Place Value

Building Communities That Attract and
Keep Talent and Investment

Coal Reliant Communities
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How do we Attract and
Retain Talent?




New Directions in Economic Development

Then (Elephant Hunting)

Now (Entrepreneurship)

Attract Firms from Outside
Bigger is Better (Larger Firms)
lgnore Talent and Workforce

Incentives & Subsidies

Compete for “Deals”

Retain/expand existing businesses
Better is Better (even if smaller)
Attract and Develop Talent
Strategic Investments / PP3s

Cooperate for Synergy










jobs follow people




jobs follow people

B Sods I AN R

If you were involved in starting the business, which best
reflects your decision process:

| already lived here and then decided to |
' start a business at a later date |

| moved here to start a business |
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Businesses Prioritize
Community Quality

How important are the following factors in your decision to locate/maintain your business in the current community?

Overall quality of the community

Reputation of the community

Safe community

Location consistent with brand image/business plan
Visibility of business location

Ability to attract/retain talented employees
Reasonably priced space for future growth

Favorable zoning regulations

Avalilability of qualified employees in the area
Short commute for employees

Favorable tax structure

Complementary businesses in the community

Availability of business incentives

Close airport with easy connections

Average Importance Rating
1 =Not at all important,
5 = Extremely important

|




People want a lot from their communities

How important were the following factors in your decision to locate/remain in your community?)
1 2 3 - 5
Safe community
Overall quality of the community
Recreation access
Close proximity to trails and open space
Neighborhood character
Good place to raise a family
Short commute
Place you like to show to friends/visitors
Proximity to a town/city center
High quality public services
Access to high quality health care
Cost of home
Vibrant downtown with shopping and dining choices
Reputation of the community
Able to cross paths with neighbors and community members
Opportunity to grow my business or my job
Attractive/competitive wages
School system
Proximity to family and friends
Transportation options
Short commute to school/university
My dream job is here
Walking distance to shops and restaurants
(lose to an airport with easy connections
I've lived here all my life
Dealing with student loans/debt

Average Importance Rating
1 = Not at all important,
5 = Extremely important
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What is more important in
relocation decisions:
job or community?

Job m
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COVER STORY

Malls are like,
totally uncool,
say hip teens

The bigger
question for
retailers is,

will parents -

follow their
offspring?

By Bruce Horovitz
USA TODAY

The future of retailing in
America may all come down
to where Jessica Pfeifer
shops. There's.one place it's

not: the mall.

Anyplace but the mall

For this 18-year-old high
school senior and her 15-year-
old sister, Andrea, the mall
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By Bruce Horovitz
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school senior and her 15-year-
old sister, Andrea, the mall




|I l- afe S




Ad e

“;‘.‘ '.l \9

\l/

'\-‘\\ \g&w\




Who is the future market!?

U.S. Age Distribution, 2000-2010
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Who is the future market!?

Gen Y - $170 billion/year
spending power

Boomers - $1.7 trillion/year
spending power

Convenience, authenticity, work/life balance,
sense of community, being engaged

2/3 say walkability is very important to their
housing decision 1/3 will pay more for it

Seeking walkable communities with diversity,
activities, and authenticity.

Voice a willingness to pay for local products and
busineses.

Value: convenience, culture, staying engaged,
healthy lifestyle , simplicity

Safety and proximity medical services are
priorities

Seeking communities with convenient access to
amenities, entertainment, culture, and education

Source: RCLCO, ULI.
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Character; Authenticity Sense of Place




Quality and character of neighborhood

matters more than home size

Which is more important, neighborhood or size of home?

- 89 percent of respondents picked neighborhood over home size.

Sonoran Institute
(Overall)

National Association of
Realtors (2011)

Sowce: Ecomomic & Plarming Syatemns

1 Size of House M Neighborhood



Convenience & access to amenities
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= Location - a home in prefered community / neighborhood
= Price - most affordable for prefered size; best value

= Size - more space / larger home

= Type - the type and design of the house

= Resource efficiency - 3 home that minimizes resource

Location Price / Value Size / Space Housing Type / Design Resource Efficiency

an



Convenience & access to amenities
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Houses closer together;
smaller lots; easy walk to
parks, playgrounds,
recreation

Houses farther apart; larger
lots; drive to parks,
playgrounds, and recreation

38%




Commercial Trends

R

.u.LL-'-"t’
m'nm .HI"”

webservices™




Attached housing and downtown living




BOOKS
| MAGAZINE!

90% said living walking distance
0 community destinations was

walkablity ant to housing decision




Transportation Choices
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68% VERY Important),
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Vision matters. Know what you want and
enable it to happen.







Transportation
Choices
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Grow Good Jobs from Within
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Practice Placemaking
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... and Place Saving




Rifle’s New Ute Theater
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Rifle’s New Ute Theater




Strategic
nvestments




Use Transportation to
Connect Places and Create Places




...act near term
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Strategic
Partnerships







Regional Coordination

Sub-Regional Context

® Agricuiture
® Masufacturng
® Indusary

2 ()mm tunity Analysis

oo ™ City of Rifle, Colorado
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MUNITY BUILDERS

The Business of Building
Strong Communities

www.communitybuilders.net
www.newmobilitywest.org



