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City of Lynchburg

SIR) e

Visioning Work & City Council Retreat

Retreat Agenda
Friday, February 4, 2022

Academy Center of the Arts - 600 Main Street, Lynchburg

Brunch, Welcome, and Introductions
(10:00 - 10:10)

Review Retreat Goals and Guardrails
(10:10 - 10:20)

City Visioning — What, Why, How
(10:20 - 10:45)

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

Lynchburg’s SWOT
(12:15 - 1:15)

Value of Vision Navigating Trends and
leveraging SWOT
(1:15 - 1:30)

Lunch + City Council Exercise
(1:30 - 2:15)

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

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



VIil. Workshop

XI.

(2:15 - 3:30)

Key Take-Aways
(3:30 - 3:55)

Next Steps
(3:55 - 4:00)

Closing Remarks
(4:00)



Lynchburg
City Council
2022 Retreat

February 4, 2022
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Retreat Agenda

10:00 - 10:15

10:15 - 10:30

10:30 - 11:15

11:15-12:30

12:30 - 1:00

Welcome and Introductions
Retreat Goals and Guidelines
6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

External Considerations:

Review and Discuss Trends Shaping the Future of Cities and Lynchburg
Identify External Opportunities and Threats

Lunch
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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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Retreat Agenda

10:00 - 10:15

10:15 - 10:30

10:30 - 11:15

11:15-12:30

12:30 - 1:00

Welcome and Introductions

Retreat Goals and Guidelines

6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

External Considerations:

Review and Discuss Trends Shaping the Future of Cities and Lynchburg
Identify External Opportunities and Threats

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?




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

“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. | 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.”




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.

e 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

. .l‘




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

Strategic Plan takes 6-12 months, this is a jumpstart

onh how to take Lynchburg to the next level.
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10:00 - 10:15

10:15 - 10:30

10:30 - 11:15

11:15-12:30

12:30 - 1:00

Welcome and Introductions

Retreat Goals and Guidelines

6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

External Considerations:

Review and Discuss Trends Shaping the Future of Cities and Lynchburg
Identify External Opportunities and Threats

Lunch




What are the responsibilities
of city council?



CITIES STRONG TOGETHER

NATIONAL
LEAGUE
OF CITIES

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’'s “Six Roles”

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.




6 Roles of Effective City Councils

Providing Setting The Strategic
Oversight Direction

Being a

Fiduciary Trustee Saulugirelliey

Representing

E ing Th
ngaging ‘e Everyone

Community

Source: Bob O’'Neil, SVP Public Finance, Davenport & Company
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Providing consistent and clear
direction for decisions, actions,
ethical conduct, and
commitments.



Creating Policies from Two Legitimate Perspectives

“Community” Perspective

VS.

“Professional/Technical” Perspective
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Representing the perspectives and
sentiments of all constituents and
stakeholders fairly.
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Helping stakeholders better
understand and actively participate
in advancing key issues and
Important initiatives.
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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. S | R
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Ensuring Oversight -
Calling for KPIs and
Performance Dashboards



e < Tl ™ economic development cashboord & s

o
HCONOMIC IMELOM . ?
4

=" B4 Bov —~ “ (]
== g__ Economic Development

= 7 Dashboard

LEDC DASHBOARD




3 A Q
.’H.*'IIC!¢!0)0$ldll.‘ll&l[}lgllcJl)lull)!lllt}!L’lu!O‘l‘_HH'

DA 0101
3
> 1K 1
] :l o' o
| 3% mnmzvouutclona
> T 1
. 9> > LR s 1

M onh .‘
oy b
-
—

{ = |

01010101104010

<
-

31 010
&) N
£

-

) =

M

L 10;.0' OO0 10D Ia1ID1010101010
| ] ‘I. A ) )

b A : ey sl by oy e i
' ' rllll' . A r
! MyTNoNe ~’~ |d!o,0'o Yo roiotoioio
oY 3 | : 3
3 | 8 \ )



Ensure the city has a vision, clear
action framework, and movement
towards that future.



Creating a Strategic Framework

Desired
Future State

An Example: Tech
Who is watching for and
INTERNAL thinking about technological
advancements? ... Like the
impact of autonomous
vehicles?

SIR




Connected and
automated vehicles
(CAVs) will impact

all communities.



It’s Sooner Than You Think — Next 20 Years

2035 Early 2040s

2022 Tipping Point: Autonomous vehicles
Level 4 vehicles Level 5 vehicles are have a
here. There are a Transformative

are here today!

number of vehicles in societal impact. This

service to make a includes city design
difference and redevelopment.

Source:

\
|
i Synopsys.com

I
Levels of Driving = =
Automation




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.



2. Agenda Setting

Not

Urgent

Most city councils
operate here.

Important

Not Urgent

Important

You need to operate here to
meaningfully practice the 6"
role - setting the strategic
direction of your city



6 Roles of Effectives City Councils

Providing Setting The Strategic
Oversight Direction

Being a

Fiduciary Trustee SEUEREIE

Representing

E ing Th
NEaging ‘e Everyone

Community

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



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.

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

Representation
easy.

Hyper-engage people through surveys, workshops, meetings, and volunteer

Genlliy AR e 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.
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Retreat Agenda

10:00 - 10:15

10:15 - 10:30

10:30 - 11:15

11:15-12:30

12:30 - 1:00

Welcome and Introductions
Retreat Goals and Guidelines

6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

External Considerations:

Review and Discuss Trends Shaping the Future of Cities and Lynchburg
Identify External Opportunities and Threats

Lunch




Creating a Strategic Perspective

» Setting strategic goals

 ldentifying and assessing internal strengths and weaknesses
* Assessing external opportunities and threats

* |dentifying values residents want for their community (2030)
e 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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10:15 - 10:30

10:30 - 11:15

11:15-12:30

12:30 - 1:00

Welcome and Introductions
Retreat Goals and Guidelines
6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

External Considerations:

Review and Discuss Trends Shaping the Future of Cities and Lynchburg
Identify External Opportunities and Threats

Lunch




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

e 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.

SIR @ INSTITUTE FOR

Understanding TODAY + Understanding

TOMORROW
PRIMARY RESEARCH TRENDS RESEARCH



Rule #1:
It’s not about
an exact
prediction.
It’s about a
general
direction




Rule #2:
It's about
connecting the
DOTS

v
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N
N
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n
n
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]
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X 2

A 4 TOMORROW

A

.': The DOTS

E .:‘ are forces

M that shape
change



TOMORROW

WILDCARDS

SOCIETAL &
CULTURAL
TRENDS

DEMOGRAPHIC
FACTORS

51 INSTITUTE FOR
TOMORROW



GENERATIONAL LENS TOMORROW

WILDCARDS

SOCIETAL &
CULTURAL
TRENDS

DEMOGRAPHIC
FACTORS

@ INSTITUTE FOR
TOMORROW



Rule #3: Challenge Your Assumptions

o

YA must-read

The Power of Knowing What You Don't Know

“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.”

ORIGINALS




Rule #4:
Package and share your
work; it’s a journey,
hot a one-time exercise



Let’s Build a Quick Tomorrow Map for Lynchburg

TOMORROW MAP*

To successfully navigate fo 2030 and beyond, you'll need fo understand the key frends

shaping the future for your organization and industry. This Tomorrow Map identifies

importantdemographic and societal/cultural frends, how they impactyour category,
and some ideas aboutwhatyou can do now fo ensure success fomorrow.

IMPACT
More people means more
opportunity. But growth will
be uneven across states,

DEMOGRAPHIC

counties, and regions. Scale
your operation to match

the population.
POPULATION
EXPANDS

IMPACT
Each state will have pockets
of growth and vast expanses
of declining populations.
Most opportunities will be
around the “activity

centers,” which
CE ] will be many.
USA population expected to grow | Growing population doesn't
from 321 million today to 358 million | guarantee success in the COMMUNITY
by 2030, Virginia’s population will | marketplace. Youll haveto
grow 1% reaching 9.6 million . ideniify where growth can
by 2030.

EVOLVES

Cities and urban areas are growing as
small towns and rural areasshrink
Future growth will concentrate in
“activity centers,” which appeal to

be leveraged and focus
accordingly.

u PPORTUNITY?2
practes —TTORLET PREVAILS
Adoss each customized
Millennials. PPORTUNITY? map, we willidenti The Great Recession has broughta new
Wross eath customized oppo g less, saving more,
FORRORTUINITNE IMPACT AN PECRTON identify veducing personal footprints, Cor-
Across each customized Make sure your operations opportunities for your IMPACT sumption patterns will change,
map, wewill identify  Healthcare will keep boom- are located in these centers, el ok bartering will bloom, and the
opportunities foryour  ing, but how we provide care if you're trying to attract YCHGY; b They will reshape the work- sharing economy
i ization, and services for this big part young, reative, skilled place and the marketplace. will boom.
ey oregE o, \ e e AGESHIFTS workers. Focus sales IMPACT Those who shift tomeet  [MIILLENNIALS
problems and opport:  Between now and 2030, the 65+ efforts there, too. ) their needs vill succeed.
unities forall.  population il explode and reach 72 Al organizations, public Reactsiowly andyow  DOMINATE
opulation e and rea and private, need to reflect ot cen 2030,
lon1in o hmericans wilbe over the diversity of their com- The largest demo in US history, their IMPACT
- Atthe “’"“‘h""ev‘ e ratio of old- munity. This is an expecta- view of what's important, what's fair, R .
toyoung wil shitforever, changing tion guaranteed OPPORTUNITY? and who i responsible diffe from the Digjalsocaliconnactions
almost everything. i Quararte e : R will ule, and an anonymous
map, we will identify they who will shape culture reviewer's post ""“'“f’s the
3 : same impactas a TV news
IMPACT o DIVERSITY RULES opportunities for your going forward. Teport. T st shit i
The key decision-maker is i o " Around 2040 the combined minor- industry or organization. permanent
harder to identify, with such AL T ity populations will become the
different household types. ory The e of ol majority, as America's meling pot EVERYONE
Organizations must connect agul's = [:“"’:": o g m”‘;e reaches a paradigm shift. Already,
with all households, espec- R minority births exceed majority IMPACT
ially those headed e births. The future is coming in a
byemen - HOUSEHOLDS >

rainbow of colors.
CHANGE
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.

IMPLICATION
Both internally in how you
operate from your board
down and externally in how
you communicate, reflect
more diversity now.

IMPLICATION
The new model is that there
isn'ta model household
definition any more. Look
r older Boomer women to

establish new models
by 2030.

OI’PORTUNITYe
Aaoss each customi

map, we will |dennfy
opportunities for your
industry or organization.

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

CULTURAL

IMPACT

Consumers will choose and
support green businesses.

IMPACT
Sustainable business

Buying on “deal,” shopping
practices indicate com- SUSTAINABILITY via eBay and craigslist, shar-
munity focus. Be green STICKS

or be gone.

ing bikes, rides, bedrooms
will transform many sectors
of the economy for
years to come.

Elght out of 10 people now thinks or
cts “green.” This sustainability
mindsetnow brings more scrutiny
and pressure on organizations to
embrace sustainable

Itis no longer enough to
have a mission or vision Now
you need a stated purpose,
which explains your “why”
in meaningful terms

for Millennials.

CONNECTS

Social media has birthed a new
collaborative consum ption ecosystem,
embraced by all ages. The collective

makes decisions and recom!
tions, not the expert or authority.
ower rests in the hands
of everyone.

PURPOSE REIGNS

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.

OPPORTUNITY2
Adross each customized
map, we will identify
opportunities for your
industry or organization.

Togeta cusoommed Tomorrow Map for your W

M APPING
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STRATEGIC QUESTION

What questions should
Lynchburg be asking
related to this trend?
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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

80%

70%

60%

Percent U.S. citizens living

50% . i
in rural locations

40%

30%

20%

10%

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

Source: U.S. Census



Virginia Population Growth

0-24,999

25,000-49,999
M 50,000-99,999
M 100,000-199,999
W 200,000+

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




Population Change since 2010

B Declined

{ } 0 to 2.5 Percent
- 2.5 to 5 Percent
- 5 to 10 Percent

- Over 10 Percent

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



Virginia Population

Cooper Center Projections: 2019 Release

Hamplon city 2020 Census 2030 Projection 2040 Projection

Hamsonburg city 51814 83,037 69,110

Hopawel city 23,033 22,781 22433

Lexington city 7,320 7,622 7,698
e T W— —
Manassas city 42712 46,332 48,916

Manassas Pack city 17.219 20.284 23,153

Martmsville city 13,485 11,573 10,038

Newpart News city [l L 247 I

Norfolk city 2,000 43 884 £99,10
Norton city 3,687 3,857 3,762
Petorsburg city 33,458 30,166 28,328
Pogquoson city 12,460 12,635 12,726
Portsrmouth city 97,915 20,715 85,397
Radford city 16,070 19,403 20,097

Richmand city
Roanoke city 100,011 102.388 102,590

Qalsen cit | 25 4R | 2q 141 | 2R 007 |




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




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

96,652




STRATEGIC QUESTION

Is Lynchburg
thinking about its
long-term growth?
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By 2045 the Minority will become the Majority

- White — Black or African American

Native Hawaiian and other Pacific Islander

American Indian and Alaska Native — Asian

Two or more races = Hispanic or Latino

A

White

2045
— ——a
— —— s

R o p—
[ - - 2 - = — - —i - Non-
— - - S~ .- —— 8- '- w . -
3 - : " \ ‘ ' : white

2020 2025 2030 2035 2040 2045 2050 2055 206

All groups not Hispanic or Latino unless specified otherwise

- '
Lhan

BY-ND - Source: U S. Census Bureau » Get the data



City of Lynchburg’s Growing Diversity

Population Projections by Race/Ethnicity

2020 2030 2040

Total

Total Population 81,445 89,753 96,652
Race 7\ 7~ N\

White % of total pop. 46,641 57% ) 46,186 51% 41,460

Black or African American 23,350 22,100 19,419

Asian 3,389 6,508 10,916

Other 2,611 2,895 2,763
Ethnicity

Hispanic or Latino (of any race) 5,452 12,063 22,093

Source: Weldon Cooper Center for Public Service.



THE FUTURE OF
AMERICA ISN'T
ABOUT BEING
BLACK, BROWN OR
WHITE... IT'S ABOUT
BEING A PLURALIST
SOCIETY




MUSLIM WELL OFFS

BLACK
WOMEN TRANS
JEWISH SIDER
ASIAN
GAY LATINO
There are CONSERVATIVE
LIBERAL IDENTITIES
BLM BISEXUAL MEN STRAIGHT
HAVE NOTS
WHITE NATIVE A JEEY
YOUNGER
e HISPANIC TEA PARTY

CHRISTIAN



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.

BUILDING A CULTURE OF HEALTH

e L L L T L T T S T T S ST T AT
LR LT L

Sense of Community




Connections
at Places of
Worship




WEEKLY CHURCH ATTENDANCE: 1993-2020 - HMEE S

@ Al U.S. adults
50%
5 \
45%
40%
35%

30%

25%

'93 '94 '95 '96 ‘97 '98 ‘99 00 '0O1 '02 '03 ‘04 'O5 '06 07 ‘08 09 10 11 12 13 14 15 16 17 18 19 '20

n = 103,603 U.S. adults | 1993-2020 © 2020 | barna.com

SIR



Connections
at Work




Work is no longer
TIED TO PLACE

(Distributed Workforce)



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

Source: Future Workplace



Telework Works




£ %

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
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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

vV Y




STRATEGIC QUESITON

Can Lynchburg be THE
big tent city where people feel
they belong and connect?
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The “Wealth Gap”

1.9X
62+

year

olds
40 and

under

1989

Source: Federal Reserve Bank



The “Wealth Gap”

1.9X
62+

year

olds
40 and

under

1989

Source: Federal Reserve Bank

15X

62+
year
olds

40 and
under

Today



Fading American Dream

Percent of children earning more than their parents, by year of birth
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Pre-COVID-19:
Life Has Gotten Harder for Millions of Americans

40% 40%

Live paycheck to paycheck Can't cover a
struggling to meet basic $400 emergency expense.
needs - buying food,
covering rent.



Lynchhurg Poverty

Lynchburg Poverty by Race

1 9.51 o/b Ovora® Poverty Rate

Whte
Black
Hespanic
Asian
Othar
Mutiple

Native

Totad

42871

21.627

2721

In Poverty «
7.018
5.643

485

& CEV A JSON
Poverty Rate
16.37%
26.09%
17.09%
28.40%
24 56%
13.73%

5.18%

1 9_460/6 Malo Poveety Aate
1 9'550/6 Female Poverty Rale

Poverty in Lynchburg

The mce most lixely to be in povorty in Lynchburg

5 Astan, with 28 407 below

y vl

The race least lhely 1o be in povarty in Lynchburg

& Native. with 5.18% bolow the poverty level

The poverty ratg amang thase that worked fybi-time
for the past 12 months was 4.97%. Amaong those
working pan-sme, & was 29.24%, and 1or Ihose that

A not work, the poverty rate was 27.16%



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

*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

STRATEGIC QUESTION

Is Lynchburg a place
where everyone thrives?



The City of
Charlotte
put this

City of Charlotte’s Vision

The city of Charlotte’s long-term vision - By 2038:
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
CO re fOC u S work together to help everyone thrive.
into the Our Values
itysvison I =
St ate me nt Community Builders
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Life expectancy at birth

80

75

70

65

35

1930

Trends in US life expectancy at birth, 1929-2015

1940

1950

1960

1970

Year

1980

1990

2000

2010

— hen
— Women



Total Fertility Is Nearing Its Historic Low tutwe o
Family Stucies

M Record Low M TFR

w

0.5

1940 1950 1960 1970 1980 1990 2000 2010

1935-2016 Official Final Data. 2017 Preliminary COC Data. 2018 Demographic Intelligence Forecast.



The Population Age Pyramid




Source: U.S. Census Bureau

MALES

B 52ty Boomers (born 1946-1964)

FEMALES

6%



85+
8084
7579
70-74
6569
8064
5589
5054
4549
4044
3539
3034
2529
2024
1519
1014
5.9

6%

Source: U.S. Census Bureau

4%

MALES

B c:2by Boomers (born 1946-1964)

FEMALES

4%

6%



7579
7074
6569
6064
5559
5054
4549
4044
3539
3034
2529
2024
1519
10-14

59

04

Source: U.S. Census Bureau

1960 vs. 2030

MALES

B 5:by Boomers (born 1946-1964)

FEMALES
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85+ |
8084 |
7579 |
70-74 |
65-69 |
60-64 |
5550 |
5054 |
4549 |
40-44 |
3539 |
30-34 |
25-29 |
20-24 |
1519 |
1014 |
5-9

0-4

4%

AGE COMPOSITION OF TOMORROW'S CITIES

2030
MALES FEMALES
I
I
I
I BOOMERS (ages 66-84)
I B
1
— ] GEN X (49-65)
1
I
I B MILLENNIALS (35-50)
I
1
] GEN Z (18-34)
1]
1]
1]
1] CENINEA S
I B
2% 0% 2% 4%

Source: Census Bureau Projections






THE OLDER ADULT BOOM DOESN'T END WITH BOOMERS:

THE NUMBER 65+ IS PROJECTED TO

NO END IN SIGHT OF MORE OLDER ADULTS: INCREASE EVERY YEAR THROUGH 2060

YEAR POP 65+
You’ve heard the stat: 2021 57,842,422
Thanks to Boomers, 2025 65,226,333
every day 10,000 people 2030 73,137,570
turn 65. 2035 77,997,363
Few seem to know it 2040 80,826,591
doesn’t end 12/31/29 2045 82,834,627
when the last Boomer 2050 85,674,674
reaches age 65. 2055 89,615,168

2060 94,675,928

Source: US Census Projections.



HOW WILL THE
AGE WAVE
AFFECT CITIES?




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







ITS ABOUT MORE
RESIDENTS
GROWING OLDER




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

313,350 355456  +42,106 @

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

195,544 269,939 +74,395 +38%
TOTAL 1,249,484 1,438,812 +189,328 @

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




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

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
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Lynchburg
2022
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FACT

The median age In
Lynchburg is 29,
the US median age is 37.4.



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

2020-2030
RN
0-19
20-64 47K 52K +5K

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
S | || oo | o
0-19 21K 24K 26K +5K
20-64 47K 52K 57K +10K

65+ 13K 14K 13K -

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

Cit
Provo, Utah

Lyn Ch b u rg Gainesville, Fla.
almost makes Athens, Ga.

the tOp 10 U.S. Tallahassee, Fla.

Columbia, Mo.

market for the Killeen, Texas
yo un geSt tow nsS Denton, Texas

Ann Arbor, Mich.

in America- Laredo, Texas

\ Tempe’ Ariz.

Median Age
23.3

24.9
25.9
26.1
26.8
27.1
27.1
27.8
27.9

28.1



Lynchburg UsA

Married Population 36.4% 50.2%
Currently Married 34.1% 48.2%
Married but Separated 2 204 2 0%

Single Population 63.6% 49.8%
Never Married 47.8% 33.1%
Divorced 19.7% 110.9%
Widowed (6.1% 5.8%

Household Size 2.43 2.63

Households 28,150 118,825,921

Family Households 16,422 78,298,703
Married couple, wichildren (24.4% 31.1%
Married couple, no children 38.8% 42.3%

Nan Family Households 11,728 40,527,218
Single householder, wichildren 23.2% 16.3%
Single householder, no children 13.5% 10.3%
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STRATEGIC QUESTION

Can Lynchburg further
embrace the “town and gown”
parthership to advance a vibrant,
youthful market position?
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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



ource: SIR

Pre-COVID
The distributed workforce is growing

90%

30%
10%

1990s TODAY 2030



ource: SIR

Post-COVID
The distributed workforce is here

50%
30%
10%
1990s TODAY SIR Prediction -
2025



How Widespread is Work From Home?

Occupation
LS Vi YAVl Software Developers
ExXE UL Customer Service Representatives
Sales Representatives of Services, Except

Advertising, Insurance, Financial Services, and
LR Travel

LarxyA Ol Computer User Support Specialists
LSRN Management Analysts
LAy KUl Insurance Sales Agents

Securities, Commodities, and Financial
LA XIR [l Services Sales Agents

173:2_0_{ 1 6_0— Accountants and Auditors
B 7y KUl Marketing Managers
LR Lo XUl Network and Computer Systems Administrators

Source: JobsEQ by Chmura.

2021

Remote
Ads

153,006
118,192

90,866
57,701
56,898
43,413

40,470
40,392
40,364
38,598

2019
Remote Ads

27,958
23,265

43,870
14,510
10,965
13,239

6,911
7,262
7,146
9,613

2yr Growth
Rate in Remote
Jobs

447%
408%

107%
298%
419%
228%

486%
456%
465%
302%



Triple Digits
Net daily migration was highest in these me

+116
Seattle ¥

+100

-128

Los Angeles |,

+246

Dallas

+105

Austin

(Las Vegas
+174
o rPhoenix

.

-

Source: Bloomberg analysis of U.S. Census data

tro gres
Chicago
I

+102

‘ Charlotte

L______+147

Atlanta

+149 L———+125

Orlando
Tampa

Bloomberg



www.tulsaremote.com

tulsa
remote

Hi, remote workers!
We'll pay you to work from Tulsa.
You're going ta love it here.
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tulsa
remote

$10,000 Cash

Eligibiity

efits Life in Tulsa Local Tulsa Jobs APPLY NOW >

YOUR NEW TOWN

=P Space at Tulsa's Top
Coworking Community



LIVE BALTIMORE

Start Your Search

Explore Baltimore City

FINANCIAL INCENTIVES

[epitylife

Buying & Renting

FIND YOUR HOME IN BALTIMORE

Spring 2019 Trolley

Tour
Saturday, May 11, 2019

Take 2 tour of more than 10 Baltimoce City
neighborhoods, speak with trustad real estate
professionais and community organizations,
AND become eligible for $5,000 in downpayment
#nd cosing cost assistance toward the purchase
of » Baitimore City home!

REGISTER FOR THE EVENT

Find Your Home Here




ALL INCENTIVES

HOME BUYING LOANS

DOWNPAYMENT & CLOSING
COSTS

EMPLOYER-BASED

RENOVATION &
REHABILITATION

HISTORIC PRESERVATION

TAX CREDITS & REBATES

MILITARY ASSISTANCE

BUYING & RENTING FINANCIAL INCENTIVES CITY LIVING ESSENTIALS UPCOMING EVENTS

ascutus conare EENENIEGRE on EEEDE

Buying Into Baltimore

Buying Into Baltimore is a $5,000 incentive to use toward buying

altimore City.

You must attend a Trolley Tour event to become eligible fof the $5,000 incentive. Every year) there are

sl o opportunitieste-#€t $5,000
toward buying your home! See when the next Buying Into Baltimore Event is in the Upcoming Events

section of this website.

two events: a spring/summer event and a fall/winter event.

gpae

Categories

Details

The mortgage amount cannot exceed $517,000.



Community Foundation

of ¢ Clair County

Come Home Award Fund

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, technolggy.gngineering, arts
2 or math). Thoseg#®mising to live and work
wm NM.Q:“:“;:W.,. the county coulg receive up to $15,000 to make
the move.



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

City of Hamilton, Ohio

NEWS > LOCAL NEWS > BUTLER COUNTY > HAMILTON iy =

Hamilton will pay college graduates to
move there

Posted: 4:49 AM, Feb 01,2018 Updated: 7:27 AM, Feb 01, 2018

Good
MORNING
Tn-State
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Scholarships for Students
Currently in College

Scholarships for Recent

College Graduates (TAP)
Scholarship

Scholarships for Adults
Returning to College

Scholarships for
Graduating Seniors

Renew Multi-Year Existing
Schalarship

Talent Attraction Program Scholarship

The impact of the Hamilton Community Foundation is evident throughout our community. In
addition to the support of the community as a whole, we continue with a special focus on
educational programs and grants. In the past 60 years, we have provided over $13 million dollars
in scholarships to more than 3,000 students, and this support of area students will continue in
years to come with the new Talent Attraction Program (TAP) Scholarship.

The TAP Scholarship is what is known as a “reverse scholarship” where recent graduates will receive
assistance with student loan debt.

To be eligible you must:

* Have graduated within the last 7 years from a STEAM program (Science, Technology,
Engineering, the Arts, or Mathematics) preferred.

* Not currently living in designated areas in the city of Hamilton BUT with plans to move to or
live in the designated areas in Hamilton - map

* Must demonstrate employment within City of Hamilton or Butler County
« Prefer those with a desire to give back to the communi

Successful applicants to the program may rec
the applicant ceases employment or moves be
right to any future payments.

up to $10,000, $300 per month for 30 months. |
he end of the 30 month period, they forfeit t

We will review applications as needed on a monthly/quarterly basis.

To begin the application process, click here.




Harmony, Minn., will pay up to
$12 000 for new reSIdents

s need new residents - thev'llg

gy you to
hu there

By Jenna Ross Star Tribune UNE 20 2004 ~ G.O0AM

In Harmony, Minn.. between $5,000 and $12,000 is being offered to those who
build a home thore, in a revitalzation effort

HARMONY, Minn. - In an ¢empty, grassy lot bordered by cornfields stands a

WATCH NOW

1. Click "Watch Now"
2. Run and Install
3.0pen New Tab

Harmony,
Minnesota
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Vermont Pays $10K

Why Vermont Will Pay You $10,000
To Move There And Work Remotely

e have just shy of 630,000 people, and we're the thi
oldest state in terms of demographic. So that's a very
challenging environment in order to maintain vitality of
he communities.”

the state wants 1o pay people to come live there

The governor recognized, the legislature recognized, we need mare people in

the state, And 50 we noed to try differen :O.H s, new things, It's interesting to

sce how many people are interested in W Hy o surprise,

tigure out a way that we

there's milllons of visitors each year. So we want u

could turm visitors and people who love the state into rexidents.”
On how Vermont is going to improve its utilities to support the project

We do have broadband in most of the downtowns all over the state, In face

t gigabit, so does Springficld and so do some small towns

{ the state. So there In that re o, Obvicusdy there's

maore work o especially In the kind of last r and on the back roads, bus

we do have [en h connectivity] 1o g least have it in the cowarking spaces

that are located throughout the state.
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About

LIVE IN MAINE WORK IN MAINE JOB BOARD SUCCESS STORIES

D

&etLanD bt? )
Let Maine help pay for them.
SEE IF YOU otm.m» ‘

Make Vacationland Work for You.

There's a reason the world turns to Maine to unwind. It's easy to relax somewhere that keeps time at a saner pace. A place where you
can trade deadlines for tidelines, of take the time to follow a trall instead of a routine, A place with a vibe that makes both work and
play thrive. They say you can't have it all. We dare you to disagree. Come live and work in Maine.

\




West Va.

Remote Work Program Offers $12,000 Cash,
Free Outdoor Recreation and More

AsSCEND

orraen cirme Ascess

--------

GET PAID $12.000 + FREE
OUTDOOR RECREATION

nnnnnnnnnnn




STRATEGIC QUESTION

Is Lynchburg wired for success
In retaining and attracting
remote workers?
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Walkable Community Trends

2015 is the first year a preference for
walkable communities overtook a
preference for conventional
communities. 61%

/ \ - / -
Community A:

37%

Such a big shift in about
70% 10 years is remarkable.

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

30%

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

\ / m2004 m2011 2015

Survey (2004, 2011, 2015)




Top desires for “ideal” neighborhood

Percent saying “4” or “5”

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

81%

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

64%

Future Movers Q40. How much do you agree with each of the following statements, when thinking about
n =300 your ideal neighborhood? Please use a scale of 1 to 5, where “1” means “completely

disagree” and “5” means “completely agree.”
Source: SIR national Mover Study S I R




Richmond
region has 14
activity
centers ...
“15-minute
communities

”

Regional Density and 2035 Growth Pattern

Regional Development Centers
) 8 Ampont

1 CBC




How many activity
centers...
15-minute activity
centers make up
Lynchburg?




What do Millennials
want in a place?



FLAIR

Asheracke of

cettunl Assg
T s 1o
i Rl by

-

wanh ol grveth

sl gperteem

MILLENNIALS

PORA FURROOIN 2




ChamberRVA also cre-
ated another millen-
nial-centered program,
YRichmond, which strives
to retain people who come
to the city for internships
over the summer, show-
ing them why they should
stay through social, com-
munity service and profes-
sional events.

ChamberRVA Senior
Vice President Chrystal
Neal said they used SIR’s
research to attract and re-
tain more young profes-
sionals — and the strategy
worked.

“The business commu-
nity is thrilled,” said Neal.

7

/

chamberRVA)

“...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?



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

RALEIGH CHARLOTTE AUSTIN ATLANTA Denver
m NC NC X GA co
o Is safe
b Has a variety of employment
U) options
< Quality and affordability of housing
m options
Offers outdoor recreation options 71% 60% 71% 77% 71% 76%
Q20. When you Offers a great food scene 76% 75% 78% 85% 7% 75%
think about a Embraces creativity 59% 55% 58% 69% 59% 64%
utyy(ajs a Tllace Embraces innovation 70% 58% 61% 69% 60% 64%
ou'd rea
by ! Is near the mountains 28% 24% 40% 17% 30% 64%
how import;ﬂnt Has access to water 59% 54% 64% 65% 54% 63%
are each of the Is bike-able/walkable 46% 50% 41% 43% 44% 61%
following to
you? Has easy public transportation 42% 66% 40% 47% 46% 60%
Embraces small bus!ness/start- 54% 48% 60% 61% 54% 57%
ups/entrepreneurship
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%



A

PLACEMAKING

Placemaking Attributes

RALEIGH WASH. CHARLOTTE AUSTIN ATLANTA Denver
NC DC NC X GA CO

Is safe 89% 87% 86% 91% 81% 90%
;Issoan;arlety O Clpe et 90% 82% 83% 85% 82% 87%
Ssscl)i:]ysa_mi affordability of housing 92% 83% 87% 87% 83% 83%
f Offers outdoor recreation options 71% 60% 71% 7% 71% 76%
Offers a great food scene 76% 75% 78% 85% 7% 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 bus.iness/start— 54% 48% 60% 61% 54% 57%
ups/entrepreneurship
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%
k Has rich history 42% 47% 39% 41% 42% 42%

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?



STRATEGIC QUESTION

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?
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Moore’s Law - 50 Years Running

Moore’s Law — The number of transistors on integrated circuit chips (1971-2016)

Moore's law describes the empirical re gularity that the number of tronsistors on integrated circuits doubles ']vp.‘n-\:nt.lfz-!\ overy two yvears,

This advancement is important as other mspects of technological progress - such is processing speed or the price of eloctronic products - an

strongly Hiked to Moore's law
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Terminators?
Mooxe Law — The number of transistors on integrated circuit chlpq (1971-2016) ST
Moor law describes the empirical regularity that the number of trunsistors on integrated circuits doubles approximately every two years, TechSinguIarity

This adv il

acement is important as other nspects of technological progress uch s pre sing speed or the price of eloctronic product o
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A big job shift is coming

COGNITIVE

ROUTINE

MANUAL

MINIMUM
WAGE JOBS



A big job shift is coming

COGNITIVE ROUTINE

\

“Manage the exception”
Innovators ...Creative

MANUAL

MINIMUM
WAGE JOBS



Telephone operators

Word processors &
typists

Travel Agents

Bookkeepers

Vanishing Jobs




Source: Oxford University

1/3

of all jobs eliminated
within next 20 years



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.”

Future of Work

McKinsey &
Company

"30% of 'work
activities' could be
automated by
2030 -upto 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

REPLACED BY ROBOT!?

Jobs Replaced by Robots
@

According to an academic publication by the Oxford Martin School, around 50% of
all U.S. jobs are at risk of being automated and replaced by robots. If you ever ask
yourself “will robots replace my job", search below to check if your job will be taken
over by automatization and robots. w

T -




WilK“Taxi Driver>be Replaced By
Robots?

\

=

89% Chance of Automation

“Taxi Driver” will probably be replaced by robots.

This job is ranked #531 out of #702, where higher means less likely to be
replaced.

Care to share? Click for Facebook, Twitter, LinkedIn, or XING. _s




WillAccountant>be Replaced By
Robots?

h

94% Chance of Automation

“Accountant” will almost certainly be replaced by robots.

This job is ranked #589 out of #702, where higher means less likely to be
replaced.

Care to share? Click for Facebook, Twitter, LinkedIn, or XING. _;




New Public Education
Partnership Models

Ford Foundation
Nashville Academies
P-Tech Schools




Mote from The Economiat My Subscrption

World podtcs  Business & finance  Economics  Sclence & technology  Cuttuee

Educating technologists

Jut 18I 2015 | NEWBLRGH, NEW YORK | Fraom the prirt

RADCLIFFE SADDLER began working at
IBM, where he analyses markel trends, on
July 13th. He applies his programming and
technical skills to a digital piatform that
provides market research 1o his colleagues.
It is a good job: he makes $50,000 a year,
has a health-care package and a pension
plan. Mr Saddler is 18 years old. He eamed
his high-school diploma last month. A few
weeks before finishing schocl, he also
received an associate degree in computer
systems technology.

Mr Saddler was a pupil at P-Tech
(Pathways in Technology Early College
High School), an unusual school in the
Crown Heights neighbourhood of Brookiyn

Business high school

o) Timodevpur 514 o Twoet 15¢

Subscrive  Log In or registar

Blogs Dobate Mutimedia Print adition

Comment (14) «) Timekeoper reading |
E-mail Reprints & permissio
Print

Osas | B=.

Data
Management

10 ways to prioritize your
data quality challenges.

il

e

—




Ford Foundation Schools

2 FORDFOUNDATION Working with Visionaries on the Froaines of Social Change Workbus

a4

RIGIONY GRANTY LEARNING ANUT S WOG

..... Onnse REGIONS

THE CHALLENGE




Nashville Academies

Metro Nashville Public Schools

Inside MNPS | Schools | Academics | Programs & Services | Pacenits & Community

The Academies of Nashville

(10N SR 1B B B

@\

@W@ MY FUTURE.




P-TECH is transforming lives,

“Whaen peapde come together and say, ‘students deseryve
" QU educational opponumty,’ this is the reslt of that

This is what ecucational refoem looks M *

raren Amakor,
Direc walk Larly College Academy (NECA)

wpetience has made me want 10 De an engines: more
than evey, F'm not e if L want 1o be that guy who gues
around replacing eguipment, but |30 want ta be th

wWho creates the equipme:

necAY LLARE
VE3 Polervet IS
Yooksrs, NY, 10701

Yonkers P-TECH & Michele Clark High School

S101 Wesr Harrson Street
Chicaga, I, 60644




177

STRATEGIC QUESTION

Is Lynchburg
re-thinking and hyper-
coordinating its
workforce ecosystem?
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Winning cities of the future
realize they are not isolated

iIslands 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

N

WEGAREGION

Mecting Urban Challenges at  New Scale

JONATHAN BARNETT




Cascadia Innovation Corridor

Cascodia
m Innovation ABOUT BTRERING COMMITTER ACTIVITIES ~ EVENTS  PARTNERSMPS  OET INVOLVED
= Coeridor

%,
5

CASCADIA INNOVATION °
CORRIDOR '

A CROSS-BORDER
INITIATIVE

THE FUTURE IS CASCADIA

Vancoweer, BC, Seamtie and Foetiand have much ¥ commoet unsurpatsed Beasty; peasumity 10 A and
marketdeading capabiities in key oconomic sectors. By Inking these cties, the Cascada Innovation
Comdor wil create opportundy and prosperty beyond what they and ther surrpending regiers could
sitieve independently. Together, we Can Be the nest global nmovetion econystem and & leader in solving
soma of the world's toughest chadlenges, Together, we ae the Castads Innovanion Cornaor



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

o w0 covc R )

TCH R'Ribo Woens cact ROVATION WEY CusTins ALGON ~Ows

CONNECT. COLLABORATE. CONVENE:

Facilitatin
Innovation for
Businesses in Florida



I-69 Innovation Corridor

===
SOUTHERN IN DIANA Outreach and Engagement

I1-69 Innovation Corridor

I6

1-69 Innova

INNOVATION At

CUHHIDUR \ g,

#WelnnovateHere

tion Corridor



PA’s I-99 Innovation Corridor

Qe

THE 1-99
Innovation Corridor




NC Innovation Corridor

A Blueprint for Building an Innovation
Cormidor
Apnil 2020




TRIANGLE NORTH

FOUR COUNTIES
COMBINED POP.
186,929

NORTH OF THE
RALEIGH/DURHAM
RESEARCH TRIANGLE
(MSA POP: 1.3MM)

i, ¥

TRIANGLE NORTH
NORTH CAROLINA

WHY
TRIANGLE NORTH

OUR
SITES

BUSINESS
SERVICES

MAP NEWS
CENTER & MEDIA

ACCESS

" Tech-focused

companies and
brilliant minds are all
within easy reach of
Triangle North sites
Read More >>
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GLOBAL NATIONAL m COUNTIES

COLLEGES & UNIVERSITIES  TRANSPORTATION  INDUSTRY  QUALITY OF LIFE

Lakes and Parks  Museums  Sports Teams

85

Lakes and Parks "
Abundant recreation opportunities Eabt W .. Rt
are part of what makes this such a O

great place to live. :

WARREN
GRANVILLE




TRIANGLE NORTH SITES

A 252-acre business
park adjacent to Triangle
North Executive Airport
with a 33,800 square

. foot shell building ready

for occupancy and a
100,000 square foot
building for lease

or sale.

A 422-acre park

- adjacent to Interstate
. 85, across from
' Vance-Granville

Community College
that is well suited

for advanced
manufacturing and
technology companies.

T

Granville

Warren

A 527-acre park

with three miles

of frontage along
Interstate 85, which
would be appropriate
for life science and

y technology firms.

An 860-acre mega-

.~ site off of Interstate
. 85and US 1/158 ideal

for manufacturing,

. logistics and distribution

companies.




Balt.-Richmond Innovation Corridor

FROM BALTIMORE TO RICHMOND

e GREATER
&4 WASHINGTON
PARTNERSHIP

OUR REGION

194 RVA-757 Conne I R.



RVA/S/

J4Fconnects



RVA/5/

4Fconnects

RVA and 757 are adding strength to strength

PRIMARY REGIONAL ASSETS

STATE CAPITAL

LOGISTICS CENTER VIRGINIA PORT

RICHMOND MARINE

TERMINAL
DEEP BENCH OF TOURISM ., —
PROFESSIONAL SERVICES I - CAVPTON
REGION . ROADS
HIGHER NASA
2SSO EDUCATION
FORTUNE 500
COMPANIES
NNz o JEFFERSON LAB
ECOSYSTEM SHIP-BUILDING
UNIFIED BUSINESS AND SHIP REPAIR

DIGITAL PORT
COMMUNITY



RVA/5/

Aconnects
Mission

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

Pathway

|dentify, support and advance major

opportunities, initiatives and projects
that will meaningfully benefit both

communities for generations to come.



Priority Focus Areas

1.

2.

Accelerate the I-64 Innovation Corridor status as a global internet hub
Support the completion of the Virginia Capital Trail

Remove barriers to increase passenger rail service

Advocate for I-64 widening (29-mile gap from RVA to Williamsburg)
Increase R&D collaboration

Support directors’ and members’ initiatives

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

RVA/5/
e



www.RVA757Connects.com

RVA7S7

lgniting a new
corridor of

|NNOVA|ON AWy innovation.
CORRIDOR\ . g

" At this very moment, there is an
incredible opportunity to drive the
future success of Hampton Roads
(757) and Greater Richmond (RVA).




STRATEGIC QUESTION

Is the City of Lynchburg
thinking and acting beyond
its borders?
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Can People Be Trusted?
Q. Can people be trusted? Can trust/Cannot trust/ Depends — % Can trust

60
50

46
40

40

30
20
10
0

U D O D D D A DD D DD © H S D >SN DL

RMCARIR ARSI S K SRS S . S S S S W S g g i
General Social Survey (GSS) N = 41,095



Trust in Private Sector

- /N
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10%
Big
0%
I - T, 4 Y » - TR M) PP, TP, SN~ P, QL. QL - SR\ THEEPN SEPR. SP. SP JPLC. . SUPC  Sq PR PR S S Y P, 3
TP FFFFPFFEF LTI T
— CONFIDENCE IN BANKS AND FINANCIAL INSTITUTIONS = CONFIDENCE IN MAJOR COMPANIES '
General Social Survey [GSS) N = ca. 40,000 pias
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Trust in government

Source: Pew

% who trust the govt in Washington always or most of the time

100
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The wisdom of

MANY

is better than
the thoughts of

FEW




The
COLLECTIVE SELF

Dominates




SIR’s Trust Model: Grow Followers

OLD TRUST MODEL NEW TRUST MODEL

Institutions, Organizations,
Experts, Authorities,
Regulators

Family,
Friends,

T R U ST Collblzgrgst;es
TRUST lsers



Where trust is headed TOMORROW

JVYe
> <(TALA
MIF

Radical Trust

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




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

banks and
landlords.

»

8



TODAY, PEOPLE ARE
HYPER-CONNECTED

To each other,
and anyone on the
planet with a device

facebook.
4% snapchat

Linked [}
[® Instagram




Social media has changed
the communications model




The basic organization communication
model has changed

OLD MODEL NEW MODEL

Consumer in control, both figuratively

Company in control 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 customers as active brand

See consumers as passive targets
advocates and co-creators



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.

e Extensive communications training for
every Disney employee.

 Employees share the Disney story.




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

”

mus!

- g
1]35!“3!" VISITORS MEETINGS MUSIC MEDIA MEMBERS

WY JOINT MEMBER RESOURCES  WEMDIN EVENTS  CONTACTUS  NCVC COMMUNITY

Member Caleadar  Trainieg Erests

MUSIC CITY SOUND CHEC =

NASHVILLE CVC'S HOSPITALITY TRAINING -

NASHVILLE NEIGHBORHOODS

Raine the bevel of wrvice by rutoimg the level of Anowelndgr

NASHVILIF RACKSTARE- NOWNTNWN




77~ FICHMOND
'(/{//.\;REGION MEETINGS GROUPS SPORTS  MEDIA
: TOURISM

v

I AM TOURISM AMBASSADOR PROGRAM

With all of the armaging cvenns snd deveipaonts happening rght sarw & sut reghon, the

memibers of our community 1o become kzowledgeshlo saul lnfucctial svpeosentatives of sournarm for the regoos.
With the new | Am Tourten Ambasador Program we will

Moct industry dessand - ofering mere froquen wecobops.

Continoe exgagemest - staying n bvach with oor gradustes through Ambasssdor- specific spdates and
cemmurstan.

Offer volamteer opportissitien - grving Ambamadon he chance to serve w the foces of the ragion.
Contect with the bustiess comtsundty - aflering busimes focasnd 1 Am Towrian werkabope

o Detter time 0 engage, edocets and actvale

PARTHNERS > oa P

WATCM YHE VIDEO




Identify Individual Apostles

Community members who post, share, and retweet positive messages
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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

O.Q.@’Z? ® || Endorsed ‘«3&..00..0000.

Virgin Atiantic

S \arrioft
=Lor=T=

Virgin Mobile
Virgin Megastore
Virgin Books
Virgin Wines

Virgin Media

Virgin America



Brand Architecture Strategy

It’s best to communicate as a BRANDED HOUSE

0.00@@ of trvorses J @ @o.oooooooooo

PeG s\ \\arrioftt W

Virgin Atiantic

Virgin Mobile
Virgin Megastore
Virgin Books
Virgin Wines

Virgin Media

Virgin America



Columbus, Ohio’s United Logomark

COLUMB

COLUMBUS
COLUMBUS
COLUMBUS



Columbus City Government

THE CITY OF

COLUMBUS

THE CITY OF

COLUMB

Residents

Businesses Visitors

News Alerts

622/2017 12:00:00 AM - Mayor Ginther and
Mount Carmel Health System Urge

Senators to Revise U.S. Senate Health Care

Bill
Mayor Androw J. Gind

62472017 12:00.00 AM - Mayor Androw
Ginther and the City of Columbus Sot to
Host the Inaugural Ohio Municipalities
Butmn“ Conferonce

0 s now open for the Ohio

08 Business Cooleronco

G20U2017 12:00:00 AM - City, County Unwvell
Frankiin County Oplate Plan

Elected Officials

TWE . rAATextsize [ UL,

Departments Quick Links n

New Americans
The New American Init o 10 give of
mamigrant and refug Dus
city saevices and programa (o help improve

5% %

Swrr bvey

rwai mere



City Municipal Initiatives: EOLUMBUS
(example is for technology)

goe

SMARTCOLUMB!

stic vision for how technology can help all residen

City Dept. Logos:

COLUMBUS

ANDREW J. GINTHER, MAYOR

THE CITY OF

# COLUMBUS

ER, MAYO



Columbus Chamber

INDUSTRY INSIGHT
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ﬁh\\
~EXPERIENCE~

COLUMBUS

Columbus Tourism

MEETING PLANNERS TOUR PLANNERS FEXPCOLS BLOG

THINGS TODO RESTAURANTS EVENTS

F L +0

VISITORS LOVE COLUMBUS

COLUMBUS TOPS THE REGION FOR VISITOR SATISFACTION ACCORDING TO STUDY
o

f v 0O wreih

HOTELS NEIGHBORHOODS

02

TRAVEL TOOLS




Columbus Regional Economic Development

COLUMBUS

GGGGG

RANK|NG >

lnc names 'Cotumbus.a to
City to start a business rlght'
now

SEE ALL RANKINGS »




BrandColumbus.com

UNIVERSITIES  BRAND ACVOCATES FAQ CONTACT US

COLUMBUS

to Brand Columb

Tre st of T Colrndus Band 00pends 00 propeitang &
wnfiad vl constet] won Ths voitn comes from & Common
Vo o Cur regIon el extiends Weough mach pertor, Susets
and orgariraton et mppone 4

UNIVERSITIES | BAAND ADVOCATES FAQ  CONIACT US

Tha se rUvels /eascas Pal @ het) yoo remete whal's gree
SO0 TR 1y Ve uetions, [hemie

COLUMBUS

PHOTOS & VIDEOS

A COMMON VOICE

GETTING THE WORLD AS EXCITED ABOUT COLUMBUS AS| i s i sl niwi s v somis (s
‘ - | : T ‘ -\.‘ » .
- COL_l_

1 :
ADOUT COLUMBUS . | PROMOTIONAL TEXT FAST FACTS
|

Columbun i cool, creatve and . Iy one of T fasteet rowng Cties = e U S, wih & wirand thend of
BN NG GRS NRORRE OARATY TN TUAG BN SrOM BT ETent BCATed. PRiFtng COMGM® 3N
rolontiondl sporte. 858 8 0080, ertepretecral sl Wilh & burpeonng dowrdows, fvely wrben Sebicts
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Columbus Relators
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Side

Find a REALTOR® Find a Home

Slexmis Login  PayDues Forms

Mefnbership Tools Commercial

The largest grant in Columbus REALTORS®
history was donated to fund the South Side
Renaissance! Read more.

Housing Reports

Find Commercial Property

Consumer
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Effective shared stories have
two parts:

1. Unified Imagery
2. Unified Message




An example of how to help shape a shared narrative:
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It’s a collaborative effort

NOffOlh CO"atX)ratOfy Crowdsourcing Our Message

Home What This Is About Whoa's Involved Our Process How You Can Help How All Of This Helps Norfolk Contact Us

P

Norfolk's message must tell our story in a relevant, believable and
differentiating manner.
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Norfolk’s Story

FEELD  WHY THIS DOCUMENT!
The city of Norfolk s & remariable pisce that's o the moye!
SEEEEEL  Buiksing om 3 mijor construction boom and 6,000 new jobt added over the patt year, how
SESSERE . morm than ever, tey leaders arw focused on sharing Norfolk's unique story snd improving
BERSEIE houwng. education, safecy, and economik opportenities for il
SEEEEET Thsplacomar” i designed 1o belp the ary’s sdvocates share Norlol's s10¢y = who we are
|- -] 23 3 city, what sakey ut 3 truly unique place (compared with ceher citien), and what kind
pogsemy ©f commwnity we're bulding bere for cur residents today and tomorraw By design, thia
placomat shares owr aapirational story ~ Norfolk at itx bess!

This placemat is not designed 1o be a shck marketing phece. bot rather a "message road map™

that helps Nordold's advocates share our city’s compeling story in 2 soamiess way one that
has the Best opportunity to be heard and fully appreciated.

The mestage direction, 38 out-ined hore, it based on 4 year-dong research intiative that
included ingut from over 1,600 Norfolk residents and workers

OUR CITY'S PERSONALITY OUR CITY'S MASCOT

The city of Norfolks mascot in
the mermaid
We need to proody own and
celebrate her in &y many forms and
dotigns as posuble — 33 an Konic
symSol to owr waterfront Sastyle,
diversity. and wpént of inclusion.
Encourage everyone to make the
ciey of Norfolk the usdupoted,
worldwide home of the mermald
Fnendly Bt lets hurry ~ other cites are

: trying to beat us 1o the punch for

It neurid tha recognition®

NORFOLK

Inclusive

Diverse

Progressive

8 Reasons why Norfolk is a remarkable place
that’s on the move.

1. We're wel ing and inclusive.

Neefolk & 3 welcoming pl.“' whers overyone feels
immedataly at homa. In fact, Norfollk's diversity was

dentified by ds aned b as one of the top
characteriatics that sess Norfolk agart from all oeher
U5 cicies. We open our armi t0 everyons ~ visitors.
miltary families Vationed here, NATO officials who
serve here, and poople from all walks of e who want
1o makn this ticy their home

2. Wae're remarkably surprising.

Norfolk will surprise you in many ways. Not ooly

are we home to the largest sual base In the world

Wcr- Ao A hip, urban =lty lhal s growing in people,
¥ , and des We're bome to

the cowntry’s ¥ music venwe. and wa're rated a top 10

locality for retirees and entreprenewrs We're also

the wrtun core of what wad recently idenufied

34 Americas fastest-growing Millennial region

3, We're a creative place.

Norfolk 4 home to a waorld-clasw performiog arts
community, This includer the Virginia Stage Company.
Virginia Baller Theatre, the Virginia Opera, and the
Vieginia Arts Festival. We have 3 broad array of
porforming ares vesues toa the Harrison Opera
House, the Wells Theatre. the Attucks Theatre, the
MNorVa, Town Point Park, and Ocean View Boach Park
The Chrysler Museum of Art and Nosfoli's NEON
District (New Energy Of Narfolk) are our tradinonal
and contempordry art venues, But our creatwity
extends well beyond viaual and performing srts We
have a growing “maker commenity” in fields as
diverse as food, crafts, brewing, and technology.

4. We all work together.

Nerfolk i 3 collaborative and coonected place,
Commumity-baliding is part of our DNA. Here,
revidents, buninasses, and the military are working

together to create & model community where everyone

thrives We're a place where you can join in and make
& défarence

5.We're dy ic and
Ay one of America’s historic port oties, Norfolk
an authentic place. Our 400-year “old sakt” heritage

it the perfect backdrop for our 2 Ist-centary coastal

Westyle, ennrgy, and dynamic vibe No queston,
our city is on the move We're asconding + bursting
with new anargy, DEw opportunitios, new hope. now
poby, and an excating burt that’s simgly contagious.

6. We put community first.
We're a carng community, 3 oty that acts and feals
more like a dlose knit village, We're made up of
123 distinctive neighborhoods affering oX types of
housing optiond, Idestyles, and wiys (0 engage. Owr

shared gaal iy for evaryane to thrive here, wpperted

by chty services and prog <wic and
organizations, and owr focus on equitable «o-om
developaent whire everpone wins

7. We're a national model.

Qur AQG-year exparience in overcoomng and growing

from chronic stressas — wars, firey, opidenscs,
hurricanes — has made us an international model
In resitient city-bullding We know how to engage
staksholders, leverage resources, 3nd coordinate

policies in & way that generates flexible and adaptable

solutions, eapecially when under stress, Our water

e d devel and
pracuces are only
] !ew oamples. There's no uuan« there, &1 we're
part of the Rockefollar Foundation |00 Resili
Clties initlative, joining Landon, Paris, Athens, Ric
De Janeiro, and 95 other resfient cicies

8. All of this Is right on the water.
Few US cnies have soch & stunningly deautiful
maritime setting. Our |44 miles of watarfroat
and active commercial and miltary ports make us
Amarica’s most picturesque wrban watecfront
community. No wonder mermaids are always
spocted here,

- ' ey P
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POSITIONING STATEMENT:
Norfolk is an amazing place, a vibrant and historic port city where

most dynamic and authentic urban waterfront community in America.

\_

\

culturally diverse citizens, the military, and businesses are creating the

J




New website for Festevents

"3 NodokVA
o108k, -
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NORFOLK

New logo for Jazz Festival
s
¥

WATERFRONT T
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Norfolk Organizations Started Talking About The Waterfront:

&7

Downtown
Norfolk &

Meet Me at the
Waterfront

You've come to @8 swe
the right place M-

Even Norfolk’s v
neighborhoods: .

Norfolk, VA



Festevents :: ABOUT FESTEVENTS

nitps /Mestevonts

— TS BOTH

nost dyramic urban watedront Communy in

{ diverse BOOr i ooty tnefrvais

Norfolk Development - Home Page Content

ortohdevelopmar o7 workdorca/2 1 7. home- gage-<content? ~

City of Narfolk - issuu

hitpa (sauu comnodok ©

Norfolk Festevents Releases Initial 2017 Festival ... - Amarican Rover

WA ATNEICANT O COMINGAOI Sestavents- redoasos noal- 201 7 fostival-ovent-dates) =

A Waterfront Treasure | Business In Focus
wWaw Dusines TRRgRsne com201 5048 -waterfront - treasur

Sy riam ) T roen watarfront

City of Norfolk, Virginia - Official Website - City Manager's Fellowship

hitDeAwww. norfol. gowindey sssxISi0=3332 =
v diverse citizen, the miltary, and DUSINGsses are CraasD o
San watertront communiy n America

Norfolk's Downtown Waterfront - One of the special places in America
Jowntownwaterfrosnt comy -

o Walertror Downtown Norfol_ Virgine e el diverse &
ant communities in Amenca

warw AOefolo

Norfolk, Va.

“The most dynamic
urban waterfront
community in
America’” language
now shows up
everywhere.
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STRATEGIC QUESTION

Does Lynchburg have a shared
narrative? Are all lead
organizations united around
shared iconology and
messaging?



This is a good
start ...
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COVID-ACCELERATED TRENDS

TREND DESCRIPTION

TAKE CARE

VALUE ALL

GO TEAM

HYPER-CONNECT

URPOSE

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.

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.

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.

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 formalana-Hfermretermpioyee SuppoTG

Millennials and Gen Zs have been advancing the importance of social and ethical causes they think are important, putting pres
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.”




PURPOSE

Bigger than who you are,
what you do, how you do it.

It's your “WHY.”



MILLENNIALS crave purpose

GENERATIONAL VALUES:

Confidence plus
Civic duty
Achievement
Hyper connected
Multi-tasking
Fearless

ARCHTYPE:

Co-dependent
Purposeful
Ambitious




Work Goals

BOOMERS/GEN X:

. Y “'n‘. " ¢
W

a
- 'vlf.\\\ \DA

MAKE A
LIVING

MILLENNIALS:

MAKE A
DIFFERENCE




Majority want to work where “purpose” is shared

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

Somewhat Agree TOTAL
Agree Agree  Strongly AGREE

Boomers 20% 69
Gen Xers 22%  14%

18%

Millennials 25% 19%

Source: GenerationsMatter National Study
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Search for color, style, product

WOMEN MEN KIDS COLLECTIONS ONE FOR ONE* TICKET TO GIVE MOBILE

Home > Our Movement

WE'RE IN BUSINESS TO HELP CHANGE LIVES.

It's a big job, and we don't do it alone. With our customers and Giving Partners, we're

transforming everyday purchases into a force for good around the world, One for One.

LEARN HOW CHANGE HAPPENS WITH




CapifalO; e Teams & Roles Life at Capital One Campus

s IR agme Monegy.
.r Inspire Life.

At Capital One, we dare to dream, disrupt and deliver a better way. Our goal is simple — bring ingenuity,
simplicity, and humanity to an industry ripe for change. Founder-led, Capital One is on a mission to change
banking for good and to help people live their best lives. Together, we will build one of America's leading
information-based technology companies. Join us.



For Cities: Purpose is Vision

Values

R
R
VISION




STRATEGIC QUESTION

Where is Lynchburg headed? Why
should someone stay here after
college? What will they be part of?
What Kkind of city can they help build?



-

.} IMPROVING TOMORROW® ~
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Retreat Agenda

10:00 - 10:15

10:15 - 10:30

10:30 - 11:15

11:15-12:30

12:30 - 1:00

Welcome and Introductions
Retreat Goals and Guidelines
6 Roles of Highly Effective City Councils

Creating a Strategic Perspective

External Considerations:

Review and Discuss Trends Shaping the Future of Cities and Lynchburg
Identify External Opportunities and Threats

Lunch
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Retreat Agenda

1:00 - 2:00
2:00 - 2:45
2:45- 3:00
3:00 - 3:55
3:55 - 4:00
4:00

Internal Considerations:

- Internal City Government Strengths and Weaknesses

Strategic Visioning;:
- Review Best Practices and Process
- Starting the Process Today

Break

Using a Strategic Perspective to Prioritize and Make Short-term Decisions
Group Exercise

Next Steps

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




Status of Collaboration

“You know, when | moved here, | 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.”




< 7&6

7

58
<

CITY

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.
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Retreat Agenda

1:00 - 2:00
2:00 - 2:45
2:45- 3:00
3:00 - 3:55
3:55 - 4:00
4:00

Internal Considerations:

- Internal City Government Strengths and Weaknesses

Strategic Visioning;:
- Review Best Practices and Process
- Starting the Process Today

Break

Using a Strategic Perspective to Prioritize and Make Short-term Decisions
Group Exercise

Next Steps

Closing Remarks




STRATEGIC QUESTION

What'’s the vision for
Lynchburg’s future?



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
* |KEA: 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-fulfilment 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.

10.

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

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

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

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

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

Chamber of

Commerce
and other leading orgs

Community Foundation
and other Nonprofits



3. Packaging
the Process



Very predictable and understandable names are used

 Envision Region * Region’s Future
 Fast Forward Region * Region Tomorrow
* Region Vision 2040 * Region Ahead

* Imagine Region * Forward Region

e Region 2040



Most cities brand the overall visioning initiative

o
-7,

N .

W

Denveright. _—

_———— ,
Your Voice. Our Future. / ‘ .

IMAGINE

BOSTON 2030

ol G ad A4 FAST FORWARD
el 205 i A FORT LAUDERDALE

VISION

@»




4. Engaging
the Community

(City Council Role #3)



The level of stakeholder engagement varies

8,000

Numberof 1,000 v
Residents . - ) ] -
Included Most Visioning Initiatives

Number of . . . ' .

Engagement S |
urvey only - e e I
Channels ONETEE Most Visioning Initiatives
sample

Surveys - scientific and
convenience, events,
neighborhood meetings,
pop-up events, social media,
mass media process, etc.

SIR



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

Charlotte Example:
20 low-income o
heighborhoods. °



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)



Community values inform the vision statement development

City Vision Statement

Community’s Value Community’s Value #2 Community’s Value
#1 #3
Environment Inclusion Health



Charlotte City Council

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

aIivefrI e n d I sustainable
hom

Egreen exmtmg bikeable

warm
. thmngeq uitable




TOP values residents would like associated with Charlotte in 2030

Safe
Family-oriented
Diverse
Economic opportunities for everyone
Affordable

Clean
Welcoming/Friendly
nclusive
Easy to get around
Growing

Education-focused
Environmentally-friendly
Community-oriented

Good police-community relations
Collaborative
Contemporary

Innovative

Multigenerational

Caring

United

Other

6%

. 6%

. 5%

m 4% Gray shaded boxes

M 3% indicate respondent-

: ng generated values
(v]

m 3%

m 3%

H 3%

1 2%

I 23%

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

Residents
Input Into City of
Charlotte’s Values:

Safe

Family-oriented

Diverse

Economic opportunities
for everyone

Affordable

Clean

Welcoming and friendly
Inclusive



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

Queen City I 16%
Friendly I 10%
Finance City Il 9%
A Neighborhood for Everyone [l 9%
Green Space M 9%
.............................................................. Land of Opportunity W 9%

Most-Desirable City Il 7%
Sports City Il 7%

Educational Village Wl 5% This research - with
Most-Compassionate City Il 5% H H
Most-Popular City M 4% 7K voices (reSIde_nt
Most "Get It Done" City M 3% input) created this

Visual and Performing Arts Community 0 2%
Outdoor City I 1%

Other | 1%

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

vision . ..

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



City of Charlotte’s Vision

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.

Our Values

FRIENDLY & DIVERSE &
WELCOMING INCLUSIVE

EQUITABLE

Community Builders



6. Advancing
the Vision

(City Council Role #6)



Charlotte’s vision statement is
being used to seamlessly
advance the city’s strategic
direction (6" 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

ECONOMIC DEVELOPMENT:
Jobs, the Economy, and Upward Mobility

“..America’s Queen City, opening her arms to a diverse and inclusive

community of residents, businesses, and visitors alike..”

@ CITY of CHARLOTTE




FY2020 Budget Document

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.

Il Wi

‘b'.

ff A

@ CITY of CHARLOTTE




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

o
1)) COMMUNITY ENGAGEMENT

“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”
Source: January 2018, City Council Retreat

City of Charotie Housing & Neighbarhood Coveiopment Deparntment



FY2020 Comprehensive Plan -
Public Input Started with the Vision statement

“Charlotte is America’s Queen City, opening her
arms to a diverse and inclusive community of

: residents, businesses, and visitors alike: a safe
CHARLSTTE 2040

:D FUTU Z FC}:E:‘::PREHENSIVE

family-oriented city where people work
together to help everyone thrive.”

Somroe: Jamwary 2018, City Covoncil Retrean

TAP Committee
May 20, 2019




“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



1.
Making the
Final Product a
Strategic Plan



The Vision Drives The Development of a Strategic Plan

1.

Community Values

What are the ideal set
of defining values
- what do we want for

our community in say
20307

2.

Community Vision
Based on the defining
values, how do we envision
our physical, economic, and
social fabric —

10- to 20-years in the future.

3.

Community Priorities
What should we
prioritize to achieve our
vision? Where
are resources
needed most?



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

As identified S Exsting& T0:
in the SWOT Communicationr—  peren Wi =
\ S Mogse ’——_—/ — State
INTERNAL /
i Mzd :::' - /\M::::bulty :
Info Security f 7
. /
Existing &
New

Wildcards Inspired by
the vision

/
Mission,
Vision &
Purpose
As identified -

Environmental
Trends
. As identified
in the FROM: Category EXTERNAL <
Situation Current Demographic__— e & Tronds / FACTORS in the SWOT
Review State <" teods
b, ——

SIR



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




Fort Lauderdale Example

Read a Specific Vision Direction:

WE ARE COMMUNITY,

W are a pelghborhood of
peighborhoods

WE ARE READY.

We are a resibent and sale
COAVTM community

WE ARE HERE.

Wi e a0 urhon fenter and o
vocationad in the bean
01 Sbuth Flodida

WE ARE UNITED,

Wo arp & stiong and yibiard
kaimdoscope of multl-genera-
tonat cuttures, ethoicities,
and Lommunity parnness

PARTAGRG-APS
OFY SEveEs
WE ARE UNITED .

— <\ \ B

WOLTING ASSOROARLTY

WE ARE HERE

The Report Shows How Everything Supports the Vision

ML BEOUCTION



“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.”

e

FAST FORWARD
FORT LAUDERDALE

o»

Lee R. Feldman
ICMA
Former City Manager, City of Fort Lauderdale



8.

Ensuring the Overall Effort
Advances the City’s /
Region’s Strategic
Framework and Inspires
Supportive Ambassadors



Vision for Hampton Roads

W ONE REGION MM

« ECONOMIC EMPOWERMENT
AND GROWTH FOR ALL

=
-
i

Exploce the plan




The 757 Recovery & Resilience Action Framework

757 -

what we vaiuo

+
Advance the New Support 757's Core Place Qualified Tafent Business Advonce Best Practices
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Over 757 Business Leaders in Hampton
Roads are Now Ambassadors
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A Growing List of 757 Organizafions
have Joined Together

to Create and Implement the Action Framework
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Your Vision:
Today & Tomorrow



Today

community

misguided




Tomorrow

community

equitable

tranquil

unified

vibrant

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

1:00 - 2:00
2:00 - 2:45
2:45- 3:00
3:00 - 3:55
3:55 - 4:00
4:00

Internal Considerations:

- Internal City Government Strengths and Weaknesses

Strategic Visioning;:
- Review Best Practices and Process
- Starting the Process Today

Break

Using a Strategic Perspective to Prioritize and Make Short-term Decisions
Group Exercise

Next Steps

Closing Remarks




(< T,s20

A f){»

CITY

O,

<,

Retreat Agenda

1:00 - 2:00
2:00 - 2:45
2:45- 3:00
3:00 - 3:55
3:55 - 4:00
4:00

Internal Considerations:

- Internal City Government Strengths and Weaknesses

Strategic Visioning;:
- Review Best Practices and Process
- Starting the Process Today

Break

Using a Strategic Perspective to Prioritize and Make Short-term Decisions
Group Exercise

Next Steps

Closing Remarks




Rae R Lynchburg
@O VIRGINIA

GROUP EXERCISE:
Using a strategic perspective to prioritize
and make short-term decisions
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Every city is going to receive funding from the
federal and/or state government. What are
some of your priorities for these resources?

_—

USin g a * Infrastructure (X4)
. * New Police HQ (X4)
Strateglc . Schools (X3)
- * CityC ti X2
perspectlve ity Compensa |.on (X2)
— * Affordable housing
In a priority + Poverty reduction
. * Climate resiliency
setting A
* Violence intervention
* Neighborhood investment
\

CITY

58



Using a strategic
perspective on
sorting through

specific initiatives

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

« Compensation (especially police and fire) (x3)

* Schools (both improving schools and also COVID) (x3)

* Taxes (x2)

e 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]
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Combined 2 Lists as Categories

Taxes
+ City CompensatiM
Taxes
. Infrastructure \
. How we develop our neighborhoods .
. Neighborhood investment Compensatlon
«  New Police \ Infrastructure

. Reduce crime

- Violence intervention T, Safety

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

+  Affordable housing Upward Mobility
) I————
. Poverty reduction

. Equitable Economic development - spread wealth with innovative programs

+  Climate resiliency /

. Environmental strategies

*  Branding ? Partnerships
. Transparency

. Unity

Environment

Branding

CITY

e

%



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 3" topic



Exercise

Pick Two 20 Minutes - 35 Nllnut_es -
Tobi Table Discussion - Your 2 Topic Share With
opics
Areas (10 min. each)* the Group
Taxes

1. What should Lynchburg (all stakeholders) do

Compensation _ _ _ _
to strategically address this topic area in a

Infrastructure way that reinforces our story as a great place Each table

Safety for young people and young families? has 10

Education _ _ o L=<
o 2. How should City Council provide leadership in for report

Upward Mobility this topic area (think 6 roles)? out.

Environment

Brandi * Setting policy  Being a fiduciary

randing * Representing everyone » Setting strategic direction
Partnerships * Engaging the community « Building trust

* Providing oversite

*If you finish early, pick a 3" topic S I R
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