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The Updayton Year Three Report

Updayton Year Three

Just three short years ager DaytonCREATE volunteers rallied together

at the Cannery Art + Design Center to combine their collective talents and

band together to help the Dayton region. These volunteers joined forces with

an already growing surge of catalysts in the Miami Valley to connect networks,
challenge the status quo, and inspire new volunteers toupltheir sleeves to
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Updaytonwas started three years ago to spur economic growth in the Day-

ton region by giving young people greater influence in the direction of the

Miami Valley. Our early conversations with local young, creative professionals
were filled with frustration and fingekJ2 A Y G Ay 33 o0dzi (GKS& Q@S
O2NRIyd G2ySo [FGSfeé 6SQ@S asSSy | al
sayers, and &

We are not without challengesstill too many of our college gradu-
ates are leaving, and each talented young person lost is a missed economic
opportunity. Our latest research highlights areas for optimism, but also areas
of concern.

This report is a summary of updayton year three it we high-

f AIKG 2dzNJ £ 6Sad NBaAaSFENDK 2y GKS NB3.
g2t dzyUSSNR G2 LXdza AGX FyR GKS ftFaSa
people at the 2011 Young Creatives Summit. Our latest survey of young profes-
sionals offers unprecedented insight into the factors leading to talent loss in the
Miami Valley. Countless volunteer hours have been dedicated to the efforts

that have made this report possible.

Want to know the difference between dying and surviving? The will to live. Do not try to| tell
lye 2F (GKS IGGSyRSSa 2F dzZJRIdiG2yQa ¢KANR !
dying city; you WILL get rockedJennifer Hanauer, Dayton City Paper




Table of Contents

Executive Summary

Year Three Priority Recommendations
Year Three at a Glance
Brain Drain Update

The 2011 updayton Survey
Regional Attributes, Performance & Performance C
Young Daytonians vs. Other Young Creatives
2008 to 2011: Closing the Age / Performance Gap
51202y Qa ,2dzy3 / NBIOGAGE
The Post Graduation Decision
The Power of Internships

Updayton Volunteer Projects from 202011

The 2011 Young Creatives Summit
Jobs: InternshipConnectionDayton
Diversity: Welcome to Dayton!
Nightlife: First Friday Downtown
Neighborhoods: Creative Communities
2011 Summit Action Plan

The Updayton Year Three Report

2 KI 6Qa bSEGK

Page 4

Page 5
Page 6
Page 7

Page 8
Page 9
Page 11
Page 12
Page 13
Page 14
Pagel6

Page 17

Page 19
Page 21
Page 22
Page 23
Page 24
Page 25

Page 26

2 1



The Updayton Year Three Report

Executive Summary
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here has increased significantly since our first survey just three years ago. It appears the
efforts of updayton and many other organizations in the region working to make the Dayton
region a better place for young, creative professionals are having an impact.

The challenge We still have a brain drain. The latest data highlights more than ever the
tremendous talent potential we have in the Dayton region. Compared to other major Ohio
cities, the Dayton Metropolitan Statistical Area (MSA) has the highest talent potential in the
state. We have the means within the Miami Valley to control our future economic prosperity.

Our latest updayton survey provides key insighto keep more young, crea-

tive professionals in the Miami Valley we have to understand their needs and the factors
affecting their decision whether to stay or leave the region. We surveyed over 800 young
LINEFSaaAz2ylfaT a42YS K2 tABS KSNBX az2YS 4K;

1 The power of internships.Of all the factors we analyzed, participation in an intern-
ship was the single largest distinguishing factor between those who stayed after college
graduation, versus those who left. Specifically, respondents who went to college in the
region were more than twice as likely to still be living here if they participated in a local
AYOSNYyakKALE OSNEdAzA (K2aS ¢gK2 RAR y200 L ¥
0KSYy ¢S R2y QG KIFI@S | adaNraGasS3ae 2y aGrtSyd N

1 The post graduation decisionSome graduates list a job as the distinguishing factor
of where they wanted to live after college, some list quality of life. A local talent attrac-
GA2y FYR NBOGSyldAz2y aidN)r iS3e GKIFIG R2SayQi

1 Perception is reality.Survey results showed large differences in regional performance
0S06SSYy NBalLRyRSyila ¢gK2 tSTh (GKS NBIAZ2Y (£
@2dzy3d 5102y Alya RA&ZO02OSNI YdzOK Y2NB 2F 4K
more to connect students to assets and amenities before they graduate from college.

1 Where to focus?Survey results show the biggest shortfalls in regional performance in
job opportunities, downtown vibrancy, public transportation, and nightlife.

1 Closing the age/performance gapur first survey in 2008 revealed an age/
performance gap. Specifically, the younger you were, the less likely you were to be satis-
fied with life in the Dayton region. Our recent data indicates we have closed this gap and
even increased satisfaction among all sgrbupg quality of life has improved for young

professionals in the Dayton region over the past three years

1 Proud to be here.when asked on our survey, approximately 65% of respondents said
they are proud to live in the Dayton regioRROUD We believe young people are re-
sponding to a unique opportunity in the Dayton region that you can't find as easily in a
massive city like Chicago or New Ytodn opportunity to have an impact.
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Year Three Priority Recommendations

Year Three Priority Recommendation8ased on our conversations with
young people and extensive research on young talent attraction and retention,
below are our 2011 recommendations for local leaders:

Create a regional strategy for internshipsaternships that connect local college students
with local employers are the silver bullet for young talent attraction and retention. We need a
regional strategy to encourage more local employers to offer internships and to connect our students
with these opportunities. This plan should help provide local small businesses with thenkmot

build successful internship programs and strategically target students whose majors are best aligned
with the industries in the Dayton region. While with an employer, interns could also be matched with
young professional mentors, which could add a powerful component to help students build their skills
while also helping them see that young professionals do enjoy living here.

Build greater street buzz downtownurban vibrancy continues to be a critical issue to
young, creative professional3.he region has taken many steps to make downtown more vibrant over
the past few years and the results have been noticeable; community leaders deserve a lot of credit for
these gains. However, we must continue to look for opportunities to make entertainment and
activities visible on our streets downtown. When young people make the decision where to live, they
look for an area with activity, life and vibrancy. The continued success of street festivals at River-
Scape, the addition of outdoor music events, and the growth of small, but meaningful activities (like
outdoor exercise classes) showcase the best of downtown. Addltlonally, events like Flght nght at
5N} 1SQa DeéyY RSY2yaidNlrGS GKS St SOGNROAGE GKI
street. Our community coming together outdoors to enjoy downtown is a powerful image that com-
bats almost every negative perception someone might have for our city. It is the inverse of dying and
empty. Greater utilization of our streets could transform perceptions of downtown almost overnight.

Create more multimodal transportation options. Multi-modal transportation that

makes it easier for people to get in and out of downtown (or even around downtown) is a critical
missing piece Recent catess experiments in Daytdrave shown the benefits and potential of our
current regional transit system, but also the shortfalls. Additionally, theotglbf the Yellow Bike
program by the Life Enrichment Center (LEC) added an exciting element to the May Urban Nights by
making parts of downtown more accessible, but the LEC did not intend for this to be-etongike

share. Increased stop frequency along major arteries for our current regional transit system, inte-

@)
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tion solution for the Miami Valley. Both will help address what we believe is a major barrier to more
professionals using public transit in the Dayton region: convenience. It's beestuwditd how bicy-

cles complement other forms of public transportation. We should investigate bike share programs
like those that have worked in other citigdus new technology coming online make starting a bike
share less expensive. More convenient public transit integrated with greater signage and pedestrian
friendly walkways throughout the Miami Valley will result in a more accessible and livable region.

Make the Dayton region immigrant friendly. SQ @S F2dzyR RAGSNEAG @
to talent attraction and retention. The initiative begun by the City of Dayton Human Relations Council
to welcome new immigrants to our community and celebrate their diversity is right on target. We
hope leaders around the region will embrace this program. Together, we could make Dayton a city
known worldround as a place where diversity is welcomed, valued, and celebrated.

[j


http://www.daytonmostmetro.com/life/rta-talks-back.html
http://socialbicycles.com/
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Year Three at a Glance

.S NI ¢ KNBES whilélour third y&ythak byelh Godd one for updayton,
6SQ@S taz2 fSENYSR AYLRNIFIyG fSaazya 2y K2
successful. In the early fall of 2010, the updayton Steering Committee made the decision to
transition from an all volunteer initiative to hiring a part time Executive Director. Soon after,

a fundraising drive began that culminated with the hiring of Yvette Keadlids in February of

2011. While volunteers are still a driving force in the organization, Yvette brings important
experience, credibility and consistency that will help volunteers be more successful in their
future efforts. As Executive Director, she will enable the organization reach the level of

impact that was envisioned when it was created just three years ago.

Updayton Sustainability Updayton Advocacy
h@SNJ GKS LI ad &SIN osBROSYy (iR SYLIRASARY 12500985
make updayton more sustainable. In creatives, we feel compelled to share their
November of 2010 we started our search for  cares and concerns with local leaders. The
the first updayton Executive Director. Over above photo is from our second annual
80 candidates applied. After an exhaustive candidates forum. Through this event and
search, we hired Yvette Kelyjelds a other avenues, updayton advocates for the
Dayton native and terrific executive who will  needs of young creatives to local leadership.
lead updayton into a bright future. This updayton function will only get stronger

with our new Executive Director.

The 20162011 updayton Projects

Over the past year updayton volunteers hav
worked to bring buzz to events downtown, tol
the stories of the young people who love livin
here, connected local YP groups through a
guarterly meeting with YP leaders, and help
bring vibrancy through artwork in first floor
storefronts downtown. We also hosted our
third annual Young Creatives Summd terrific

- .
event that left attendees excited about the <‘ OCthOted SPOCG

Dayton reglon and InSplred to Shape it. powered by the Greater Downtown Dayton Plan

Photo by Amanda Barbof

G ,ﬁ »
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proves the organization has also gained important traction, support and credibility. And we
aK2dZ R | ff K2 L)Revih RilgyaDayod R&ly Neds a i & @
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Brain Drain Update

¢CKS 5Fed2y wS3IA2yQa ¢l fSyd YY 9O0SNRGK
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economic case for talent attraction and reten-  4jent Realized = % Adults with College Degree
tion. In particular, the missed economic

opportunity from the thousands of new 60
college graduates who leave the Dayton region O Talent Potential
each year. The region is underutilizing one of 50 @ Talent Realized
its greatest assets.
40 —

hoSNJ GKS LI ad OKNBS o381 NE 1 BR o2
key metrics to gauge talent attraction and re- ‘g’ 30

(&)

tention in the Dayton region: talent potential
and talent realized. Talent potential is defineda 20 |
a4 GKS LISNOSydlF3as 2F (KSH

Uy

ple attending college, while talent realized is 10 Data Obtained from American Community Survely
GKS LISNOSyGr3IsS 2F GKS NBI AT [TROZ T a UK | |
college degree. Combined, the two metrics 0 ‘F Y ‘L‘ H ‘ ﬂ L1 Hj )H ‘

. Dayton Columbus Cleveland Cincinnati Akron Toldeo Ohio
reflect the talent health of the regiogone MSA  MSA  MSA  MSA  MSA  MsA
indicating talent production, the other meas-
uring talent attraction and retention. As is shown below, the total number of college

students in the region has increased by over 40%
The graph on the right shows these two met- since 2005. Comparatively, the state has also
fics based on 2009 data available for the Day- ~ added college students, but at only half the rate
ton Metropolitan Statistical Area (MSA) com-  ©Of the Dayton region. Despite this gain, the
entire State of Ohio. While our situations dif-  The gap between our talent production and tal-

fer, cities like Akron, Toledo and Cleveland are  €nt retained has grown larger over the past five

included in the comparison because theyare ~ € SI NBE® 2 S0@S YAdaaiy3 |y
undergoing transitions from a manufacturing stantial economic growth. More than most other

Columbus has set the bar for Oh|0 in terms of based economieS, we have the means W|th|n our

young talent attraction and retention, whichis ~ region to control our future prosperity.
why it is included in the comparison.

i . . 45 -=Dayton MSA Lo i
{AYAtI;NJ UZAoznydzé7}2)A/é}m ﬂSc@rﬂ;SMSM-RS -~ au )
dzLIRIF e 02y NBLEZNIAXZ UKS 5@y NBIA ul tSyd
production is a significant strengthoutpacing 35
every other major Ohio city. Unfortunately,
we fall behind for the second metric: talent &9 v
realized. This stark contrast to other Ohio g 30
cities shows the unique opportunity that Day- 5 B
ton has, and the significant brain drain that it &2 Bhareeeeees RIS A 3
must stop. In fact, th_e number of college stu- Data Obtained Solid Symbols - Talent Potential
dents the Dayton region produces has from American .
increased dramatically over the past five years. . Community Survey Open Symbols - Talent Realized

! Dr. Richard Florida defines the ratio of these two metrics as the brain drain
index. More info on Dr. Florida is availablewatvw.creativeclass.com 2004 2005 2006 2007 2008 2009 2010
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Survey Introduction

In our continuing efforts to understand the
needs of young people and the factors that
influence young talent attraction and reten-
tion, in February updayton released a survey
targeted at young, creative professionals. In
many instances the questions in this survey
were identical to those asked in our 2008
surveyr I f f 2gAy 3 dza G2 3l
gress in serving the needs of talented young
people. Results show many encouraging
trendst especially considering the first surve
was just three short years ago.

This survey was designed to also be applica
to young people who had attended college ir
the region,and left, thus enabling some criti-
cal comparisons that shed light on the factor
that impact the decision to stay or go after
INI Rdzl GAZ2Y ® 2500S |
college experience, what cities grads consid
ered for the postcollege move, participation
in a local internship, and much more.

Updayton relied on many partnerships with
local alumni groups, businesses and area
young professional organizations to build the
adz2NpSe GFNBSGO LI Lz |
launch in Februarygver 800 young people

have participated By design the survey popu-

lation isskewedg we were looking for the
opinions of college educated young people,

which only reflects a portion of the total popu-

Black or African American

v ey T (A

A wide group of people responded to the suresep-
resenting a good mix of age, education level, level of
income, race, etc. The various Miami Valley universities
were well represented. Among the respondents that
still live in the region, 55% attended the University of
Dayton, 22% attended Wright State, and 24% attended
Sinclair (some attended multiple colleges). A small
gipABalsal téuBhedNMBIERKoRcy, Qeéntral MEBe ritten-
berg and other local colleges.

Age Income
14% 15% Less than $25,000
6% 18-23 8% $25000-39999
24-26 4% m $40000-49999
m27-29 50000-74999
3034 0% 19% m $75000-100000
22% 27% . B More than $100000

35-39
40 or over

Prefer not to Disclose

B Not applicable
21% PP

Race m Dayton MSA - Bachelor's or Higher Based on U.S. Average

Survey Demographics

Prefer not to disclose 2%
. . . |
Hispanic or Latino 1%

an T
Caucasian 85%

Asian/Pacific Islander .l%

7%

0% 20% 40% 60% 80% 100%

) e e e ire s — v

Education
4% 3%

Currently attending college

Bachelor's degree

lation. H Master's or higher
60% Some college or less
2%  Background
3% | (1%
I grew up in the Dayton region, went to college in the region, and continue to live here
13% I grew up in the Dayton region, went to college in the region, and moved away after graduation
39 M I grew up in the Dayton region, moved away for college, and then moved back
I moved to the Dayton region for college and continue to live here
< I moved to the Dayton region for college and moved away after graduation
529 e B | moved to the Dayton region for a job opportunity

I moved to the Dayton region to follow a spouse or significant other

M | was moved to the Dayton region by work or the military
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Regional Attributes, Performance & Performance Gap

Similar to the updayton survey from 2008,
respondents for the 2011 survey were asked
about the importance of various regional
attributes in their decision about the place

Importance of Regional Attributes

Job Opportunities — 4.5
Nice communities in which to live [ININEEGEGGEGENN 4.3

Ability to pursue a challenging career | IR 4.3

i . i . Affordability, Cost-of-living ‘ 4.0
that they I|Ve. Th|S data pI’OVIdeS a Cr|t|Ca| Other people my age ‘ 39
é lj I NJj }\ y- 3 LJ2 }\ y-l.,l -_F 2 NJ I Recreation, Outdoor:r;xggr:]:ﬁ;r;twii)gx; ‘ 3.8 y QE
3.8
strengths and weaknesses for attracting and Entertainment and Nightlife W 36
et Short Commutes 3.6
retaining young talent. The average results Arts and Culture 536
a variety of attributes are shown on the right B  Being Near Family 3.6
Opportunities to continue your education ‘ 3.5
Family Friendly 3.5
Similar to the results from 2008, respondent: _ Schoo System B4
X i i ! Diversity & People Accepting of Diversity 33
indicate a variety of factors are important to Public Transportation 2.9 ‘
them when choosing a place to live. While Climate 22
jobs has topped the list both times, survey p 2 :-O 32 30 4> Exfo
ticipants ranked three factors very important 'mpf,f;”"" '"moZ'Z,,, mpiilf,’y

or above, and nine other factors important to
very important. Jobs are of course critical to
keeping young people in the region, but
guality of life must continue to be recognized
Fa I ySOSaal NBE LI NI =z
SO02y2YA0 RS@St2LIVSyi
report we highlighted a sample of many of the
recent developments in the Dayton region that
have helped make the Miami Valley more liv-
able.

For many of the same attributes, we also
asked respondents about their experience in
the Dayton region. This not only enables us tc
assess performance for a number of factors,
but also provides a basis for quantitatively as-

Top Needs: 2011 vs. 2008 surveys

2011 Needs Under 30
Dayton Region Only ! »
1. Job Opportunities | 1
2. Challenging Career 2
3. Nice Communities 3
4. Affordability 4,
5. Other People My Age 5.
6 6
7 7
8 8
9. 9.
1 1

2008 Needs Under 30
Respondents

Job Opportunities

Challenging Career

Nice Communities

Affordability

Opps to Continue Ed.

School System

Short Commutes

Other People My Age

Recreation & Sports

0. Arts & Culture

NI &

A Vibrant Downtown
Recreation & Sports
Opps to Continue Ed.
Arts & Culture

0. Enter. & Nightlife

A8aaAy3d (KS NBIAaeea LIS NF 2 nNRegjopal Pgifarigance

critical shortfalls that need the greatest atter Affordability, cost-of-living 419

. . . Opportunities to continue your education 3.94

tion from regional leaders. Shown on the ric Short commutes 373

are the results. Similar to the 2008 survey, i e communitics i;avr:;‘_‘yc:;"“jv‘z 3?5-39

region scores high marks for the items that ¢ Other people my age 343

expected: affordability, Short cOmmMUEES, TN .....uon utcoor enronmment soore o

ily friendly and education opportunities. It  Diersityand Peop‘eAccemif;fihogo")*:yesrix 207

performs poorly for job opportunities and Safety 2.97

downtown vibrancy, among others. Differ- Job nformation sccessbiliy A

ences from the 2008 survey will be expound Entertainment and nightlife 2.84

-on later in this report, but excluding down- v s

town vibrancy (not included in 2008) the top AVibrant Downtown 2.28

and bottom five attributes are almost identic 2025 30 35 40 45 50
to the previous survey. Fair Average Goog Exceljgp,



The Updayton Year Three Report

wSAA2yIlf I GGNRAOdzI Sazx

To prioritize where local leaders should focus
the greatest attention, updayton compared
the performance of each regional attribute to
its relative importance to survey respondents.
The goal of this comparison was to quantita-
tively isolate the regional shortfalls that could
be the biggest contributors in decisions to
leave the region. This assessment required a
benchmark: thus each attribute was measured
against a performance score of 3, tdeally

the region would score between average to
good for all attributes. The performance delta
was then weighted by the importance of a par-
ticular attribute relative to the other attrib-

t SNF2NXI yOS 3

Photos by Carly Short, Artie Toth & the Dayton Creative Syndicate
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shown below. A negative number means the something that is already receiving much attention

region scored below the benchmark; a large

through the efforts of the Greater Downtown Dayton

negative number means the region scored well Plan. In general, there is more green on this figure

below and the particular attribute was rated
as important by respondents. A large positive
number means the attribute is a strength.

The biggest gaps and greatest strengths are
consistent with the results from 2008. New is

RIGI
IANF YYAYy3AY SI OK
dress needs in nightlife, downtown vibrancy, jobs and
internships, neighborhoods, and diversity.

Regional Performance Gaps

Increasing Need for Attention

-1.5 -1.0 -0.5 0.0 0.5

= =a —a =

1.0

15

Affordability, cost-of-living

Opportunities to continue your education
Short commutes

Family friendly

Nice communities in which to live

Arts and Culture

Recreation, outdoor environment, sports
Other people my age

Diversity and People Accepting of Diversity
School system

Entertainment and nightlife

Public transportation

A Vibrant Downtown

Overall job opportunities

Jobs: 95%said at least very important, but odl2% gave the region a rating of good to excellent
Vibrant Downtown: 64% said at least very important, but )% scored the region good to excellent

Public Transportation: 30% said at least very important, but odlp% said transportation is good to excellent
Nightlife: 59% said at least very important, but oi¥p% gave region a rating of good to excellent

relative to 2008, however, differences in survey

demographics prevent a direct comparison. This
KFa TFT2NXYSR (KS F2dzyRI i
8SI N 6SQ@S
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Needs & Perceptions of Dayton: Young Daytonians vs. Other Young Creatives

With people who left the region after college
AN Rdzt GA2Y FRRSR (2
ral question is whether there is any difference
in needs or perceptions about the region for
a2yYS2yS K2 R2SayQi
one who does. The answer is yes. Results f
both are shown on the right for those factors
that showed the largest differences.

In terms of needs, someone who lives here
assigns greater value to affordability, educa-
tional opportunities, local school systems ana
a community that is family friendly. Climate
and public transportation are of greater
AYLRNIFYyOS G2 (K2as
Careful attention was ensured to be certain
GKFG GKA&a O2YLI NRazy
by other factors; e.g. having children. How-

ever, this comparison does need to be consic recreation, outdoor environment, sports

ered with some caution these are differences
that separate the populations now, not neces
sarily when respondents chose to stay or lea
the Dayton region.

We also asked both populations about their

Impartance of Regional Attributes

perception of the Dayton region. Not surpris-
ingly, those who no longer live here score the
region lower than those who stayed. Attrib-
utes with the biggest differences include rec-
reation and sports (18%), arts and culture
(18%), safety (12%), and downtown vibrancy
(12%). These differences could indicate thosq
who stayed better connected with local
resources before they graduated, but a more
likely explanation is that they discovered thesg
resources after beginning a life in the region
postaNJ Rdz GA2Y @ 25Q0@S
local young creatives about their experiences
RAAO2QOSNAY3I 5Ny at
these results are a reflection of that. Regard-
less of the explanation, these results indicate
that those leaving after college are doing so
with an incomplete appreciation of what the
region has to offer. Some of the things they

wantarehere 1 KS& 2dzad R2yQ

GKAA &SI NDRa adNBSesx | Vi
Lives in the Dayton Region vs. Moved Away After Graduation
Affordability, Cost-of-living
Opportunities to continue your education
School System ING_—S—G—_—
Family Friendly ~[IRSSEG_—
Diversity & People Accepting of Diversity | EG—_——— :
aimate [ B Lvei th Doy Rgion
Public Transportation  EG—
2.5 3.0 3.5 4.0 4.5 5.0
ant Ortang
Regional Performance
Regional Performance - Lives in the Dayton Region vs. Moved Away After Graduation
Opportunities to continue your education | FE—_—_—_—__—_—————
Short commutes |[FEEG—_—_— .
Family friendly | F— 2
Nice communities in which to live | FE————
Artsand Culture [IEG_—_—
—
Safety [HE—
Entertainmentand nightlife [IE— = Does not live here
Public transportation [HEE Lives in the Dayton Region
AVibrant Downtown [#%
2.0 3.0 4.0 5.0
Fair Averagy Goog Exceltep,
The faces of updayton
Be a part of change: Shawn
Shawn doesn't need updayton to
tell him about how great the Day
ton region is he already knows it
Shawn uses updayton for the corjs
nections to get things done and
make a real difference. He tellsu %
aL slyd G2 as8$s p\ya
town. | want to hear more posi-
GA@Sa yR fSaa yS3ariirgsa
guite an experience just to see the hundreds of pegple
at the Summit, who like me, want to make a differ-
ence in this community. | take great pride in knowing
that | am a part of the team that was responsible for
the murals and benches, for continuing to clean up
the trash and pull weeds. Hopefully for the commut
nity, they will take from it that it only takes a small
IANRdzL 2F LIS2LX S G2 YF{1S§ |
11
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2008 to 2011: Closing the Age / Performance Gap

In our first updayton annual report we talked
about the age performance gap. Specificall
respondents under the age of 30 in our 200¢
young professional survey were 40% less lik

to say they were satisfied with life in the Day Under 30Black

ton region relative to their over 30 counter-
parts. To us this was a very troubling result

Over 30 Black

Percent Reporting Satisfaction with Dayton

2008 updayton Survey

2011 updayton Survey

Low sample size

Over 30 White

census data indicates that young people in Under30 White

their 20s already have a stronger tendency
than any other age group to make a major
move. This satisfaction data indicated the rt
gion was actually giving this demographic in
the region incentive to move.

Data from the 2011 updayton survey indicate
the Dayton region has closed this gap, and
even increased satisfaction among all group
Shown on the right is a comparison betweer
2008 and 2011 for those respondents report
ing satisfaction with life in the region. The
results have been broken down by age and

All Results

0% 20% 40% 60% 80%

Largest Changes in Regional Performance - 2008 to 2011 (Under 30)

Nice communities in which to live 5.1%
Other people my age 6.0%
Safety 4.3%
Job information accessibility 9.8%
Entertainment and nightlife 4.0%
Overall job opportunities 9.6%
-5% 0% 5% 10% 15%

racet this is essential because trends are
masked when looking at the total survey re-
spondents. Updayton documented in its first

Percent Change in Performance

annual report the large differences in satisfac- encouraging, because according to the survey, these

tion between blacks and whites, younger and
older, among others.

The increases in regional satisfaction are

areas are some of the most important to young peo-
ple. From these results we only conclude that quality
of life has in fact improved for local young creatives
over the past three years. It appears the efforts of

encouraging, especially considering that these updayton and many other organizations in the region
gains are just over a three year period. Also working to make the Dayton region a better place for
shown on the right are the changes in regional young, creative professionals are having an impact.
performance for under 30 respondents. These

changes are more subtle than the overall sati
faciom 3SYySNr ffe& 6SQ@S
GA2y LXlFeéea I NBfS Ay
responses to the regional performance ques-
tions, while the satisfaction question is a morsg
LISNE2Y I f FaasSaavySyil
tude towards their quality of life. Overall, the
region appears to be trending upward for the
majority of categories, with the most signifi-
cant gains in the areas of job opportunities,
job information accessibility, other people my

1 We asked respondents about their favorite spots in

age, and communities. This is also

the region. Below are the most popular answers:
Oregon District, Schuster Center2nd Street Mar-
ket, RiverScape Downtown, Therapy CafeSidebar,
Wright Dunbar, Victoria Theatrel he Greene Brown StreetPayton
Art Institute, Yellow Springs, Webster Street Market, South
Park Tavern, Canal Street Taverfa/3 Field, Air Force Museum,
Thai9,A|| the MetroParks , John Bryan State Park Neon
Theatre, Trolley Stop, Sinclai€oco's Bistro, Oregon Expressoak-
wood, University of Dayton, Tank's, Wright State

12
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5FredG2yQa ,2dzy3a / NBlIGAZSayYy twh!5 2F ¢K
We found another very encouraging result
when we asked respondents about their sense  Photos by Carly Short, Artie Toth & the Dayton Creative Syndicate
of pride for living in the Dayton region. At the :
last two Young Creative Summits, attendees
have seemed upbeat and hopeful about the
future of Dayton, so we wondered whether
this was just the attitudes of the people we o
attracted to the event, or if this feeling was Jl il
shared among the majority of young creatives : ‘g | I M/% T : o
in the Dayton region. As is shown in the figure ‘// I ﬂm S/M/A/ﬁ \ . om 1043 i1 Dagton
on the lower right, when asked on our survey, f"t uP;“:j ::‘S"‘;;a’f oy
> P % D%\ o O/L/ 70 BE { professionals b%::z -
PROUD this is Y 0 Poe7T OF /T- ) | e o tne communit
not an ambiguous word. Contrasted with the ‘4 R(—_\/ \//QLO ! ' o
general negativity we typically hear in stories et 11 :
about the Dayton region, this was a very sur-
prising result. Proud implies a sense of-self
respect, and positive self esteem. Proud OPROUD this is not an amblguous
means that when someone asks you about th{ & 2 NJRrXud means that when
place where you live, you boadt signifies someone asks you about the placa
ownership. where you live, you boagt.
Coupled with what we've been hearing from
attendees at our last two summits, this data Please tell us how much
has helped us gain a clearer picture of the atti you agree with the following
tudes young people have towards Dayton. statement: | am proud to live
While young creative professionals are realis- 1% . X .
tic about the challenges that we face as a city in the Dayton region.
and want to see the region improved, they are 539 _
K2LISFdd F2NJ GKS OAGE & strongly Disagree ) dzR
2F 5led2yQa 3INBFG KA. Disagree 1KS
city be great again. We believe young people B Neutral
are responding to a unique opportunity in the Agree

Dayton region that you can't find as easily in ¢ 42%
massive city like Chicago or New Yo&n
opportunity to have an impact.

Strongly Agree

The faces of updayton: Proud of My City: Duante B.

with the community. He specifically loves how updayton has empowered him to spot-

to finish is in your handsS @S NE G KAy 3 A& | 322R | a §
5dz ydS y2¢ Sl Ra 2dzNJ )f?\EIKufi\ FS NEdZLJ F'yR Lieia K
dzLIRF 82y A& | O2yRdAdG G2 YI1S I RAFFSNBYOSa®
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Duante grew up in Dayton and is highly active in the scene. His involvement in upday-
G2y AayQd Fo2dzi £ SFENYyAy3a Y2NB o62dzi 5l &idz2
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The Post Graduation Decision

Survey respondents who went to college in
Dayton were also asked about the factors that
influenced their post graduation decision to
stay or leave the region. This is a critical deci-
sion that regional planners must understand if
they hope to keep more talented young peo-
ple in the Miami Valley. We asked questions
about how respondents found a job, what
cities they considered, and how often they
traveled off campus while attending college,
among several other factors.

An overlysimplistic debate often arises when
discussing why some grads stay here, versus
20KSNA GKI G R2yQio®

ity of jobs as the single distinguishing factor,
while others emphasize quality of life as the
critical missing link that will save the region
economically. In past research updayton ha
pointed out that talent attraction and reten-
tion is much more complex than this black o
white treatment. The data from the 2011
updayton survey conclusively demonstrates
this fact.

al va

Photos by Carly Short, Artie Toth & the Dayton Creative Syndicate

J/,'Iﬂ >+a)'m i P ) 9
D:/‘fon becavse...
T was st hiced

downTown.

ariff 11R2Avii 12
The Post-Graduation Decision

Al A f | 0Af

| chose to live/work/study near my hometown
after school.

11%

26%
| looked for the best job/school for me, the
place where it was located was secondary.
m | looked for jobs/schools in a few cities that |
knew I'd like living in.
38% | chose to live/work/study in the city my spouse

/ significant other was living in or moving to.

Respondents were asked to characterize their
decisionmaking process for choosing a place
to live after graduation. The results for this
guestion are shown on the right. Immediately
apparent is that over a third of graduates
made their decision based on factors that re-
A2y FE LIX I YYSNER NBIff
portion of graduates decided to settle in their
hometown or follow a spouse or significant
other. Of the remaining graduates, approxi-
mately 60% found a job or school first before
settling on a city, while the remaining 40%
selected a city first, then looked for the right
job or school. Based on this data, the answer
to the overlysimplistic debate is that both
camps are right, and a complete talent attrac-
tion and retention strategy should focus on
both jobs and quality of life issues. We shoulg
be working together to meet the needs of all
types graduates in the Dayton region.

The faces of updayton
Fostering talent: Sean Creightc
The Southwestern Ohio Council f@
Higher Education (SOCHE) orgar, ..
ized DaytonCREATE in 2008. As.. «
{h/190Qa 9ESOdziA,
supported the success of updayt
He says "We have so many great
colleges and universities in our re
gion; updayton matters to SOCHE because we krjow
how important young people are to the future of the
region, and updayton is that hub for connecting young
talent to the community, and playing an important
role in keeping them here." Sean believes in upday-
ton because of the value that comes back to the cgm-
Ydzy A e o {rea /NBAITKG2YZ af
adzLILR NI A BS 2F dzLJRIF @2y o
we see updayton increasing the number of graduates
participating in initiatives that contribute to commu-
YAGE AYLINRGSYSylada
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So for those graduates more interested in

DNJ} Rdzr GA2Yy 5S0AaAz2y 002y i QRO

Importance of Regional Attributes - City-First vs. Job-First

selecting a city first, do they value any regiol sob opporturti: |
FGGONROGdzi 83 RATFTFSNB y'U Ability to pursue a challenging carcer | NNEG_—_—_—_—G—_—G
RNA OSyé 3INI Rdzk 6538 6K avierantoowntown [ |
with finding a job? A breakdown by regional srsandcure. [
attribute and answer to this question is show envertainmentand Nigheie |
in the figure on the right. Those who priori- Famil rendly [N - '
GAT SR aOAGe TFTANRGE N Diversity & People Accepting of Diversity [ — 'JC::;er;:tl,tvC:tl;si:;Zizrl]zzl::dforJob
entertainment and nightlife, diversity, public PublicTransportation
transportation and arts and culture signifi- 25 30 35 40 45 50
cantly higher than the career first group. Vi :f;’:};:;hna; ooy, 2:;6,22':’ A
BSNAIF Z U0KS d220 FANB U Live usiu it ucoa  wi vwo wivw wWBTT
lated attributes like job opportunities, educa- What Places did you Seriously Consider After Graduating?
tional opportunities and a challenging career C”fg'ncsfz
higher. Dayton |

Columbus
So what cities are most attractive to the city ESAVIGY'S:; |

first subgroup of graduates? As is shown on . .ivetonoc.

the right, the surrounding larger cities like Chi-  indianapolis City-First Decision .
cago, Cincinnati and Columbus are the Dayton Beston | Respondents checked all that applied
NEIA2yQa 6A33S40 O2YLISGAUZNE® wSaLRyRSyi(a
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also ranked Dayton high, but considering
graduates were already living here, it is disap-
pointing that half of city first respondents did
not evenconsideDayton as a possible place
to live.

1% Job First: Post Graduation Plans

Take a job offered prior to graduation
0,
Eske Look for job in Dayton or another place
M Accepted to graduate/professional school

| did not have any plans for after graduation
28%

How Did You Hear About this Job?

Professor / Instructor

2%

Recruited 6%
Job fair 1 7%
Newspaper | 0%
Online resource 1 13%
Work/internship contacts 1 13%
Family contacts 1 129
Social contacts 1 13%

21%

20%

University Career Center

0% 40%

0% 25% 50% 75% 100%

Ohalf of cityfirst respondents
did not even consider Dayton
as a possible place to lige.

Additional questions allowed us to break down the
decision of the job first group. As is shown on the
pie-chart on the left, two thirds of this demo-
graphic had their plans in place prior to gradua-
tiont either because of a job they found prior to
graduation, or because they were accepted to a
graduate/professional school. We also asked
respondents how they found this job. Results are
also shown on the left. The most frequent job
connection path was through their respective Uni-
versity Career Center. Online resources, such as
Monster.com or job fairs scored lower than we
expected. The critical role career centers play in
connecting their students with jobs must be a con-
sideration for any regional strategy to connect
local college students with local employers.

15



The Power of Internships
hOSN) GKS LI ald ¥Sg &St NBidGouHd an thtefnbiiRin the (Dagton

about the importance of internships for local region while you were in school?

college students. In particular, about how
357% .
‘ -
Li here

region. Our recent survey data proves intern- ® No
ships are even more important than we could
have guessed. Specifically, participation in a
local internship is the single biggest discrimina
tor we found between those that stay post

internships could bridge the gap between local

students and local employers, which is made

wider because of the perception most stu-

RSyiGta KI@S GKFG G§KSNE Yes
64.6%

Livesin Dayton

college, versus those that leave. Class credit 23% _
Work study I 3% pe of Internship
Shown on the right is the breakdown of Unpaid 19%
respondents based on internship participation Paid 5% |
with a local employer. Not accounting for the
0% 25% 50% 75% 100%

length of the internship, or whether it was
paid or unpaid, the survey data indicates a 30 when making this decision. From this data, we con-
point swing in local internship participation  clude that participation in an internship simply helps
between those who chose to stay post college,local students see the Dayton region as a viable place
versus those that have moved elsewhere. A to live and work after graduation, which is partly what
breakdown of the type of internships college we suspected already, but a very powerful result nev-
students are taking advantage of locally is ertheless. The talent attraction and retention organi-
shown in the figure underneath. zation Campus Philly often says that internships give

A0dRSyGa Iy 2LILERNIdyAGe 2
So why does participation in a local internship place to live and work, which is exactly what we are
make such a difference in retention? First of seeing in this survey dataf the Dayton region does-
all, approximately a quarter of local interns v Qi KI @S | &0N} G6S3e 2y AydS

went on to find employment with the same
employer. However, this does not account for
the entire swing. Believing the increased time
off campus from an internship might affect a

have a strategy to keep young graduates here.

The faces of updayton
Strengthening job skills: Erin G.

The Updayton Year Three Report

A0dzRSY G Qa LISNDSLIIA2Y 3
analyzed the difference in regional perform-
ance for the two populations. Surprisingly, wel
only saw a slight increase for those who took
advantage of a local internship, with the big-
gest increase in positive perceptions of local
job opportunities. Recall we also asked about
the cities graduates considered in their post
college decision. Analyzing further, we found
respondents who did a local internship were
40% more likely to say they at least considere
the Dayton region as a place to live and work

Shortly after moving to Dayton, Erin
got involved in updayton by attendi
the 2010 Young Creatives Summit.
With a background in urban plannin}
Erin has used her involvement to
develop professionally. Through
updayton , Erin has met leaders involved in all aspgcts
of community building, but more than that updaytor|
has been a resume builder. Through involvement i
the Summit projects, Erin has strengthened her skills
in leadership and strategic planning.
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Updayton Projects

Updayton Volunteer Projects from 2012011

Over the past year updayton volunteers have been working to make the Dayton region a better place for
young creative professionals. United by their energy, enthusiasm and love for Dayton, volunteers have
dedicated countless hours towards the projects that young professionals deemed most important at the
2010 Young Creatives Summit. Additionally, volunteers from across the community led by updayton and
Generation Dayton (under the structure of the Greater Downtown Dayton Plan) have combined their
creativity to bring renewed vibrancy to first level storefronts in downtown Dayton. Young, creative pro-
fessionals are taking responsibility for their city.

[ A1S Ay dzZLJRF @2y Qa8 FANBRG &SI NI
projects have gotten traction and had success, while others

have struggled under the weight of the problem they

attempted to tackle. Succeed or not, these volunteers have had
meaningful experiences that have grown their abilities and

shaped their perception of the Dayton community for the bet-

ter. These volunteers are to be congratulated K S & Q@ S
stepped up to help their city while too many are content to sit

on the sidelines. The following is just a small sample of what
volunteers have been working on in just one short year.

Downtown Street Buzz At the 2010 Young Creatives Summit attd
RSSa KStLISR OKIFINIOGSNAT S GKS aa
vibrant: pedestrian traffic, athoc art performances, and dining spilling o
sidewalks. After the Summit this group came together to strengthen th
buzz at existing events in downtown Dayton. At each Urban Nights anf§
First Friday through the 2010 summer, volunteers organized structured
meet-ups for young people (who otherwise might not have met each ot
to enjoy downtown activities together. Their evening might begin at a J&15 .
then hit some of the galleries participating in First Friday, and finish up at a concert at Garden Station or
a musical at c{spatethe goal to keep people moving from place to place, thus building street traffic .
Over the course of the summer, over fifty people participated in programming organized by the Buzz.

Entrepreneurship.Right after the 2010 Summit, the entrepreneurship

team was one of the groups that bit off more than they could chew. They set
out aspiring to turn vacant buildings in Dayton into spaces for budding entre-
preneurs (a very admirable goal), but after struggling through the summer,

the team decided to downsize to something more manageable for a group of
volunteers: highlighting the stories of local entrepreneurs and their keys to
adz00Saao h@SNJ GKS fFad &8SHNE (KS@ Q¢
developed these interviews into stories to share online through mediums like
DaytonMostMetro.com. Through this process volunteers have learned more
o2dzi 512832y Qa GAONIYyd Sy uNBLINBYSdzNJ

the region available to help aspiring entrepreneurs get off the ground.
Donerick Black of the Dayton

Weekly News was Januaryods
Entrepreneur of the Month
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Updayton Projects

Updayton Volunteer Projects from 201#011-02 y & QR

GREATer Dayton StorieEmerging from the
RAOGSNERAGE aSaarzy 2F I
worked to promote the positive stories from all area
of the Dayton region and demonstrate the people
who are making Dayton great. Volunteers for this
project quickly zeroedh on a viral video series call
0KS atS2LXS L Yy2godé
uniquer young people would pass flip cameras fro
person to person and each participant would have
the camera for about a week and use it to film vario
aspects of their daily lives in the Dayton region; tell
ing their Greater Dayton story. After editing the fil SIS

project volunteers planned to release the videos iThe People | Knowd Ser
online through social media.

After receiving just a few videos, the group realized the incredible amount of work required to edit the
videos for release. Since early this year, over twenty hours of footage have been collected. This group is
currently working to use this footage to produce a video that could be shown to Dayton newcomers or
potential business leaders considering the Miami Valley as a place to call home. We expect big things
from this group in 2011.

[
Activated Spacesin collaboration with the Downtown ’i_‘r |
Dayton Partnership and Generation Dayton, updayton has GEN:RATION
helped launch a volunteer driven project called Activated ==
Spaces to revive first floor storefronts downtown. The initiative updayton .
began in January of this year and consists of three groups: VA lERt 67 thE Fige

1 Street LevelThe Street Level teamill fill vacant storefront spaces with visual displays to promote
positive downtown assets (art, businesses, events, people, organizations, housing, etc) and improve
the appearance of unoccupied buildings to form a more pleasant streetscape.

1 Popup Storefront: The Popup Storefront team will facilitate relationships between prospective
businesses and property owners, with a focus on temporary;upetail tenants or events.

1 Open for Businessthe Open for Business team will create a Business Resource Guide for potential
tenants and business owners, with the goal of filling first floor vacant spaces.

The launch and development of each group has been facilitated through the same techniques updayton
has used to launch its own annual action plan. Since the launch in January all three phases have made
progress, but the most visible has been the Street Level group. In March volunteers announced a call for
I NIIA&d &adzoYAaarazya G2 FAtf a02NBFTNRyGa gAGK (K¢
Almost 30 local artists responded to the call. A three judge panel consisting of respected Dayton artists
chose the top ten submissions, which were then installed in storefronts in time for the May Urban
bAIKGAEAD PFOSNILEY2ad mnnn @20Sas ! Nbly bAIKGa
Winner, for which she received gallery space at the Cannery Art + Design Center. Volunteers for this pro
ject are not done another artist call was released in July for a second round of artwork at the Septem-
ber Urban Nights.
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2011 Summit :: Young Creatives Lend Helping Hand to Dayton Organizations

On April 15th, 2011 an energetic group of
young creative professionals came together to
shape their city at the third annual Young

Creatives Summit. Every year attendees have

seemed even more optimistic and hopeful
about the future of the Dayton region. Young
creatives left the event excited about the Day-
ton region and inspired to work together to
improve their community.

Summit planners made some significant
changes to the format this year to strengthen
the projects that emerge from the event.
NEBI{12dzi aSaarzy
identified prior to the Summit, and attendees
were challenged to devise ideas for how they

could make their partner even more successful

in their mission. This is in contrast to the
broad topic areas that were targeted at the
first two Summits. The topics and community
partners for this year were:

1 Nightlife: First Friday Downtowr{The
Downtown Dayton Partnership)

1 Diversity: Welcome to DaytoifThe City of
Dayton Human Relations Council)

1 Neighborhoods: Creative Communities
(CityWide Development Corporation)

1 Jobs: DaytonInternshipConnection
(SOCHE)

What attendees said about the Summit:
é.one of the best
year, without questionDaunte B.

é.a great way to
fessionals living in the area who are passionate
about improving the cityval B.

ltds easy to
that want to improve their community. The Suminit
was not only a reminder that these people exist,
but that there are many of uslick H.

My favorite part is that anyone can attend, be
heard, and walk away charged with tasks to make
a difference.Sherri W.

Go2YY

events

forget that The following pages contain a

Photo by Amanda Barbos

&

In each breakout session attendees were asked
about their vision for the region for that particular
topic area. The partner organizations then pre-
sented a problem statement or focus area where

they wanted help from attendees. Finally, parti

Ci-

pants were challenged to come up with ideas for
projects they could do to help the partner organi-

zation address its need and thus further

strengthen the Dayton region. Attendees then

wolrked togetger to detqrmine.their to priorilty
o,V e een 0 { e

. ) . t
projects. Since the Summit u'popayton &s worked
with Summit attendees and other volunteers to

continue to be involved with implementation.

ummary of the

net wor kturwihese ideas imte reality.o The proj@ct partners

a

many cares, concerns &nd 1das Gffered’ by ayY ton

G2yQa GFfSyYaSR &2dzy 3

LINE T

Young Creatives Summit. Local leaders are chal-
lenged to use this information to make the Dayton
region a place where more young, creative profes-

sionals want to stay.
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How to Read this Section

The remainder of the report summarizes by

breakout topic the many things we heard fron
attendees at the 2011 Young Creatives Sumr
We did our best to collect the key quotes and
summarize the major themes expressed by

attendees. However this was a daunting tas .o
given the mountain of information collected ir S E e

the breakout sessions. .

C2NJ SI OK O0NBI 12 dzi G2 Creative People, Emerging Leaders SNBR
mendations for local leadens these recom-

mendations are based on the major themes we saw in the breakout session

data, what we learned from the latest survey, plus three years of updayton
NBEaSIHNDK yR fAAGSYAy3a (G2 e&2dzy3 LIS2 LI

Because it is not enough to just say what others should do, at the end the report

$6SQBS Ay Of dzZRSR GKS {dzYYAUO LINA2NRGOE& LN
updayton volunteers over the coming year.
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