

Connecting Job Seekers to Employers
Our Recommendations

ChooseDayton.com is an example of the type
of “all-hands” effort that could be valuable
for combating perceptions about job oppor-
tunities and keeping graduates here. Local
stakeholders need to team together and ag-
gressively advertise internships & other job
opportunities. Before students even begin
college, they should know what industries are
growing & successful in the region. Prospec-
tive students should be considering the re-
gion as more than just the a place to go to
college, but also a city to get an internship in
their field, & find a job post-graduation.
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The Young Creatives Summit
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On April 16th, 2010 a diverse group of tal-
ented young people came together to help
their city at the second annual Young Creatives
Summit. Like the first Summit, participants
were asked about their needs and concerns
for the Miami Valley and challenged to brain-
storm ideas to make the region a better place
to live, work and play. Summit attendees
were passionate about helping their city, and
seemed more hopeful than ever about the
future of the Dayton region.
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Participants broke out by topics updayton has
found to be important to young people:

e The Dayton scene: Playing hard is just as
important as working hard.

¢ A sense of community: Healthy, happen-
ing & affordable neighborhoods.

o Diversity in our region: Breaking the barri-
ers that prevent a Greater Dayton.

e Entrepreneurs wanted: What do you need
to strike it out on your own?
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In each breakout session attendees were
asked about their vision for the region—in
particular, what they’d like the region to be
five years from now. Participants were then
asked if the barriers to their vision identified
at last year’s Summit were still barriers, and
finally challenged to come up with project
ideas that could remove the barriers and
build a better Dayton region.

The following is a summary of the many ca-
res, concerns and ideas offered by Dayton’s
talented young professionals at the 2010
Young Creatives Summit. Local leaders are
challenged to use this information to make
the Dayton region a place where more
young, creative professionals want to stay.

NEW THIS YEAR: Professional Development Sessions. At the Summit attendees also at-
tended workshops with local leaders on topics like media communication, leadership, fund-
raising, event planning and more. Why these topics? We wanted to give participants a crash
course in the skills they’ll need to make the 2010 Action Plan Projects successful.
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The Young Creatives Summit

How to Read this Section

The remainder of the report summarizes by E . V7
breakout topic the many things we heard "
from attendees at the Young Creatives

Summit. We did our best to collect the key
quotes and summarize the major themes <& 5
expressed by attendees. However this was INVOLVEME 2
a daunting task given the mountain of infor-  “JEA ‘:9}’“‘3 A WS S ML
mation collected in the breakout sessions. g . : * CR

VA ot
For each breakout topic we’ve offered a '
series of recommendations for local leaders —these recommendations are
based on the breakout session themes plus two years of updayton research and

listening to young people’s feedback.

Because it is not enough to just say what others should do, at the end the report
we’ve included the entire list of project ideas devised by attendees. The top
four projects will be implemented by updayton volunteers over the coming year.
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The Young Creatives Summit

Entrepreneurs Wanted

Vision for Entrepreneurship in Five Years
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Recurring Themes

e Aspiring young entrepreneurs want to connect with successful entrepreneurs to learn the
basics of getting started - we’ve heard this theme loud and clear two years in a row

o A desire for easier access to space and other amenities to start a business

o Whether it be perception or reality, young people believe existing laws and regulation need
to be changed to grow entrepreneurship in the Dayton region

Recommendations
e Better promote existing resources - young people don’t know what they don’t know

¢ Create more mentoring and networking opportunities to connect entrepreneurs at various
stages of the process

The Updayton Year Two Report
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The Dayton Scene

n for the Dayton Scene in Five Years
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Recurring Themes

¢ Downtown Dayton & urban vibrancy continue to be a major focus of young creatives

o Pedestrian street traffic, ad-hoc art performances, outdoor music & dining spilling onto side-
walks greatly contribute to the “street buzz” that helps provide urban vibrancy

o Lack of transportation & disconnects between entertainment areas continue to be a barrier

Recommendations

e Continue efforts to grow Urban Nights, the monthly First Friday & other downtown events—
these programs are right on target with what young people want from the Dayton Scene

o Close off Fifth St—at least try it a couple times in the warmer months—it’s important to
young creatives and they don’t understand why it can’t happen

e Implement a bike share program or add other regular transportation downtown
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Diversity in our Region

Vision for Dayton’s Diversity in Five Years

The Updayton Year Two Report
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Recurring Themes

¢ Young creatives desire a future Dayton that is more eclectic and multi-cultural. They see it
happening in other cities and want that feeling here

¢ Fostering diversity means more to young people than just preventing discrimination, it’s
about creating places and events where diverse people are embraced and feel comfortable

e Whether perception or reality, young creatives believe the local media helps perpetuate
some of the stereotypes and negative perceptions that are barriers to a more diverse Dayton

Recommendations
e Organizations need to make an extra effort to make everyone feel welcome and included -

given some of the divisions, we know marketing to everyone is tough, but it’s important
o Greater diversity needs to be a primary goal, not just a by-product of some other effort
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Sense of Community

Vision for Dayton Communities in Five Years
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Recurring Themes

¢ At least among attendees, there is a strong desire to connect with their neighbors and build
greater communities—this is untapped potential to strengthen our neighborhoods

¢ Young creatives desire “complete neighborhoods” - more than just a housing development,
but also walking / biking access to local shops, restaurants, parks, etc.

Recommendations

e Implement a DaytonCREATE / updayton-type community organizing approach to initiate
neighborhood projects—neighbors want to connect with each other to build greater com-
munities— they just need a little help to get started

o Create or reinforce resource hubs, cross-community cooperatives, and education programs
to empower residents with the tools to beautify their properties and neighborhoods

The Updayton Year Two Report
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The Young Creatives Summit

2010 Summit Action Plan

At the end of the Summit, attendees split up by topic and voted on the top pro-
jects from the Summit breakout sessions. The project ideas receiving the most
votes became the 2010 Summit Action Plan. Over the coming year updayton
volunteers will work to implement the following Action Plan Projects.

2010 Summit Action Plan

. . On May 3rd volunteers met to form
« Howdy Neighbor: This group wants to partner teams for each project and determine

with neighborhood associations and priority next steps. To see the plans for the

boards to recognize the good work that is being  teams, check out updayton.com
done by individuals in neighborhoods. They in-

tend to highlight the people who are creating vibrant spaces and work to create a
sense of community. Using South Park (and other revitalized neighborhoods) as a
model, they want to create a weekly newsletter and format other ways to let
neighbors know about the good work that’s being done.

« Greater Dayton Stories: This group wants to overcome the negative press by creating
weekly videos, radio stories, PSA or press releases that highlight the good news in Day-
ton. They want to promote the positive stories from all areas of the region and demon-
strate the people who are making Dayton great. The stories would combat negative
perceptions about various parts of the Dayton region.

« Street Buzz: This group will be throwing weekly events to create some buzz around
town. Events will include couples events, city-wide scavenger hunts, bike rides and
more. Young creatives will know that there will always be something happening with
the Street Buzz. They will create hot spots around town by moving to different
neighborhoods for the weekly event, and they will advocate to close 5th St. to traffic.

« Make me Over Dayton: This group wants to connect entrepreneurs to opportunities in
building deconstruction. Volunteers hope to deconstruct old houses and businesses —
get sellable materials out, clean it up, and re-purpose it for another viable project (be it
a home office for an entrepreneur or not). The goal is to clean up the neighborhoods as
well as provide a business experience.

“For more than a year now, a growing group of ‘young creatives’ (not all of whom pre-
cisely fit that description with respect to age) has done more than just talk about what
Dayton lacks. The good thing for Dayton is that they keep rolling out new work for
themselves and the others they’re infecting with their passion and energy.”

Dayton Daily News 07/19/09
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The Young Creatives Summit

Project Ideas Summary

Big Ideas for a Brighter Future
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listed other project ideas offered by young creatives at the Summit town hall. These ideas
had the greatest support in their breakout session groups

A sense of community: Healthy, happening & affordable neighborhoods.

The Downtown City Lighting Plan: Volunteers would develop a strategic lighting plan to help people
feel more safe when they come downtown.

Pocket Park Performances: This project would promote the many small parks in our neighborhoods by
staging a series of events and performances at these parks. The group would get started with a big kickoff
at one of the larger parks, i.e. RiverScape.

Discover Dayton for College Students: A project to use promotions for transportation, special events,
and more to draw the region’s college students downtown to experience Dayton’s amenities and increase
the likelihood that they’ll stick around after graduation.

The Community Outreach Resource Share: This project would create an online resource hub of volun-
teers, resources and supplies for neighborhood / community related projects to enable Daytonians to pool
resources like paint, etc. and improve their community.

Diversity in our region: Breaking the barriers that prevent a Greater Dayton.

Sister Neighborhoods: This project would seek to pair neighborhoods around the city as “sister neighbor-
hoods” - thus leading to greater interaction between the many parts of the Dayton region. Sister neighbor-
hoods would host block party exchanges, cleanup days across pairs, and form joint goals.

Fixing the CRACS (Communicating Region Assets through Community Supports): This project
would create a universal publication of various regional ethnic assets and amenities, such as ethnic restau-
rants, etc.

School / Community Attraction Partnership: A project that would provide promotions (discounts or
free) to get young people to events and places that might be new to them. For example, the Dayton Art
Institute, Schuster Center for Performing Arts, Boonshoft Museum, and the K-12 Gallery.

Friday Cheers: This project would host regular Friday events (during warm weather months) to get peo-
ple downtown so they can experience the diversity of the region. Events will feature local arts, retail, etc.
Volunteers would also organize “retail rallies” - groups of people soliciting major retail (e.g. Kroger's,
etc.) to put stores downtown.
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The Young Creatives Summit

Project Ideas Summary

Big Ideas for a Brighter Future

The Dayton scene: Playing hard is just as important as working hard.

Great in Dayton / Make Cents: A project featuring infomercials, TV and internet broadcasts to promote
what’s happening in Dayton. The project would promote free stuff, and include street teams giving their
“2 cents” about all the great things going on.

You Are Here: This project would ID downtown districts by labeling and branding; similar to the Oregon
District. The project would include kiosks and digital maps (collaborate with DaytonMostMetro) to give
people a greater sense of place downtown.

Entrepreneurs wanted: What do YOU need to strike it out on your own?

Mentor Speed Dating: Volunteers would host speed dating and other mentorship events to connect aspir-
ing entrepreneurs with successful businesses leaders in the Dayton region.

I 6m an Ent r eAprogatte ameate an omlioeaesource for connecting people interested in
starting a businesses. The project would highlight resources already available in the community and seek
to connect people at like stages of entrepreneurship.

Project Initiate: An educational project targeted at junior high and high school students to mentor them
(with successful business leaders) and develop entrepreneurial skills. The program would also emphasize
financial skills and life-coaching, helping develop the next generation of young leaders in Dayton.

Diamonds in the Rough: This project would set-up an online think tank to collect and foster entrepreneu-
rial ideas (not just for new businesses, but for civic projects as well). The public would be able to vote on
the ideas, provide feedback, etc. The group would seek to raise funding so financial incentives could be
provided for the top ideas, with the goal of seeing the ideas through to completion.

Start your Engine: This project would feature a mentorship program to connect aspiring entrepreneurs
and school-age kids with successful businesses owners.
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Over the coming year updayton volunteers will work to implement the top four
project ideas from the 2010 Summit.

The action plan volunteers
will need your support.

In year three we will expand our reach.

Getting your young em-
ployees engaged with updayton or one of the area young professional organiza-
tions makes good business sense—we’ve shown in past research that civic en-
gagement is a great way to immerse young people in the region, develop leader-
ship skills and increase the likelihood your young employees will stick around.

Like we’ve always done,

A survey update is in the works, an-
other candidates forum is planned, and in 2011 the Young Creatives Summit will
be back and better than ever.

Over the coming year, updayton will also take steps to make our efforts sustain-
able long-term. We will need your support to build the framework necessary to
ensure talent attraction and retention remains a focus for many years to come.

The Dayton region has enormous talent potential—if we harness that potential,

Photo by Andy Snow
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updayton.

talent on the rise

Thank You!

We thank our many sponsors and partners—without them these efforts would
not have been possible:

pnFigCenter SS&CHE CityPaper

[ " atr / aders who bu II ymmunities S > z S LOOK NO FURTHER
Southwestern Ohio Council for Higher Education LOOK DEEPER

TR |
Midwest” | Dayton Regior m — WRIGHT STATE
(,areS()mcc 6‘ @Am : T s

THE - DAYTON CENTER FOR URBAN

FOUNDATION & PUBLIC AFFAIRS

We're here for good

Miami Valley Hospital
Good Samaritan Hospital

() Standard Register*

you can't

Premier Health Partners

z DAYTON
mere. cl

williamrrurdockphotography
Thank you for showing leadership in the community on an issue vital to the fu-
ture of the region!

Gottschlich
Portune, LLP

Public Radio for Lo\ilnidl

Finally, thank you to our many friends and supporters in the community— many
of whom volunteered for the Summit and other events. You’'ve been great advo-
cates, advisors and friends.

about building a better Dayton. When someone asks us where we live,
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