
City of Lynchburg 
Visioning Work & City Council Retreat 

Retreat Agenda 
Friday, February 4, 2022 

Academy Center of the Arts – 600 Main Street, Lynchburg 

MaryJane Tousignant-Dolan, Mayor 
Wynter C. Benda, City Manager 

John Martin, CEO - SIR 
Rachel Yost, Managing Partner - SIR 

I. Brunch, Welcome, and Introductions
(10:00 – 10:10)

II. Review Retreat Goals and Guardrails
(10:10 – 10:20)

III. City Visioning – What, Why, How
(10:20 – 10:45)

IV. Trends Shaping the Future of Cities + Traits of 
Effective City Councils
(10:45 – 12:15)

V. Lynchburg’s SWOT
(12:15 – 1:15)

VI. Value of Vision Navigating Trends and 
leveraging SWOT
(1:15 – 1:30)

VII. Lunch + City Council Exercise
(1:30 – 2:15) 
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VIII. Workshop  
(2:15 – 3:30) 

 

 

IX. Key Take-Aways  
(3:30 – 3:55) 

 

 

X. Next Steps  
(3:55 – 4:00) 

 

 

XI. Closing Remarks  
(4:00) 

 

 

 

 



Lynchburg
City Council 
2022 Retreat  

February 4, 2022



Welcome & Introductions



Retreat Agenda

10:00 – 10:15 Welcome and Introductions

10:15 – 10:30 Retreat Goals and Guidelines

10:30 – 11:15 6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

11:15 - 12:30 External Considerations: 
Review and Discuss Trends Shaping the Future of Cities  and Lynchburg
Identify External Opportunities and Threats 

12:30 – 1:00 Lunch



Retreat Agenda

1:00 – 2:00 Internal Considerations: 
– Internal City Government Strengths and Weaknesses

2:00 – 2:45 Strategic Visioning: 
– Review Best Practices and Process 
– Starting the Process Today

2:45- 3:00 Break

3:00 – 3:55 Using a Strategic Perspective to Prioritize and Make Short-term Decisions 
Group Exercise

3:55 – 4:00 Next Steps

4:00 Closing Remarks
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12:30 – 1:00 Lunch



What is your hope for the 
upcoming City Council retreat?



“It is very easy for conversations to be hijacked, not in a 
malicious way but easy to go on tangents… we all want what’s 

best. How do we check our politics at the door?”

“Just open and honest dialogue. Typically, what happens when 
you get a bunch of politicians who think differently it ends up 
with the fussing and feuding. When you talk about something 

specifically – just good open honest dialogue.”

“That it’s not a sparring match”



“That we will be united in our efforts and
do what is best for the complete city.”

“Hoping we can use this retreat as a blueprint for the budget.”

“Ultimate hope is you can come out of there with a vision and a plan to 
move forward. The underlying hope is that people are able to be 

respectful and transparent…
the end result should be some sort of roadmap”



What will define success 
for the retreat?



“I want the city team to emerge from this feeling like they’ve got 
direction from Council and a good sense from Council (and hopefully 

the community) wants to pursue.”

“I think that we all buy in to what we do that day. I think we have good 
vibrant discussion and at the end of the day everyone feels good and 
sees something they wanted to see happen and can leave with that.”

Members express desire for unity and that they 
walk away with a way to move forward.



“Unity (as much as we can).”

“Some way to move forward.”

“If we come away with or seeing some more 
tangible avenues for collaboration and realization.”

“Something objective… and we can take it from there.”

Members express desire for unity and that they 
walk away with a way to move forward.



Retreat Goals

• Objective: Learn about and inspire a strategic perspective to shape the 
future of Lynchburg. 

• Alignment: Arrive at a consensus perspective on the current state.

• Engagement: Ensure all Council members’ voices are heard. 

• Action: Arrive at clear next steps to advance a strategic perspective.



Retreat Guidelines

• Focus this retreat on the big picture, not on any one immediate topic area or 
pressing issue.

• Participate from a city-wide perspective – One Lynchburg.

• Respect all points of view – only one person talks at a time.

• Do not lean on the staff. 

• Trust the process.

• For this retreat, focus on the future…



The Future Generation Who Will Call Lynchburg Home



Flow of Retreat Topics – How Today Will Work

1. Review 6 Roles of Highly Effective City Councils
(One Role is Strategy)

2. Conduct a SWOT– Internal and External Forces (Trends)

3. Based on this Situation Review – Create a Strategic Perspective
Values, Vision, and Framework

4. Look at Current Topics Through this Strategic Perspective

5. Outline Next Steps



Flow of Retreat Topics – How Today Will Work

1. Review 6 Roles of Highly Effective City Councils
(One Role is Strategy)

2. Conduct a SWOT– Internal and External Forces (Trends)

3. Based on this Situation Review – Create a Strategic Perspective
Values, Vision, and Framework

4. Look at Current Topics Through this Strategic Perspective

5. Outline Next Steps

Strategic Plan takes 6-12 months, this is a jumpstart 
on how to take Lynchburg to the next level.
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What are the responsibilities 
of city council?



• Review and approve the annual budget;
• Establish long- and short-term objectives and priorities;
• Oversee performance of the local public employees;
• Oversee effectiveness of programs;
• Establish tax rates;
• Enter into legal contracts;
• Borrow funds;
• Pass ordinances and resolutions;
• Modify the city’s charter;
• Regulate land use through zoning laws;
• Regulate business activity through licensing and regulations;
• Regulate public health and safety;
• Exercise the power of eminent domain;
• Communicate policies and programs to residents;
• Respond to constituent needs and complaints; and
• Represent the community to other levels of government.

https://www.nlc.org/city-councils/x2576.xml


Bob O’Neill
Davenport & Company

Former county executive, Fairfax County, Virginia, 

City Manager of Hampton

Executive director of the International City/County 
Management 

Association in Washington, D.C.

Bob O’Neill’s “Six Roles”



6 Roles of Effective City Councils 
Setting The Strategic

Direction

Setting Policy

Representing 
Everyone

Engaging The 
Community

Being a 
Fiduciary Trustee

Providing
Oversight

Source: Bob O’Neil, SVP Public Finance, Davenport & Company



SETTING
POLICY

1



Providing consistent and clear 
direction for decisions, actions, 

ethical conduct, and 
commitments.



Creating Policies from Two Legitimate Perspectives

“Community” Perspective 

vs.

“Professional/Technical” Perspective



REPRESENTING 
EVERYONE

2



Representing the perspectives and 
sentiments of all constituents and 

stakeholders fairly. 



ENGAGING
THE COMMUNITY

3



Helping stakeholders better 
understand and actively participate

in advancing key issues and 
important initiatives.



BEING A 
FIDUCIARY
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Fulfilling all ethical obligations to 
the public. Putting the public's 

interest before your own direct or 
indirect personal interests.



Our Declaration of Independence 
advanced the concept of “delegated authority”

"We hold these truths to be self-evident, that all men are 
created equal, that they are endowed by their Creator with 

certain unalienable Rights, that among these are Life, Liberty 
and the pursuit of Happiness. — That to secure these rights, 
Governments are instituted among Men, deriving their just 

powers from the consent of the governed."



One way to define Fiduciary
Source: Markkula Center for Applied Ethics, Santa Clara University

The Duty of Care
The duty care requires that the public official competently and faithfully execute the duties of the office. Under duty of care fall such obligations as 
the duty to manage assets competently and be good stewards of the public treasury, to use due diligence in the selection and supervision of staff, 
to follow the rules and to uphold the constitution and laws of the jurisdiction. Examples of breach of this duty include failure to attend meetings, 
failure to investigate, failure to engage in the deliberative process, and failure to vote.

The Duty of Loyalty
Public fiduciaries have an absolute obligation to put the public’s interest before their own direct or indirect personal interests. The public fiduciary 
breaches this obligation when he or she benefits at the public expense. Prohibited benefits can be financial, career related, or personal such as 
benefits to family members or close associates. 

Duty of Impartiality
Public officials have a duty to represent all of their constituents fairly. This means that the public fiduciary cannot favor those of his or her own 
party over other constituents or let the fact that someone voted against him or her impact the ability to act fairly. They must overcome any inherent 
bias that they possess.

Duty of Accountability
Ensure the public’s ability to monitor the behavior of public fiduciaries. From the duty of accountability flow the duty of transparency and the 
concepts of disclosure, open meetings, and accessibility of public records. 



PROVIDING
OVERSIGHT

5



Ensuring Oversight –
Calling for KPIs and 

Performance Dashboards 





SETTING THE
STRATEGIC 
DIRECTION
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Ensure the city has a vision, clear
action framework, and movement 

towards that future.



I N T E R N A L

E
X
T
E
R
N
A
L

What Are The Factors That Drive
 Towards Our Desired Future State?

Desired 
Future State

Creating a Strategic Framework

Current State

An Example: Tech
Who is watching for and 

thinking about technological 
advancements? … Like the 

impact of autonomous 
vehicles?



Connected and 
automated vehicles 
(CAVs) will impact
all communities.



It’s Sooner Than You Think – Next 20 Years

2022
Level 4 vehicles 
are here today!

Early 2040s
Autonomous vehicles 

have a 
Transformative 

societal impact. This 
includes city design 
and redevelopment.

Source: 
Synopsys.com

Levels of Driving 
Automation

2035
Tipping Point:

Level 5 vehicles are 
here. There are a 

number of vehicles in 
service to make a 

difference



Many city councils fall short on 
setting strategic direction

for 2 reasons:



1. The “Good Enough is Good Enough” Syndrome 

Change requires a case for change                            
– a  compelling reason to change. 

It’s hard for people to appreciate the concept of “opportunity cost.”

In a dynamic world, perpetuating the status quo creates the conditions for decline.

Individuals and organizations miss out on opportunities to meaningfully address 
systemic challenges and take advantage of opportunities that can change the 
trajectory of their city.



Urgent

Not Urgent

Important
Not 
Important

2. Agenda Setting

You need to operate here to 
meaningfully practice the 6th

role – setting the strategic 
direction of your city

Most city councils 
operate here.



6 Roles of Effectives City Councils 

Setting The Strategic
Direction

Setting Policy

Representing 
Everyone

Engaging The 
Community

Being a 
Fiduciary Trustee

Providing
Oversight

Source: Bob O’Neil, SVP Public Finance, Davenport & Company

TRUST



Without public trust, 
government doesn’t work.

Period!



Ways to build trust in government

ROLES ACTION

Policy Make consistent and clear policies and follow them.

Representation Give everyone a way to follow, participate, and provide suggestions. Make it 
easy.

Community Engagement Hyper-engage people through surveys, workshops, meetings, and volunteer 
initiatives. Build a growing list of “followers.”

Fiduciary Publish a code of ethics. Be open and easily accessible (Facebook Live).

Oversight (noun) Create and promote performance dashboards.

Strategy Have your strategic plan (goals and actions) on your home page.



Retreat Agenda

10:00 – 10:15 Welcome and Introductions

10:15 – 10:30 Retreat Goals and Guidelines

10:30 – 11:15 6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

11:15 - 12:30 External Considerations: 
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Creating a Strategic Perspective

• Setting strategic goals

• Identifying and assessing internal strengths and weaknesses

• Assessing external opportunities and threats

• Identifying values residents want for their community (2030)

• Setting a vision

• Establishing a framework

• Monitoring and reporting progress

Today:
6 hours
50K feet

Typical Process:
6 to 12 months
5K voices
SMART Goals
Action Plan
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External - Opportunities

• There is an opportunity to tell Lynchburg’s story and bring clarity around the story

• To become a city that can and is focused on access to technology to ultimately 
prepare the future workforce

• Increase partnerships with higher educational institutions 

• Increase tourism

• Expand programs with the community college and focus on workforce 
development



External - Threats

• Lynchburg’s lack of identity

• Liberty may be seen as the only brand for Lynchburg (outside of the region) 

• Some feel there may be a lack of unity throughout the city

• Raising taxes pushing people out of the city 

• Poverty – not everyone has access to opportunity 

• Preparing the future workforce

• Lack of trained workforce



Let’s look at some additional 
external opportunities and 
threats… SIR’s trends work



We help organizations plan 
today how to win tomorrow.

Understanding TODAY
PRIMARY RESEARCH

+ Understanding 
TOMORROW

TRENDS RESEARCH

Strategy. Insights. Results.



Rule #1:
It’s not about  

an exact 
prediction. 
It’s about a 

general 
direction



TODAY

TOMORROWRule #2:
It’s about 

connecting the 
DOTS

The DOTS 
are forces
that shape 

change



WILDCARDS

TECH 
SHIFTS

SOCIETAL & 
CULTURAL
TRENDS

DEMOGRAPHIC
FACTORS

TODAY

TOMORROW



WILDCARDS

TECH 
SHIFTS

SOCIETAL & 
CULTURAL
TRENDS

DEMOGRAPHIC
FACTORS

TODAY

TOMORROWGENERATIONAL LENS



Rule #3: Challenge Your Assumptions

“It’s time to look the 
other way and focus 
on flexibility. You are 
not what you know 
or what you think…

You are how you know 
and how you think.”



Rule #4:
Package and share your 

work; it’s a journey, 
not a one-time exercise



TOMORROW MAPSM

Consumers will choose and 
support green businesses. 

Sustainable business 
practices indicate com-
munity focus. Be green

or be gone. 

IMPACT

SUSTAINABILITY 
STICKS

Find ways to demonstrate 
and differentiate your com-

mitment to being green. 
Whatever you do, don’t 

“greenwash.”

IMPLICATIONPOPULATION 
EXPANDS

AGE SHIFTS

COMMUNITY 
EVOLVES 

DIVERSITY RULES

HOUSEHOLDS 
CHANGE

MILLENNIALS 
DOMINATE

FRUGALITY 
PREVAILS

EVERYONE 
CONNECTS

PURPOSE REIGNS

They will reshape the work-
place and the marketplace. 

Those who shift to meet 
their needs will succeed. 

React slowly and you 
won’t see 2030. 

IMPACT

It is no longer enough to 
have a mission or vision. Now 
you need a stated purpose, 
which explains your “why” 

in meaningful terms 
for Millennials.

IMPACT

Digital social connections 
will rule, and an anonymous 
reviewer’s post delivers the 
same impact as a TV news 

report. This trust shift is 
permanent. 

IMPACT

Buying on “deal,” shopping 
via eBay and craigslist, shar-
ing bikes, rides, bedrooms 

will transform many sectors 
of the economy for 

years to come.

IMPACT

Each state will have pockets 
of growth and vast expanses 

of declining populations. 
Most opportunities will be 

around the “activity 
centers,” which 
will be many.

IMPACT

Healthcare will keep boom-
ing, but how we provide care 
and services for this big part 
of our population will create 

problems and opport-
unities for all.

IMPACT

All organizations, public 
and private, need to reflect 
the diversity of their com-
munity. This is an expecta-

tion guaranteed 
to increase.

IMPACT

The key decision-maker is 
harder to identify, with such 
different household types. 

Organizations must connect 
with all households, espec-

ially those headed 
by women. 

IMPACT

Ideas on “trust” will shift 
from institutions to the 

crowd—based on reviews 
available online. Price 
matters and will grow 

in importance.

IMPLICATION

Monitor the prevailing sent-
iment online and actively 

engage. Strengthen loyalty 
programs and recruit 

your own online
advocates. 

IMPLICATION

Engage them now, at work 
and in the market. Make 
sure you understand their 
collaborative mindset and 

what it means for your 
organization. 

IMPLICATION

Craft a compelling and be-
lievable purpose statement 
for your organization. The 

best are crowdsourced from 
within, not dictated 

from the top.

IMPLICATION

Both internally in how you 
operate from your board 

down and externally in how 
you communicate, reflect 

more diversity now.

IMPLICATION

Learn what this permanent 
shift means for your cate-
gory. The wave of older 

adults is important, but the 
ultimate change is the 
ratio of old-to-young.

IMPLICATION

Make sure your operations 
are located in these centers, 

if you’re trying to attract 
young, creative, skilled 

workers. Focus sales 
efforts there, too.

IMPLICATION

The new model is that there 
isn’t a model household 

definition any more. Look 
for older Boomer women to 

establish new models
by 2030.

IMPLICATION

DEMOGRAPHIC SOCIETAL/CULTURAL

To successfully navigate to 2030 and beyond, you’ll need to understand the key trends 
shaping the future for your organization and industry. This Tomorrow Map identifies 
important demographic and societal/cultural trends, how they impact your category, 

and some ideas about what you can do now to ensure success tomorrow.
More people means more 

opportunity. But growth will 
be uneven across states, 

counties, and regions. Scale 
your operation to match 

the population.  

IMPACT

Growing population doesn’t 
guarantee success in the 

marketplace. You’ll have to 
identify where growth can 

be leveraged and focus 
accordingly.

IMPLICATION
USA population expected to grow 

from 321 million today to 358 million 
by 2030. Virginia’s population will 

grow 15%, reaching 9.6 million 
by 2030. Cities and urban areas are growing as 

small towns and rural areas shrink. 
Future growth will concentrate in 
“activity centers,” which appeal to 

Millennials.

Between now and 2030, the 65+ 
population will explode and reach 72 
million – 1 in 5 Americans will be over 
65. At the same time, the ratio of old-
to-young will shift forever, changing 

almost everything.

Around 2040 the combined minor-
ity populations will become the 

majority, as America’s melting pot 
reaches a paradigm shift. Already, 

minority births exceed majority 
births. The future is coming in a 

rainbow of colors.

Traditional families are the minority. 
More adults (51%) are unmarried. 
Now 27% live alone. Today 41% of 

births are to unmarried women. The 
composition of America’s house-

holds will continue evolving 
for years to come.

OPPORTUNITY?
Across each customized 

map, we will identify 
opportunities for your 

industry or organization.

© 2015 SIR Research, Inc. All rights reserved.
Tomorrow Map is a registered trademark of SIR Research.

To get a customized Tomorrow Map for your 
organization, contact map@tomorrowmap.com

OPPORTUNITY?
Across each customized 

map, we will identify 
opportunities for your 

industry or organization.

OPPORTUNITY?
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map, we will identify 
opportunities for your 

industry or organization.

OPPORTUNITY?
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map, we will identify 
opportunities for your 

industry or organization.

OPPORTUNITY?
Across each customized 

map, we will identify 
opportunities for your 

industry or organization.

OPPORTUNITY?
Across each customized 

map, we will identify 
opportunities for your 

industry or organization.

Eight out of 10 people now thinks or 
acts “green.” This sustainability 

mindset now brings more scrutiny 
and pressure on organizations to 

embrace sustainable 
practices.

The Great Recession has brought a new 
normal—spending less, saving more, 

reducing personal footprints. Con-
sumption patterns will change, 
bartering will bloom, and the 

sharing economy 
will boom.

The largest demo in US history, their 
view of what’s important, what’s fair, 

and who is responsible differ from the 
mindsets of prior generations. It is 

they who will shape culture 
going forward.

Social media has birthed a new 
collaborative consumption ecosystem, 
embraced by all ages. The collective 
makes decisions and recommenda-
tions, not the expert or authority. 

Power rests in the hands 
of everyone.

With answers to any question in the 
device you’re holding, the role for 

organizations is changing. In our wide 
open society, where everything about 

anything is a click away, there’s a 
growing need to know “why” 

an organization exists. 

Let’s Build a Quick Tomorrow Map for Lynchburg



KEY 
TRENDS
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What questions should  
Lynchburg be asking 
related to this trend? 

STRATEGIC QUESTION



GROWING
POPULATION

1



U.S POPULATION

359
Million 

2030

332
Million 

Source: U. S. Census Reports

Today



1900 1910 1920 1930 1940 1950 1960 1970 1980 1990 2000 2010
0

10%

20%
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Transcendent Trend:
Over a 100 years of moving from rural to suburban / urban locations

Percent U.S. citizens living in 
urban – suburban  locations

Percent U.S. citizens living 
in rural locations

Source: U.S. Census



Virginia Population Growth

80% of Virginia’s future population 
growth will occur in the “Golden Crescent”



Source: U.S. Census projections, Weldon Cooper Center for Public Service, Demographics & 
Workforce Group, www.coopercenter.org/demographics, University of Virginia.





City of Lynchburg in the next 10 years         
10% growth… 8K people

75,568

20202010
Source: US Census and Cooper Center 2019

2030

81,445
89,753



City of Lynchburg in the next 20 years 
~19% growth… 15K people

75,568

20202010

81,445

96,652

2040

89,753

2030

Source: US Census and Cooper Center 2019



Is Lynchburg 
thinking about its 
long-term growth?

STRATEGIC QUESTION



GROWING DIVERSITY
AND NEED FOR 

INCLUSION

2



America is changing



By 2045 the Minority will become the Majority

2045

White

Non-
white



City of Lynchburg’s Growing Diversity

57% 51% 43%% of total pop.



THE FUTURE OF 
AMERICA ISN’T 
ABOUT BEING

BLACK, BROWN OR 
WHITE… IT’S ABOUT 
BEING A PLURALIST 

SOCIETY



There are 
IDENTITIESLIBERAL

CONSERVATIVE

HAVE NOTS

WELL OFFS

WHITE

BLACK

HISPANIC

LATINO ASIAN

NATIVE

OLDER

YOUNGER

GAY

STRAIGHTBISEXUAL MEN

WOMEN TRANS

TEA PARTY

BLM

CHRISTIAN

MUSLIM

JEWISH

ATHEIST



THERE ARE TOO MANY CATEGORIES TO BLEND

BINARY Choices are now MULTIPLE Choice
• Men/Women now is gender fluidity

• Old/Young now is 4 or more generations

• People now self-identify their race(s)

• Sexual orientation is fluid for some
Mutual respect, and equity has been rocky for nearly every religious, racial, and ethnic group that has become part of the American fabric along 
the way. The same is true for groups identified by specific experiences and characteristics, such as gender, sexual orientation, and In many 
respects, though, the disconnect in identity and experience between White Americans and those of non-majority backgrounds is deeply 
intertwined in our most difficult challenges, such as poverty, disenfranchisement, isolation, inequity, and violence, and it isn’t fully possible to 
address these issues without also addressing this reality. 

National Association of School Psychologists 



WE ARE LESS MELTING POT AND MORE BENTO BOX



Residents of socially connected communities are more likely to thrive.
Research suggests that individuals who feel a sense of security, belonging, and trust in 

their community have better health. People who don’t feel connected are less inclined to 
act in healthy ways or work with others to promote well-being for all.



Connections 
at Places of 

Worship





Connections
at Work



Work is no longer 
TIED TO PLACE

(Distributed Workforce)



Source: Future Workplace

91%
of young people (20-38) 
expect to stay in a job for 

less than three years. 



Source: Future Workplace

15-20
JOBS ACROSS THEIR 

WORKING LIFE



Telework Works



47%
of company executives will allow employees to 

work from home after the pandemic.

Source: Gartner Survey



Joining and participating in one group 
cuts in half your odds of dying next year.

Every ten minutes of commuting reduces 
all forms of social capital by 10%

Watching commercial entertainment TV is 
the only leisure activity where doing more 
of it is associated with lower social 
capital.

Declining Social Capital Trends over the 
last 25 years:

• Attending Club Meetings: 58% drop

• Family dinners: 43% drop

• Having friends over: 35% drop



Successful 
cities of the future 

will be places where 
EVERYONE of every 

race, economic class, 
gender, and mindset 

BELONGS and 
THRIVES



Be a “BIG TENT” Organization



Can Lynchburg be THE
big tent city where people feel 

they belong and connect?

STRATEGIC QUESITON



INCREASING
POVERTY
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The “Wealth Gap”

7.5X

1989

62+
year 
olds

40 and 
under

Source: Federal Reserve Bank



The “Wealth Gap”

7.5X

1989 Today

62+
year 
olds

40 and 
under

Source: Federal Reserve Bank

15X

40 and 
under

62+
year 
olds



Source: Stanford University

Fading American Dream
Percent of children earning more than their parents, by year of birth



Pre-COVID-19: 
Life Has Gotten Harder for Millions of Americans

40%
Live paycheck to paycheck 

struggling to meet basic 
needs – buying food, 

covering rent. 

40%
Can't cover a

$400 emergency expense.





City of Lynchburg in the next 20 years
3K more people in poverty*

75,568

20202010

81,445

Source: US Census

96,652

2040

89,753

2030

X 20%
17,950X 20%

16,289

X 20%
19,330

*There are many nuances to poverty numbers. For example, students in college townsimpact poverty numbers:  
https://news.virginia.edu/content/uva-study-college-students-skew-small-town-poverty-rates

https://news.virginia.edu/content/uva-study-college-students-skew-small-town-poverty-rates


Is Lynchburg a place
where everyone thrives?

STRATEGIC QUESTION



The City of 
Charlotte 
put this 

core focus 
into the 

city’s vision 
statement



GROWING
AGE WAVE
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The Population Age Pyramid



Source: U.S. Census Bureau



Source: U.S. Census Bureau



1960 vs. 2030

Source: U.S. Census Bureau



FEWER MORE



Empire State Building
102 Stories





FEMALES

2030

BOOMERS (ages 66-84)

MALES

4% 2% 0% 2% 4%

85+

80-84

75-79

70-74

65-69

60-64

55-50

50-54

45-49

40-44

35-39

30-34

25-29

20-24

15-19

10-14

5-9

0-4

GEN X (49-65)

MILLENNIALS (35-50)

GEN Z (18-34)

GEN NEXT (0-17)

AGE COMPOSITION OF TOMORROW’S CITIES

Source: Census Bureau Projections



20%
of population is 

65+



THE OLDER ADULT BOOM DOESN’T END WITH BOOMERS:

NO END IN SIGHT OF MORE OLDER ADULTS:

You’ve heard the stat: 
Thanks to Boomers, 
every day 10,000 people 
turn 65.
Few seem to know it 
doesn’t end 12/31/29 
when the last Boomer 
reaches age 65.

Source: US Census Projections.

THE NUMBER 65+ IS PROJECTED TO 
INCREASE EVERY YEAR THROUGH 2060

YEAR POP 65+

2021 57,842,422 

2025 65,226,333 

2030 73,137,570 

2035 77,997,363 

2040 80,826,591 

2045 82,834,627 

2050 85,674,674 

2055 89,615,168 

2060 94,675,928 



HOW WILL THE 
AGE WAVE 

AFFECT CITIES?



FOR MANY CITIES, GROWTH ISN’T MORE BABIES BEING BORN



… GROWTH ISN’T ABOUT MORE PEOPLE COMING



IT’S ABOUT MORE 
RESIDENTS 

GROWING OLDER



38% OF RVA’s PROJECTED  POPULATION CHANGE IS 65+

AGES 2020 2030 Change

0-19 313,350 355,456 +42,106

20-64 740,590 813,417 +72,827

65+ 195,544 269,939 +74,395

TOTAL 1,249,484 1,438,812 +189,328 

Source: SIR analysis of current RVA MSA Census data from Cooper Center on Demographics, UVA

+15%

+38%

+10%

+13%



City of Virginia Beach: 
72% OF PROJECTED POPULATION CHANGE IS 65+

AGES 2017 2030 Change

Under 18 100,136 104,950 +4,814 

18-64 289,668 296,125 +6,457 

65+ 61,631 91,504 +29,873 

TOTAL 451,435 492,579 +41,144

Source: SIR analysis of current RVA MSA Census data from Cooper Center on Demographics, UVA

72%





2022

City of 
Lynchburg

2022

But 
wait, 

what is 
this?
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The median age in 
Lynchburg is 29,

the US median age is 37.4.

FACT



ONLY 11% OF LYNCHBURG’S PROJECTED 
POPULATION CHANGE IS 65+

2020–2030

AGES 2020 2030 Change

0-19 21K 24K +3K

20-64 47K 52K +5K

65+ 13K 14K +1K

TOTAL 81K     90K +9K

Source: Virginia Employment Commission LMI - https://www.virginiaworks.com/_docs/Local-Area-Profiles/5104000680.pdf

https://www.virginiaworks.com/_docs/Local-Area-Profiles/5104000680.pdf


0% OF LYNCHBURG’S PROJECTED 
POPULATION CHANGE IS 65+

2030–2040

AGES 2020 2030 2040 Change

0-19 21K 24K 26K +5K

20-64 47K 52K 57K +10K

65+ 13K 14K 13K -

TOTAL 81K     90K 97K +15K

Source: Virginia Employment Commission LMI - https://www.virginiaworks.com/_docs/Local-Area-Profiles/5104000680.pdf

https://www.virginiaworks.com/_docs/Local-Area-Profiles/5104000680.pdf


City Median Age
Provo, Utah 23.3

Gainesville, Fla. 24.9

Athens, Ga. 25.9

Tallahassee, Fla. 26.1

Columbia, Mo. 26.8

Killeen, Texas 27.1

Denton, Texas 27.1

Ann Arbor, Mich. 27.8

Laredo, Texas 27.9

Tempe, Ariz. 28.1

Lynchburg 
almost makes 
the top 10 U.S. 
market for the 
youngest towns 

in America.



Lynchburg USA
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Can Lynchburg further
embrace the “town and gown” 

partnership to advance a vibrant, 
youthful market position?

STRATEGIC QUESTION



INCREASING
REMOTE WORK

5



Telework Works



“We firmly believe that in-person, being together, having a 
sense of community is super important when you have to 
solve hard problems and create something new so we don’t 
see that changing. But we do think we need to create more 
flexibility and more hybrid models,”

Google, CEO, Sundar Pichaie



30%

TODAY

Source: SIR

50%

2030

10%

1990s

Pre-COVID
The distributed workforce is growing



30%

TODAY

Source: SIR

Post-COVID
The distributed workforce is here

50%

SIR Prediction -
2025

10%

1990s







www.tulsaremote.com









St. Clair County, Michigan
Dubbed the Come Home Award, this reverse-
scholarship will pay students who have 
completed a degree in a STEAM-related 
program (science, technology, engineering, arts 
or math). Those promising to live and work in 
the county could receive up to $15,000 to make 
the move.

http://www.stclairfoundation.org/funds/more/reverse_scholarship_fund


City of Hamilton, Ohio





Harmony, 
Minnesota



Vermont Pays $10K
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West Va. Remote Work Program Offers $12,000 Cash, 
Free Outdoor Recreation and More



Is Lynchburg wired for success 
in retaining and attracting 

remote workers?

STRATEGIC QUESTION



RISING 
IMPORTANCE OF

PLACE

6



Walkable Community Trends
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70%

30%

61%

37%

45%
48%

Community A Community B

2004 2011 2015

Community A: 
Houses with large yards, and you have 
to drive to the places you need to go

Community B: 
Houses with small yards, and it is easy 
to walk to the places you need to go

2015 is the first year a preference for 
walkable communities overtook a 
preference for conventional
communities.

Such a big shift in about 
10 years is remarkable.



Top desires for “ideal” neighborhood

I would love to live within 15 
minutes commute of my work 
and/or my school.

Having access to stores, restaurants, 
and services close to my home (within 
about 15 minutes)

Q40. How much do you agree with each of the following statements, when thinking about 
your ideal neighborhood? Please use a scale of 1 to 5, where “1” means “completely 
disagree” and “5” means “completely agree.”

Future Movers
n = 300

81%

64%

Percent saying “4” or “5”

Source: SIR national Mover Study



Activity Centers

Richmond 
region has 14 

activity 
centers … 

“15-minute 
communities

”



How many activity 
centers… 

15-minute activity 
centers make up 

Lynchburg? 



What do Millennials 
want in a place?





“…used SIR’s research to 
attract and retain more 
young professionals — and 
the strategy worked.”



When you think about a city as a place 
you’d really want to live, how important are 
each of the following to you?



RALEIGH
NC

WASH.
DC

CHARLOTTE
NC

AUSTIN
TX

ATLANTA
GA

Denver
CO

Is safe 89% 87% 86% 91% 81% 90%
Has a variety of employment 
options 90% 82% 83% 85% 82% 87%

Quality and affordability of housing 
options 92% 83% 87% 87% 83% 83%

Offers outdoor recreation options 71% 60% 71% 77% 71% 76%

Offers a great food scene 76% 75% 78% 85% 77% 75%
Embraces creativity 59% 55% 58% 69% 59% 64%
Embraces innovation 70% 58% 61% 69% 60% 64%
Is near the mountains 28% 24% 40% 17% 30% 64%
Has access to water 59% 54% 64% 65% 54% 63%
Is bike-able/walkable 46% 50% 41% 43% 44% 61%

Has easy public transportation 42% 66% 40% 47% 46% 60%

Embraces small business/start-
ups/entrepreneurship 54% 48% 60% 61% 54% 57%

Higher education options 76% 60% 60% 73% 62% 57%
Is diverse 60% 63% 55% 69% 55% 55%
Urban living environment 47% 59% 51% 60% 46% 53%

Offers an active music scene 51% 36% 46% 53% 49% 49%

Offers an active arts scene 42% 38% 44% 43% 42% 46%
Has rich history 42% 47% 39% 41% 42% 42%

Safety, variety of employment, 
quality and affordability of housing top the list

Q20. When you 
think about a 
city as a place 
you’d really 
want to live, 
how important 
are each of the 
following to 
you?

BA
SI

CS

Raleigh, NC
n = 198

Washington, DC
n = 199

Charlotte, NC
n = 200

Austin, TX 
n = 194

Atlanta, GA
n = 204

Denver, CO
n = 195



RALEIGH
NC

WASH.
DC

CHARLOTTE
NC

AUSTIN
TX

ATLANTA
GA

Denver
CO

Is safe 89% 87% 86% 91% 81% 90%
Has a variety of employment 
options 90% 82% 83% 85% 82% 87%

Quality and affordability of housing 
options 92% 83% 87% 87% 83% 83%

Offers outdoor recreation options 71% 60% 71% 77% 71% 76%

Offers a great food scene 76% 75% 78% 85% 77% 75%
Embraces creativity 59% 55% 58% 69% 59% 64%
Embraces innovation 70% 58% 61% 69% 60% 64%
Is near the mountains 28% 24% 40% 17% 30% 64%
Has access to water 59% 54% 64% 65% 54% 63%
Is bike-able/walkable 46% 50% 41% 43% 44% 61%

Has easy public transportation 42% 66% 40% 47% 46% 60%

Embraces small business/start-
ups/entrepreneurship 54% 48% 60% 61% 54% 57%

Higher education options 76% 60% 60% 73% 62% 57%
Is diverse 60% 63% 55% 69% 55% 55%
Urban living environment 47% 59% 51% 60% 46% 53%

Offers an active music scene 51% 36% 46% 53% 49% 49%

Offers an active arts scene 42% 38% 44% 43% 42% 46%
Has rich history 42% 47% 39% 41% 42% 42%

Placemaking Attributes

Raleigh, NC
n = 198

Washington, DC
n = 199

Charlotte, NC
n = 200

Austin, TX 
n = 194

Atlanta, GA
n = 204

Denver, CO
n = 195

Q20. When you think about a city as a place you’d really want to live, how important are each of the following to you?

PL
AC

EM
AK

IN
G



Is Lynchburg advancing 
a collection (portfolio) of 15-minute 
livable communities – all types of 
neighborhoods and living options? 
Is Lynchburg effectively packaging 
its place story for young people?

STRATEGIC QUESTION



SHIFTING
WORKFORCE NEEDS

7



COMPUTING 
POWER HAS BEEN 
DOUBLING EVERY 

1-2 YEARS

Moore’s Law – 50 Years Running



2020 – Quantum Computing

Tech Singularity

2018 - Hyper-specialized CPUs

Terminators?

It’s now starting 
to improve 

EXPONENTIALLY



BIG DATA

THE CLOUD

ARTICFICAL 
INTELLIGENCE



MANUAL
MINIMUM 

WAGE JOBS

A big job shift is coming

COGNITIVE        ROUTINE



MANUAL
MINIMUM 

WAGE JOBS

A big job shift is coming

“Manage the exception”
Innovators …Creative

COGNITIVE        ROUTINE



Telephone operators

Word processors & 
typists

Travel Agents

Bookkeepers

Vanishing Jobs



Source: Oxford University

1/3
of all jobs eliminated 
within next 20 years



Future of Work

Bain & 
Company

“By 2030, automation may 
eliminate 20% to 25% of 

current jobs, hitting 
middle- to low-income 

workers the hardest. This 
could trigger economic 

disruption far greater than 
we have experienced over 

the past 60 years.”

McKinsey & 
Company

"30% of 'work 
activities' could be 

automated by 
2030 - up to 375 

million workers 
worldwide could be 

affected by 
emerging 

technologies.”

Oxford 
University

"47% of U.S. 
workers have a high 
probability of seeing 

their jobs 
automated over the 

next 20 years.”

Organization for Econ. 
Cooperation and 

Development

“46% of jobs at risk. Using 
task-related data from 32 

OECD countries, OECD 
estimates that 14% of 

jobs are highly 
automatable and another 

32% of jobs have a 
significant risk of 

automation.”

Pew Research’s Expert 
Survey Findings:

“Half (48%) of 1,896 
experts interviewed on 
emerging technologies 

envision a future in which 
robots and digital agents 
will displaced significant 
numbers of both blue-

and white-collar workers, 
enough to cause social 

breakdown.”



replacedbyrobot.info







New Public Education 
Partnership Models
Ford Foundation

Nashville Academies
P-Tech Schools





Ford Foundation Schools



Nashville Academies



ptech.com
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Is Lynchburg 
re-thinking and hyper-

coordinating its 
workforce ecosystem? 

STRATEGIC QUESTION



INCREASING  
COLLABORATION

8



Winning cities of the future 
realize they are not isolated 

islands competing 
against nearby cities.



Today, more than 70% of our nation’s population, 
obs and GDP are located in 12 megaregions



Megaregions Defined

“Megaregions are becoming the new 
competitive units in the global economy, 

characterized by the increasing movement 
of goods, people and capital among their 

metropolitan regions.”

Jonathan Barnett



Cascadia Innovation Corridor



Successful Megaregion Design is all about Intentionality

Example:
Cascadia 
Megaregion
Portland –
Seattle –
Vancouver



Cascadia Megaregion
Portland – Seattle – Vancouver

The Department of Transportation for Washington 
State just released a new report identifying the 
next joint steps for the governments of British 
Columbia, Washington, and Oregon to take in order 
to realize ultra-high-speed rail, linking Vancouver, 
Seattle, and Portland.

The $900K report was funded equally between all 
three jurisdictions and Microsoft.

https://dailyhive.com/vancouver/vancouver-seattle-portland-high-speed-rail-business-case-july-2019


The Texas Triangle

Dallas-Fort 
Worth(DFW), 
Houston, San 
Antonio, and 

Austin



Florida High-Tech Corridor



I-69 Innovation Corridor



PA’s I-99 Innovation Corridor



NC Innovation Corridor



FOUR COUNTIES
COMBINED POP.

186,929

NORTH OF THE 
RALEIGH/DURHAM 

RESEARCH TRIANGLE
(MSA POP: 1.3MM)

TRIANGLE NORTH









194 RVA-757 Connects

Balt.-Richmond Innovation Corridor





RVA and 757 are adding strength to strength

UNIFIED BUSINESS  
COMMUNITY

INNOVATION  
ECOSYSTEM

RICHMOND MARINE  
TERMINAL

STATE CAPITAL

LOGISTICS CENTER

DEEP BENCH OF  
PROFESSIONAL SERVICES

FORTUNE 500  
COMPANIES

DIGITAL PORT

JEFFERSON LAB

NASA

MILITARY

VIRGINIA PORT

TOURISM

SHIP-BUILDING  
AND SHIP REPAIR

PRIMARY REGIONAL ASSETS

RICHMOND  
REGION

HAMPTON  
ROADSHIGHER  

EDUCATION HIGHER
EDUCATION



Pathway

Improve the economic success and quality of life 
for everyone in the RVA and 757 regions.

Mission

Identify, support and advance major 
opportunities, initiatives and projects 

that will meaningfully benefit both
communities for generations to come. 



Priority Focus Areas

3

1. Accelerate the I-64 Innovation Corridor status as a global internet hub

2. Support the completion of the Virginia Capital Trail 

3. Remove barriers to increase passenger rail service

4. Advocate for I-64 widening (29-mile gap from RVA to Williamsburg)

5. Increase R&D collaboration

6. Support directors’ and members’ initiatives

7. Advance the megaregion’s brand – I-64 Innovation Corridor



www.RVA757Connects.com



Is the City of Lynchburg 
thinking and acting beyond 

its borders?

STRATEGIC QUESTION



DECREASING 
TRUST 

9







Trust in government

Source: Pew



The wisdom of 

MANY
is better than 

the thoughts of 

FEW



The 
COLLECTIVE SELF 

Dominates



SIR’s Trust Model: Grow Followers

OLD TRUST MODEL
Institutions, Organizations, 

Experts, Authorities, 
Regulators

TRUST

NEW TRUST MODEL

TRUST
Family, 
Friends, 
Peers, 

Colleagues 
and Fellow 

Users



Where trust is headed TOMORROW

Tala: New company 
that mines a person’s 
online network to 
prove they are 
trustworthy – a 
blockchain-like ID 
system.



Traity: A Spanish 
insurance company 
that assesses risk 
by scoring people’s 
online reputations.
Tala sells service to 
banks and 
landlords.



TODAY, PEOPLE ARE 
HYPER-CONNECTED

To each other, 
and anyone on the 

planet with a device



Social media has changed 
the communications model



OLD MODEL NEW MODEL

Company in control Consumer in control, both figuratively 
and literally

Interrupt consumers when you 
want to speak to them Engage consumers 24/7

React to issues and remain private Interact on issues and be transparent

See consumers as passive targets See customers as active brand 
advocates and co-creators

The basic organization communication 
model has changed



WORD OF MOUTH BUZZ 
is one of the oldest and most 
effective forms of marketing.

The biggest opportunity for cities 
IS TO GENERATE

BUZZ ON A MAJOR SCALE.



The key is to intentionally   
EMPOWER ADVOCATES   

— give them shared experiences 
and information.



Disney Corporation

• Sophisticated social media strategy 
being deployed. 

• Extensive communications training for 
every Disney employee.

• Employees share the Disney story.



Formal program teaching people 
how to share “The Best of Nashville”





Identify Individual Apostles
Community members who post, share, and retweet positive messages



Organize and Support These Apostles



Effective shared stories have 
two parts:

1. Unified Imagery
2. Unified Message



Effective shared stories have 
two parts:

1. Unified Imagery
2. Unified Message



Brand Architecture Strategy
Most communities present themselves as 
a HOUSE OF BRANDS



Brand Architecture Strategy
It’s best to communicate as a BRANDED HOUSE



Columbus, Ohio’s United Logomark



Columbus City Government



City Municipal Initiatives: 
(example is for technology)

City Dept. Logos:



Columbus Chamber



Columbus Tourism



Columbus Regional Economic Development



BrandColumbus.com



Columbus Relators



From this… 



RECREATION, PARKS & OPEN SPACE

FINANCE

GENERAL SERVICES

the city of

N   RFOLK

the city of

N   RFOLK

the city of

N   RFOLK

To this… 



Effective shared stories have 
two parts:

1. Unified Imagery
2. Unified Message



NORFOLK’S STORY

An example of how to help shape a shared narrative:



It’s a collaborative effort





We are creating an amazing community where people desire to live, work, and play. 
PURPOSE:�

Whether you are a resident, worker, or visitor, Norfolk is an amazing 
place where you feel welcomed, connected, and fulfilled. Here you 
quickly become part of a dynamic and authentic urban waterfront 
community. 

BRAND PROMISE:�

Vibrant, Inclusive, Diverse, 
Creative, Innovative, Transform-
ative, Urban, Hip, Nautical, 
Laidback, Fun, and Welcoming. 

PERSONALITY:�

WHAT MAKES NORFOLK UNIQUE? �

What three words describe Norfolk when compared to other cities? Diversity, 
History and Water. This WordleTM chart shows the words mentioned most often 
by residents, workers, and visitors in a recent survey. The larger the word, the 
more times it was mentioned. 

Each word in this statement is significant: 
⚓  NORFOLK – The entire city, not just downtown 
⚓  VIBRANT AND HISTORIC PORT CITY – An active port for over 400 years 
⚓  AMAZING PLACE – Norfolk has surprises around every corner 
⚓  CULTURALLY DIVERSE CITIZENS – Living, working, playing together 
⚓  MILITARY AND BUSINESSES – With a shared passion to move Norfolk forward 
⚓  CREATING – Makers and doers actively investing in building something great 
⚓  DYNAMIC – Ever-evolving, growing as a community and city 
⚓  AUTHENTIC – Neighborhoods, port culture, architecture, parks 
⚓  URBAN WATERFRONT – A natural asset that sets Norfolk apart from other cities 
⚓  COMMUNITY – Making Norfolk a welcoming and accepting place for all 
⚓  IN AMERICA – An aspiration to become a most preferred city and destination 

Norfolk’s Story: Our Brand Message Architecture�

This document is Norfolk’s story. It was designed by and 
for all the organizations that are responsible for pro-
moting Norfolk’s overall brand or any of Norfolk’s 
premier assets and attractions.   

This brand message architecture serves two very 
important purposes. First, the message blueprint will 
inform, empower, and inspire every organization to 
advance a more seamless story on why people should 
live, work, and play in Norfolk. Second, this template will 
help inform the development of Norfolk’s future 
placemaking and product development initiatives, 
providing guidance on what aligns with and reinforces 
Norfolk’s unique and compelling story.  

This document was created by the Norfolk Collaboratory, 
a crowdsourcing process that included the leaders, staff, 
and boards of dozens of Norfolk’s leading organizations, 
the City Council, and over one thousand engaged stake-
holders, people who live, work, and play in Norfolk. The 
Southeastern Institute of Research provided research 
and strategy development support.  

THE NORFOLK COLLABORATORY�
 

A NOTE ON TAGLINES:�

“Life. Celebrated Daily.” is Norfolk’s current 
tagline. For this initiative, let’s take a step 
back from using a tagline and see what 
emerges from Norfolk’s creative culture, 
which has already developed community-
inspired expressions like “NFK” and “We’re 
not Norfolking around.” 

Let’s also take this opportunity to refresh 
and update Norfolk’s mermaid, embracing 
different looks and uses. 

Norfolk is an amazing place, a vibrant and historic port city where 
culturally diverse citizens, the military, and businesses are creating the 
most dynamic and authentic urban waterfront community in America. 

POSITIONING STATEMENT:�
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New website for Festevents New logo for Jazz Festival



Norfolk Organizations Started Talking About The Waterfront:

Even Norfolk’s 
neighborhoods:



Norfolk, Va.
“The most dynamic  

urban waterfront  
community in 

America” language 
now shows up 
everywhere.
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Does Lynchburg have a shared 
narrative? Are all lead 

organizations united around 
shared iconology and 

messaging? 

STRATEGIC QUESTION



This is a good 
start . . .



RISING 
IMPORTANCE OF

PURPOSE

10



TREND DESCRIPTION

TAKE CARE
COVID-19 is a health crisis. We are seeing, hearing, and watching this healthcare story unfold all around us 24-7. Social isolation, lack 
of exercise, and financial uncertainty are creating higher levels of mental and physical stress in all of us. In addition, the crisis has 
helped to increase awareness of the health disparities affecting minority populations.

VALUE ALL

The COVID-19 virus affects everyone — young, old, rich, poor, black, white. In addition, society has a newfound appreciation for
frontline essential workers, as well as what they are being paid. The events and protests related to the social justice BLM movement 
have advanced our understanding beyond economic inequities and health disparities. There is no longer a neutral zone. Anti-racism 
attitudes and practices will increase. There will be an increasing appreciation of and support for equity and social justice policies and 
initiatives.

GO TEAM
The COVID-19 crisis has reinforced the spirit and power of teamwork — “we are all in this together.” Corporate advertising continues to 
mirror this through “stronger together” messaging. This social sentiment is reinforcing the expectation that companies must do more 
than make a profit, they must contribute to community stakeholders, too. Greater investments will be made in new supportive 
pathways to help ensure everyone thrives.

HYPER-CONNECT
People are driven by a deep-seated personal need to belong. This includes belonging to a family, peer group, team, organization, and 
community. Social isolation, economic and health-related uncertainty and vulnerability, and civil unrest are fueling this primary need 
for personal connections. Similarly, the uncertainty of a post-COVID world is driving the need for more corporate emotional connections 
through formal and informal employee support.

PURPOSE
Millennials and Gen Zs have been advancing the importance of social and ethical causes they think are important, putting pressure on 
companies, organizations, institutions, and brands to have a positive impact on the greater community. COVID-19 is accelerating this 
trend.  Through COVID, more and more people are searching for meaning in their lives – their purpose. Purpose is bigger than who you 
are, what you do, how you do it. It’s your “WHY.” 

COVID-ACCELERATED TRENDS
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Bigger than who you are, 
what you do, how you do it. 

It’s your “WHY.”

PURPOSE



GENERATIONAL VALUES:

ARCHTYPE:

MILLENNIALS crave purpose

Confidence plus
Civic duty
Achievement
Hyper connected
Multi-tasking 
Fearless

Co-dependent
Purposeful
Ambitious



MAKE A
LIVING

BOOMERS/GEN X:

MAKE A
DIFFERENCE

MILLENNIALS:

Work Goals



“I want my employer to contribute to social or ethical 
causes that I think are important” 

Boomers

Gen Xers

Millennials

Somewhat 
Agree Agree

Agree 
Strongly

38%

34%

34%

20%

22%

25%

6%

14%

19%

64%

70%

78%

TOTAL 
AGREE

Majority want to work where “purpose” is shared

Source: GenerationsMatter National Study







For Cities: Purpose is Vision

Mission

Values

VISION



Where is Lynchburg headed? Why 
should someone stay here after 

college? What will they be part of? 
What kind of city can they help build?

STRATEGIC QUESTION





Retreat Agenda

10:00 – 10:15 Welcome and Introductions

10:15 – 10:30 Retreat Goals and Guidelines

10:30 – 11:15 6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

11:15 - 12:30 External Considerations: 
Review and Discuss Trends Shaping the Future of Cities  and Lynchburg
Identify External Opportunities and Threats 

12:30 – 1:00 Lunch



Retreat Agenda

1:00 – 2:00 Internal Considerations: 
– Internal City Government Strengths and Weaknesses

2:00 – 2:45 Strategic Visioning: 
– Review Best Practices and Process 
– Starting the Process Today

2:45- 3:00 Break

3:00 – 3:55 Using a Strategic Perspective to Prioritize and Make Short-term Decisions 
Group Exercise

3:55 – 4:00 Next Steps

4:00 Closing Remarks



Internal  - Strengths

• City leadership

• New City Manager

• New people in senior positions across 
the city

• Full of great people 

• Resilient 

• The complete package – diversity and 
central cultural and economic hub for 
the region



Internal - Weaknesses

• Lack of compensation for city employees (which leads to turnover and making it 
hard to recruit and retain talent)

• High tax rates

• There’s no major interstate 

• Poverty and homelessness

• Declining infrastructure

258
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“You know, when I moved here, I thought there 
were 2 maybe 3 communities. What I’ve come to 

learn, that we have like 12 or 15 different 
communities that are relatively insular.”

“There is a great energy to 
collaborate and need to continue that.”

Status of Collaboration



Discussion on the status of collaboration

• Colleges and universities: Most feel it has gotten stronger especially in convening leadership. Some feel 
there could be even stronger partnerships. 

• Business community: Most say this is good and many pointed to the great work Economic Development 
is doing in building and maintaining relationships with local businesses.

• Religious community: There is a sense that the relationship between the city and religious groups could 
improve. It is not bad, but rather presents opportunities.  The challenging is that there are so many 
groups. Fragmentation and silos make it hard to coordinate and keep everyone informed. 

• Neighborhood leaders/associations: This category is also fragmented, perhaps especially along racial 
divides. There is a feeling from some that leaders work well together, but there is a lack of partnership 
on bigger initiatives.

• The surrounding counties: Felt to be cordial and when needed, everyone works well together.



Retreat Agenda

1:00 – 2:00 Internal Considerations: 
– Internal City Government Strengths and Weaknesses

2:00 – 2:45 Strategic Visioning: 
– Review Best Practices and Process 
– Starting the Process Today

2:45- 3:00 Break

3:00 – 3:55 Using a Strategic Perspective to Prioritize and Make Short-term Decisions 
Group Exercise

3:55 – 4:00 Next Steps

4:00 Closing Remarks



What’s the vision for 
Lynchburg’s future?

STRATEGIC QUESTION



8
THINGS TO KNOW ABOUT STRATEGIC

VISIONING



1. 
Defining What a Vision Is 
and Understanding the 
Benefits of Having One



Vision & Mission Relationship

• Apple’s Vision: We are here to make the best products on earth, and to 
leave the world better than we found it.”

• Apple’s Mission: Bring the best user experience to our customers 
through innovative hardware, software, and services.



Vision Examples

• Disney: To make people happy

• IKEA: To create a better everyday life for the many people

• Microsoft: Empower every person and every organization on the planet to 
achieve more

• Avon: To be the company that best understands and satisfies the product, 
service and self-fulfillment needs of women—globally

• Apple: We are here to make the best products on earth, and to leave the world 
better than we found it.”



Community Visioning Benefits

1. Educates the community on challenges and 
opportunities and key trends shaping the 
future.

2. Inventories current programs and initiatives.

3. Identifies shared values – values the 
community wants to become.

4. Articulates a shared story – who we are today.

5. Articulates a long-term vision and identifies 
leading priorities that are shared by all –
where we want to be.

6. Builds awareness, creates alignment, and 
accelerates the great work – programs and 
initiatives – that are already underway.

7. Creates a framework to help everyone 
understand how all these efforts are working 
to build a great community for all.

8. Inspires community-wide collaboration to 
achieve shared vision and priorities.

9. Makes the case for even greater funding and 
resource allocation on the things that are 
most important.

10. Fuels a positive “can do” spirit - driving 
regional momentum.



2. 
Including the Lead 
Organizations in 

Visioning Process



Typical parties involved

Municipal 
Government

Planning District 
Commission Community Foundation 

and other Nonprofits

Chamber of 
Commerce 

and other leading orgs



3. Packaging 
the Process



Very predictable and understandable names are used

• Envision Region

• Fast Forward Region 

• Region Vision 2040

• Imagine Region

• Region 2040

• Region’s Future

• Region Tomorrow

• Region Ahead

• Forward Region



Most cities brand the overall visioning initiative



4. Engaging 
the Community

(City Council Role #3)



. . . . . . . .

The level of stakeholder engagement varies

Number of 
Residents 
Included

Number of 
Engagement

Channels
Surveys – scientific and 

convenience, events, 
neighborhood meetings, 

pop-up events, social media, 
mass media process, etc.

Survey only -
convenience 

sample

. . . . . . . . 
Most Visioning Initiatives

8,0001,000

Most Visioning Initiatives



The most inclusive visioning initiatives use intercept surveys 
to include underrepresented voices

Charlotte Example: 
20 low-income 
neighborhoods.



The gold standard – Vision PDX (Portland, Oregon)

• Extensive 2-year public engagement process. 

• Goal: Develop a shared vision for the next 20 years and beyond.

• Over 17,000 Portlanders weighed in with opinions and comments.

• Largest public engagement process for Portland region to date and one 
of the largest ever in North America.



5. Shaping 
the Vision

(City Council Role #6)



City Vision Statement

Community’s Value 
#3

Community values inform the vision statement development

Community’s Value #2Community’s Value 
#1

Environment Inclusion Health



Charlotte City Council
Looking forward, what are the top three desired community values you would like associated with Charlotte?



TOP values residents would like associated with Charlotte in 2030

Q10. Looking forward, what are the top three desired community values associated with Charlotte?

Gray shaded boxes 
indicate respondent-

generated values

Residents 
Input Into City of 

Charlotte’s Values:
• Safe
• Family-oriented
• Diverse
• Economic opportunities

for everyone
• Affordable
• Clean
• Welcoming and friendly
• Inclusive

31%
17%
17%
17%

12%
10%
9%

8%
7%

6%
6%
5%
4%
3%
3%
3%
3%
3%
3%
2%

23%
0% 20% 40% 60% 80% 100%

Safe
Family-oriented

Diverse
Economic opportunities for everyone

Affordable
Clean

Welcoming/Friendly
Inclusive

Easy to get around
Growing

Education-focused
Environmentally-friendly

Community-oriented
Good police-community relations

Collaborative
Contemporary

Innovative
Multigenerational

Caring
United
Other



16%
10%

9%
9%
9%
9%

7%
7%

5%
5%
4%
3%
2%
1%
1%

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

Queen City
Friendly

Finance City
A Neighborhood for Everyone

Green Space
Land of Opportunity
Most-Desirable City

Sports City
Educational Village

Most-Compassionate City
Most-Popular City

Most "Get It Done" City
Visual and Performing Arts Community

Outdoor City
Other

When respondents are asked to choose their TOP unique feature from 
the same list, queen and friendly are ranked first and second 
respectively, and many are tied for third place

281Q5. Which of the following is your top choice for a unique, defining feature or characteristic that Charlotte could be known for in 2030? 

This research – with 
7K voices (resident 
input) created this 

vision . . . 



Our Values

City of Charlotte’s Vision

Community Builders

The city of Charlotte’s long-term vision – By 2030: 
Charlotte is America’s Queen City, opening her arms to a 

diverse and inclusive community of residents, businesses, 
and visitors alike; a safe, family-oriented city where people

work together to help everyone thrive. 

SAFE FAMILY FRIENDLY & 
WELCOMING

DIVERSE & 
INCLUSIVE EQUITABLE



6. Advancing 
the Vision

(City Council Role #6)



Charlotte’s vision statement is 
being used to seamlessly 

advance the city’s strategic 
direction (6th role of city council).



City Council painted a picture of the vision. This painting 
was in the news and now hangs in the lobby of city hall.



The vision is featured in the budget documents



FY2020 Budget Document



Vision statement is included in plans: 
The FY2020 Community Engagement on Housing



FY2020 Comprehensive Plan –
Public Input Started with the Vision statement



“The City of Charlotte is a $2.6 billion organization with more 
than 8,000 employees. Leveraging corporate America’s best 

practices, such as advancing a clear vision, is imperative. 

Our vision helps focus our resources and ensures we’re 
aligned in building the type of community we aspire to be – a 

place where people work together to help everyone thrive.”

Ed Driggs
Councilman, City of Charlotte



7. 
Making the 

Final Product a 
Strategic Plan



The Vision Drives The Development of a Strategic Plan

Community Vision
Based on the defining 

values, how do we envision 
our physical, economic, and 

social fabric —
10- to 20-years in the future.

Community Values
What are the ideal set 

of defining values 
– what do we want for 
our community in say 

2030?

Community Priorities
What should we 

prioritize to achieve our 
vision? Where 
are resources
needed most?

2.1. 3.



The Vision Helps You Move from the Current State to the Future State

As identified 
in the SWOT

As identified 
in the SWOT

Inspired by 
the vision

As identified 
in the 

Situation 
Review



The Final Output is Packaged as a Stand-alone Strategy Report



Fort Lauderdale Example

The Report Shows How Everything Supports the Vision



“The Vision 2035 is the roadmap to guide our 
everyday work. The employees of the City of Fort 
Lauderdale are committed to integrating and 
connecting the Vision to our City’s strategic planning, 
budgeting, and day-to-day service delivery.” 

Lee R. Feldman
ICMA 
Former City Manager, City of Fort Lauderdale
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8. 
Ensuring the Overall Effort 

Advances the City’s / 
Region’s Strategic 

Framework and Inspires 
Supportive Ambassadors



Vision for Hampton Roads





Over 757 Business Leaders in Hampton 
Roads are Now Ambassadors



Your Vision:
Today & Tomorrow



small

welcoming

Today



Equity and fair combined as “equitable.”       Humming and vibrant combined as “vibrant.”

Tomorrow
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GROUP EXERCISE:
Using a strategic perspective to prioritize 

and make short-term decisions



• Infrastructure (X4)

• New Police HQ (X4)

• Schools (X3)

• City Compensation (X2)

• Affordable housing

• Poverty reduction

• Climate resiliency

• Violence intervention

• Neighborhood investment 

Every city is going to receive funding from the 
federal and/or state government. What are 
some of your priorities for these resources?

Using a 
strategic 

perspective
in a priority 

setting



• Compensation (especially police and fire) (x3)
• Schools (both improving schools and also COVID) (x3)
• Taxes (x2)
• Infrastructure
• Branding
• Transparency
• Economic development and how we spread wealth with 

innovative programs
• How we develop our neighborhoods
• Unity
• Reduce poverty
• Reduce crime
• Environmental strategies
• Better job of connecting businesses with education 

[talent pipeline]

Using a strategic 
perspective on 
sorting through 

specific initiatives

What focus areas and/or topics would you 
like to ensure we cover during the retreat?



Combined 2 Lists as Categories

• Taxes

• City Compensation (especially police and fire)

• Infrastructure
• How we develop our neighborhoods
• Neighborhood investment 

• New Police
• Reduce crime
• Violence intervention

• Better job of connecting businesses with education [talent pipeline)
• Schools (both improving schools and also COVID) (x3)

• Affordable housing
• Poverty reduction
• Equitable Economic development - spread wealth with innovative programs

• Climate resiliency
• Environmental strategies

• Branding

• Transparency
• Unity

Taxes

Compensation

Infrastructure

Safety

Education

Upward Mobility

Environment

Branding

Partnerships



3 tables… Pick 2 topics*… 
Answer these 2 questions on each topic…

Share with the group 

What should Lynchburg (all stakeholders) do to 
strategically address this topic area in a way that 

reinforces our story as a great place for young 
people and young families?

How should City Council provide strategic 
leadership in this topic area (think 6 roles)?

*If you finish early, pick a 3rd topic



Exercise

1. What should Lynchburg (all stakeholders) do 
to strategically address this topic area in a 

way that reinforces our story as a great place 
for young people and young families?

2. How should City Council provide leadership in 
this topic area (think 6 roles)?

*If you finish early, pick a 3rd topic

• Taxes
• Compensation
• Infrastructure
• Safety
• Education

• Upward Mobility
• Environment
• Branding
• Partnerships

Pick Two 
Topics

20 Minutes -
Table Discussion - Your 2 Topic 

Areas (10 min. each)*

35 Minutes -
Share With 
the Group

• Setting policy
• Representing everyone
• Engaging the community
• Providing oversite

• Being a fiduciary
• Setting strategic direction
• Building trust

Each table 
has 10 

minutes 
for report 

out.
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