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TOMORROW MAPSM

Consumers will choose and 
support green businesses. 

Sustainable business 
practices indicate com-
munity focus. Be green

or be gone. 

IMPACT

SUSTAINABILITY 
STICKS

Find ways to demonstrate 
and differentiate your com-

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

“greenwash.”

IMPLICATIONPOPULATION 
EXPANDS

AGE SHIFTS

COMMUNITY 
EVOLVES 

DIVERSITY RULES

HOUSEHOLDS 
CHANGE

MILLENNIALS 
DOMINATE

FRUGALITY 
PREVAILS

EVERYONE 
CONNECTS

PURPOSE REIGNS

They will reshape the work-
place and the marketplace. 

Those who shift to meet 
their needs will succeed. 

React slowly and you 
won’t see 2030. 

IMPACT

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

in meaningful terms 
for Millennials.

IMPACT

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

report. This trust shift is 
permanent. 

IMPACT

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

will transform many sectors 
of the economy for 

years to come.

IMPACT

Each state will have pockets 
of growth and vast expanses 

of declining populations. 
Most opportunities will be 

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

IMPACT

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

problems and opport-
unities for all.

IMPACT

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

tion guaranteed 
to increase.

IMPACT

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

Organizations must connect 
with all households, espec-

ially those headed 
by women. 

IMPACT

Ideas on “trust” will shift 
from institutions to the 

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

in importance.

IMPLICATION

Monitor the prevailing sent-
iment online and actively 

engage. Strengthen loyalty 
programs and recruit 

your own online
advocates. 

IMPLICATION

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

what it means for your 
organization. 

IMPLICATION

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

best are crowdsourced from 
within, not dictated 

from the top.

IMPLICATION

Both internally in how you 
operate from your board 

down and externally in how 
you communicate, reflect 

more diversity now.

IMPLICATION

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

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

IMPLICATION

Make sure your operations 
are located in these centers, 

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

workers. Focus sales 
efforts there, too.

IMPLICATION

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

definition any more. Look 
for older Boomer women to 

establish new models
by 2030.

IMPLICATION

DEMOGRAPHIC SOCIETAL/CULTURAL

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

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

opportunity. But growth will 
be uneven across states, 

counties, and regions. Scale 
your operation to match 

the population.  

IMPACT

Growing population doesn’t 
guarantee success in the 

marketplace. You’ll have to 
identify where growth can 

be leveraged and focus 
accordingly.

IMPLICATION
USA population expected to grow 

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

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

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

Millennials.

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

almost everything.

Around 2040 the combined minor-
ity populations will become the 

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

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

rainbow of colors.

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

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

holds will continue evolving 
for years to come.

OPPORTUNITY?
Across each customized 

map, we will identify 
opportunities for your 

industry or organization.

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

To get a customized Tomorrow Map for your 
organization, contact map@tomorrowmap.com
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Eight out of 10 people now thinks or 
acts “green.” This sustainability 

mindset now brings more scrutiny 
and pressure on organizations to 

embrace sustainable 
practices.

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

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

sharing economy 
will boom.

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

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

they who will shape culture 
going forward.

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

Power rests in the hands 
of everyone.

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

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

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

an organization exists. 

Tomorrow Mappingsm

What’s ahead for you?

New Planning Perspective

Today’s Agenda

New Role for Transportation

New Opportunities for ITSVA
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Attract & 
Support 

Virginia’s 
Workforce

Provide For 
The Efficient  
Movement of 

Goods

Future of Virginia’s 
Transportation System
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Regions In The Future:

WORKFORCE
Where People Want To 

Live, Work and Play

Transportation will play 
an increasingly important 

role in attracting the 
FUTURE WORKFORCE 
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A New Lens 
On How To 

Understand
People

The 
Future

Societal 
Trends

Cultural 
Trends

Demographic 
Trends

John W. Martin

Southeastern Institute of Research

TOMORROW MAPSM

Consumers will choose and 
support green businesses. 

Sustainable business 
practices indicate com-
munity focus. Be green

or be gone. 

IMPACT

SUSTAINABILITY 
STICKS

Find ways to demonstrate 
and differentiate your com-

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

“greenwash.”

IMPLICATIONPOPULATION 
EXPANDS

AGE SHIFTS

COMMUNITY 
EVOLVES 

DIVERSITY RULES

HOUSEHOLDS 
CHANGE

MILLENNIALS 
DOMINATE

FRUGALITY 
PREVAILS

EVERYONE 
CONNECTS

PURPOSE REIGNS

They will reshape the work-
place and the marketplace. 

Those who shift to meet 
their needs will succeed. 

React slowly and you 
won’t see 2030. 

IMPACT

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

in meaningful terms 
for Millennials.

IMPACT

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

report. This trust shift is 
permanent. 

IMPACT

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

will transform many sectors 
of the economy for 

years to come.

IMPACT

Each state will have pockets 
of growth and vast expanses 

of declining populations. 
Most opportunities will be 

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

IMPACT

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

problems and opport-
unities for all.

IMPACT

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

tion guaranteed 
to increase.

IMPACT

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

Organizations must connect 
with all households, espec-

ially those headed 
by women. 

IMPACT

Ideas on “trust” will shift 
from institutions to the 

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

in importance.

IMPLICATION

Monitor the prevailing sent-
iment online and actively 

engage. Strengthen loyalty 
programs and recruit 

your own online
advocates. 

IMPLICATION

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

what it means for your 
organization. 

IMPLICATION

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

best are crowdsourced from 
within, not dictated 

from the top.

IMPLICATION

Both internally in how you 
operate from your board 

down and externally in how 
you communicate, reflect 

more diversity now.

IMPLICATION

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

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

IMPLICATION

Make sure your operations 
are located in these centers, 

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

workers. Focus sales 
efforts there, too.

IMPLICATION

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

definition any more. Look 
for older Boomer women to 

establish new models
by 2030.

IMPLICATION

DEMOGRAPHIC SOCIETAL/CULTURAL

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

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

opportunity. But growth will 
be uneven across states, 

counties, and regions. Scale 
your operation to match 

the population.  

IMPACT

Growing population doesn’t 
guarantee success in the 

marketplace. You’ll have to 
identify where growth can 

be leveraged and focus 
accordingly.

IMPLICATION
USA population expected to grow 

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

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

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

Millennials.

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

almost everything.

Around 2040 the combined minor-
ity populations will become the 

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

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

rainbow of colors.

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

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

holds will continue evolving 
for years to come.

OPPORTUNITY?
Across each customized 

map, we will identify 
opportunities for your 

industry or organization.

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

To get a customized Tomorrow Map for your 
organization, contact map@tomorrowmap.com
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Eight out of 10 people now thinks or 
acts “green.” This sustainability 

mindset now brings more scrutiny 
and pressure on organizations to 

embrace sustainable 
practices.

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

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

sharing economy 
will boom.

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

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

they who will shape culture 
going forward.

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

Power rests in the hands 
of everyone.

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

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

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

an organization exists. 

Tomorrow Mappingsm
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TOMORROW MAPSM
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Sustainable business 
practices indicate com-
munity focus. Be green

or be gone. 
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SUSTAINABILITY 
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Find ways to demonstrate 
and differentiate your com-

mitment to being green. 
Whatever you do, don’t 
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They will reshape the work-
place and the marketplace. 

Those who shift to meet 
their needs will succeed. 

React slowly and you 
won’t see 2030. 

IMPACT

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

in meaningful terms 
for Millennials.

IMPACT

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

report. This trust shift is 
permanent. 

IMPACT

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

will transform many sectors 
of the economy for 

years to come.

IMPACT

Each state will have pockets 
of growth and vast expanses 

of declining populations. 
Most opportunities will be 

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

IMPACT

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

problems and opport-
unities for all.

IMPACT

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

tion guaranteed 
to increase.

IMPACT

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

Organizations must connect 
with all households, espec-

ially those headed 
by women. 

IMPACT

Ideas on “trust” will shift 
from institutions to the 

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

in importance.

IMPLICATION

Monitor the prevailing sent-
iment online and actively 

engage. Strengthen loyalty 
programs and recruit 

your own online
advocates. 

IMPLICATION

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

what it means for your 
organization. 

IMPLICATION

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

best are crowdsourced from 
within, not dictated 

from the top.

IMPLICATION

Both internally in how you 
operate from your board 

down and externally in how 
you communicate, reflect 

more diversity now.

IMPLICATION

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

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

IMPLICATION

Make sure your operations 
are located in these centers, 

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

workers. Focus sales 
efforts there, too.

IMPLICATION

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

definition any more. Look 
for older Boomer women to 

establish new models
by 2030.

IMPLICATION

DEMOGRAPHIC SOCIETAL/CULTURAL

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

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

opportunity. But growth will 
be uneven across states, 

counties, and regions. Scale 
your operation to match 

the population.  

IMPACT

Growing population doesn’t 
guarantee success in the 

marketplace. You’ll have to 
identify where growth can 

be leveraged and focus 
accordingly.

IMPLICATION
USA population expected to grow 

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

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

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

Millennials.

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

almost everything.

Around 2040 the combined minor-
ity populations will become the 

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

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

rainbow of colors.

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

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

holds will continue evolving 
for years to come.

OPPORTUNITY?
Across each customized 

map, we will identify 
opportunities for your 

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

mindset now brings more scrutiny 
and pressure on organizations to 

embrace sustainable 
practices.

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

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

sharing economy 
will boom.

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

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

they who will shape culture 
going forward.

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

Power rests in the hands 
of everyone.

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

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

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

an organization exists. 

Tomorrow Mappingsm

The Age Shift
Demographic Destiny

In the U.S. 
the population 

over age 65 
will grow from 

46 million 
today to 

73 million
by 2030
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Source: Cooper Center For Demographics

2000

Virginia’s 65+

11%

2030

19%

2020

16%

2010

13%

2040

20%

10,000
Boomers per day 

for the next 20 years

At the same time:

Birth Rates 
have 

Globally
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The Population Age 
Pyramid

Old Age

S ource: U.S . Cens us  Bureau

S ource: U.S . Cens us  Bureau
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1960 vs. 2030

S ource: U.S . Cens us  Bureau

Is	This	Age	Shift	
Happening	In	
Virginia?

0 	 to 	4

5 	 to 	9

1 0 	 to 	1 4

1 5 	 to 	1 9

2 0 	 to 	2 4

2 5 	 to 	2 9

3 0 	 to 	3 4

3 5 	 to 	3 9

4 0 	 to 	4 4

4 5 	 to 	4 9

5 0 	 to 	5 4

5 5 	 to 	5 9

6 0 	 to 	6 4

6 5 	 to 	6 9

7 0 	 to 	7 4

7 5 	 to 	7 9

8 0 	 to 	8 4

8 5 	and 	Over

Virginia	 2040
Men Women

0% 1% 2% 3%3% 2% 1%
So u rce:	 SIR 	An a lysis	 o f	Weld o n 	C o o p er	C en ter, 	UVA,	P ro jectio n s	 b a sed 	o n 	U.S.	C en su s	d a ta ,	December	 2 0 1 4
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Old Age

The Changing Ratio
Under age 18 Age 65+

1960 

TODAY

2030 

More proof:
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Attract & 
Support 

Virginia’s 
Workforce

Future of ITSVA

2025 20302015

20

40

60

80

The Changing Workforce
U.S. Labor Force, 20-69 year olds, in Millions

GEN	X

Source:	 BLS

2020

Coming
Worker 
Battle
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The older age segment:  
55+ year olds projected to grow

2012-2022

Source: US Census Bureau

Ages 55+ 

-0.9
Million

+9.3
Million
2012-2022

Ages 16-54

The 25-54 Segment Not Expecting Significant Growth
Labor Participation Rates (in millions)

154,975
163,450

2012 2022

Source:	SIR	Analys is 	of	Bureau	of	Labor	Statis tics	Feb	2012	Labor	Force	Projections

%	Change:

+5.5%

+28.8%

+1.9%

-13.3%

122,583 121,657

21,285 18,462 

101,253 103,195 

32,457 41,793 55+

25-54

16-24

For Virginia to attract the 

RIGHT WORKFORCE,
we will have to be a 

MORE ATTRACTIVE PLACE 
than other states
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Goal for Regions:
Become a hub for the

OLDER WORKFORCE

Goal for Regions:
Become a hub for the

YOUNGER WORKFORCE

What do both workforces 
want in a place:

15-MINUTE LIVABLE 
COMMUNITY
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43

Four out of Five FUTURE Mover Respondents Say That Having Stores, 
Restaurants, and Services Within 15 Minutes of Home Is Very Important

Q40. Ho w much do  yo u agree  wi th each  o f the  fol lowing sta tements, when  th inking ab out you r idea l ne igh borh ood ? 
P le a se  use  a  sca le of 1 to  5, whe re  “1” means “comp le te ly disagre e” and “5” mea ns “comp le tely a gree.”

Placemaking factors

35%

27%

27%

32%

36%

29%

22%

46%

37%

35%

30%

23%

22%

20%

81%

64%

62%

62%

59%

51%

42%

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

Ha ving a cce ss to  sto re s, re sta u ra n ts, a nd  se rvice s clo se  to  
my h o me  (wi th in  a b o u t 15 minu te s) is ve ry imp o rta n t to  me . 

I  wo u ld  lo ve  to  l ive  wi th in  15 minu te s co mmute  o f my wo rk  
a nd /o r my sch o o l .

Go o d  p ub l ic sch o o l  syste ms a re  a n  ind ica tio n  o f a  h e a l th y, 
h a p p y ne igh b o rh o o d , re ga rd le ss o f wh e th e r o r no t I  h a ve  

sch o o l -a ge  ch i ld re n . 
Pro mine n t b ik e  / wa lk  p a th s fro m my h o me  to  sto re s, 
re sta u ra n ts, a nd  e n te rta inme nt a re  p a rt o f my id e a l  

ne igh b o rh o o d . 

Co mmun itie s sh o u ld  p rio ri ti ze  sp e nd ing o n  e a sy, sa fe , a nd  
re l ia b le  p ub l ic tra nsp o rta tio n  such  a s l igh t ra i l .

My id e a l  ne igh b o rh o o d  wo u ld  h a ve  a  wid e  ra nge  o f d i ffe re n t 
p e o p le  a nd  a ge s wh o  l ive  ne a r me .  

I ’d  p re fe r th e  o p tio n  to  ta k e  clo se -b y p ub l ic tra nsp o rta tio n  
o ve r using a  p e rso na l  ca r.

4 5 - Completely AgreeFuture Movers
n = 300

44

83%

76%

72%

70%

66%

62%

57%

74%

75%

69%

63%

61%

62%

51%

84%

51%

50%

47%

58%

45%

33%

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

Ha ving a cce ss to  sto re s, re sta u ra n ts, a nd  se rvice s clo se  to  my 
h o me  (wi th in  a b o u t 15 minu te s) is ve ry imp o rta n t to  me . 

I  wo u ld  lo ve  to  l ive  wi th in  15 minu te s co mmute  o f my wo rk  
a nd /o r my sch o o l .

My id e a l  ne igh b o rh o o d  wo u ld  h a ve  a  wid e  ra nge  o f d i ffe re n t 
p e o p le  a nd  a ge s wh o  l ive  ne a r me .  

Co mmun itie s sh o u ld  p rio ri ti ze  sp e nd ing o n  e a sy, sa fe , a nd  
re l ia b le  p ub l ic tra nsp o rta tio n  such  a s l igh t ra i l .

Pro mine n t b ik e  / wa lk  p a th s fro m my h o me  to  sto re s, 
re sta u ra n ts, a nd  e n te rta inme nt a re  p a rt o f my id e a l  

ne igh b o rh o o d . 

I ’d  p re fe r th e  o p tio n  to  ta k e  clo se -b y p ub l ic tra nsp o rta tio n  
o ve r using a  p e rso na l  ca r.

Go o d  p ub l ic sch o o l  syste ms a re  a n  ind ica tio n  o f a  h e a l th y, 
h a p p y ne igh b o rh o o d , re ga rd le ss o f wh e th e r o r no t I  h a ve  

sch o o l -a ge  ch i ld re n . 

Millennials
Gen X
Boomer

Significantly More Millennials and Gen X Respondents Agreed 
with Most Placemaking Statements than Boomer Respondents

Q40. Ho w much do  yo u agree  wi th each  o f the  fol lowing sta tements, when  th inking ab out you r idea l ne igh borh ood ? Please  use a sca le  o f 1 to 5, where “1” me ans 
“co mp le te ly d isa gree ” a nd “5” me ans “co mpletely agree .”

Placemaking factors

n = 600

Transportation will play 
an increasingly important 

role in attracting the 
FUTURE WORKFORCE 



5/26/16

16

Who are these Older 
and Younger Workers?

Generational
Values

Culture’s Impact

Defining 
Events

Who We 
Are

Boomers
1946-64

52 to 70 years old
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Generational Values
Personal Gratification

Entitlement
Control

Work Ethic
No to Status Quo

Optimism

Defining Events
Birth of TV
Prosperity
Cold War

Political Assassinations
Watergate

Rock ‘n Roll
Growth of Suburbia

Women’s Lib
Civil Rights

Vietnam

Culture’s Impact: Boomers

Driven
Transformational
“Self ” Centered

Boomers’ Orientation:

Self-centered

Using a Generational 
lens to see the 

Future of 
Transportation

Boomers
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ITSVA is critical to 
keeping Boomers 

MOVING

The “Truth” About Growing Older

We Change as We Age

The Warranty Runs Out
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55

56
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An 
Integrated 

System
Car Lite 

Life

15-Minute 
LIVABLE

Community
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Activity Centers

Gen X
1965-82

34-51

Risk-takers
Skeptical

Independent
Task-driven

Generational Values
Technosavvy

Think Globally
Self-reliance

Diversity
Pragmatic

Culture’s Impact:  Gen X

Defining Events
Watergate

Single parents
Latchkey kids

MTV
AIDs

Computers
Challenger

Glasnost
Berlin Wall
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Gen Xers’ Orientation:

Self-reliant 
Free-agent

Management 
Style No Longer 

Tied To Place

The Future?

225 sq. ft.

2010

176 sq. ft.

Today

Source: CoreNet Global

<100 sq. ft.

Future
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Teleworking 
From Home

An 
Integrated 

System
Car Lite 

Life?

15-Minute 
LIVABLE

Community
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ITSVA is critical to 
keeping Gen Xers 

BALANCED

Millennials
1983-2001

15-33

Ambitious
Co-dependent

Purposeful

Generational Values
Confidence plus

Civic duty
Achievement

Hyper connected
Multi-tasking on steroids

Fearless

Culture’s Impact:  MILLENNIALS

Defining Events
Internet Chat

School violence
Over-involved parenting

Multi-cultural ism
World Trade Center attacks

Gulf War
Iraq

Recession
Technology ++
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Ambitious
Co-dependent

Purposeful

Generational Values
Confidence plus

Civic duty
Achievement

Hyper connected
Multi-tasking on steroids

Fearless

Culture’s Impact:  MILLENNIALS

Defining Events
Internet Chat

School violence
Over-involved parenting

Multi-cultural ism
World Trade Center attacks

Gulf War
Iraq

Recession
Technology ++
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67% of Millennials                                                     
were born to Boomers                                        
who are determined to                                         
“do parenting right.”

Mentor Dependent?

Number One Influence in:

Choosing a college:

Choosing a major in college:

Making a decision to take 
current job:

Making decisions:
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Generational Values
Confidence plus

Civic duty
Achievement

Hyper connected
Multi-tasking on steroids

Fearless

Culture’s Impact:  MILLENNIALS

Defining Events
Internet Chat

School violence
Over-involved parenting

Multi-cultural ism
World Trade Center attacks

Gulf War
Iraq

Recession
Technology ++

Ambitious
Co-dependent

Purposeful

Culture’s Impact:  MILLENNIALS

Defining Events
Internet Chat

School violence
Over-involved parenting

Multi-cultural ism
World Trade Center attacks

Gulf War
Iraq

Recession
Technology ++

Ambitious
Co-dependent

Purposeful

Generational Values
Confidence plus

Civic duty
Achievement

Hyper connected
Multi-tasking on steroids

Fearless

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

Boomers

Gen Xers

Millennials

Somewhat 
Agree Agree

Agree 
Strongly

38%

34%

34%

20%

22%

25%

6%

14%

19%

64%

70%

78%

TOTAL 
AGREE

Majority want to work where 
“purpose” is shared

Source: GenerationsMatter  National Study, n=600, July 2013



5/26/16

28

Culture’s Impact:  MILLENNIALS

Defining Events
Internet Chat

School violence
Over-involved parenting

Multi-cultural ism
World Trade Center attacks

Gulf War
Iraq

Recession
Technology ++

Ambitious
Co-dependent

Purposeful

Generational Values
Confidence plus

Civic duty

Achievement
Hyper connected

Multi-tasking on steroids
Fearless

They feel they are 
being groomed to 

create a better future

Career Goals:

MAKE A
LIVING

BOOMERS:

MAKE A
DIFFERENCE

MILLENNIALS:
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Millennials’ Orientation:

Collective Self

Millennials are 
ushering in a 
new sense of 
COMMUNITY

88% 
Millennials want 

to be in an
urban setting

Source: RCLCO
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Activity Centers

A New Hub –
Shared Place

Millennials’ Social Media 
Replaced Boomers’ Cars
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New Sharing
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“For me this choice has almost nothing 
to do with being anti-car. Instead, it's 
about all the other things a "non-
car life" represents - it helps me be 

more environmentally conscious, 

socially aware, and local.”
- Millennial

What Do 
Millennials

Want In 
A Place?
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Source: Rock efe ller Founda tion

66%
Place high-quality transportation 
in their top three concerns when 

evaluating a new place to live

Source: Rock efe ller Founda tion

75%
Believe they will live in

a place that does not
require a car

An 
Integrated 

System
Car Lite 

Life
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15-Minute 
LIVABLE

Community

ITSVA is critical to 
helping Millennials stay 

CONNECTED

New Planning Perspective

Today’s Agenda

New Role for Transportation

New Opportunities for ITSVA

1

2

3
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Transportation and 
Mobility Are Part 

of Creating A 
Desirable Place

“Broadly speaking, there are two approaches...the 
demand side approach which tries to attract 
employers with the hope that workers will follow. 
The other, the supply side approach, tries to attract 
workers with the hope that employers will follow.”

Enrico Moretti
The New Geography of Jobs

105

DEMAND

The EVOLVING
Economic Development Model

Recruit	Employers

People	Come

Create	A	Great	Place

Community	Grows
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106

SUPPLY

The EVOLVING
Economic Development Model

Recruit	Employers

People	Come

Create	A	Great	Place

Community	Grows

Create	A	Great	Place

People	Come

Employers	Follow

Community	Grows

DEMAND

“Location decisions today start—
and end—with, ‘do they have the 
people we want?’”

Site Selection Consultant

“The economics will work themselves out, 
but if you do not have a skilled workforce 
and it is not a location that is conducive 
to recruiting a skilled workforce, the site 
does not work.” 

Site Selection Consultant
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109

Access to Workers Drives Development
Transportat ion and Economic Development
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Total Number of Announcements by Locality

Interstate U.S. Highway

No Announcements

Statistical grouping based on Jenks Natural Breaks.

<8 8-22 23-57 58-89 90-387

Economic Development Announcements from 2010-2014

Jobs Follow People
Job Announcements
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Interstate U.S. Highway
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Total Number of Jobs by Locality
<783 2,317 - 5,903 11,420 - 43,874 No Announcements783 - 2,316 5,904 - 11,419

Jobs Associated with Economic Development Announcements from 2010-2014

Jobs Follow People
New Jobs by Locality



5/26/16

38

Attract & 
Support 

Virginia’s 
Workforce

Provide For 
The Efficient  
Movement of 

Goods

Future of Virginia’s 
Transportation System

Attract & 
Support 

Virginia’s 
Workforce

Provide For 
The Efficient  
Movement of 

Goods

Future of ITSVA

Others See the Same Connections
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It’s Central to Regional Plans

Downtown Denver

Partnership, Inc. 

Downtown Denver: 
A Magnet for the Future Workforce

Research Department • 511 16th Street, Suite 200, Denver, CO 80202 • 303-534-6161 • www.DowntownDenver.com

“The	days	of	moving	to	a	city	
‘for	the	job’	are	over	and	
young,	educated	professionals	
are	now	moving	to	urban	
areas	that	offer	a	high	quality	
of	life.	More	specifically,…this	
future	workforce	wants	to	
live	in	walkable	areas	in	and	
around	urban	centers.”
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“We wanted to help create a place 
where our young citizens want to 
be…where they could walk and 
bike to work.”

Kim Jordan, CEO
New Belgium

Consistent with What 
Business Leaders Say

Bill Emerson, CEO, 
Quicken Loans

“Our recruits want 
somewhere they 

can live, work and 
play.”

15-Minute 
LIVABLE

Community
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New Planning Perspective

Today’s Agenda

New Role for Transportation

New Opportunities for ITSVA

1

2

3

1. Add PLACEMAKING to your focus, as the end   
to your ITS means.

2. Worry less about technology innovations        
and more on how to BEST APPLY it.

3. Seize the lead with AV and CV on the             
RULES AND REGULATIONS front.

4. Be the industry’s CONVENER and FACILITATOR, 
developing and encouraging PARTNERSHIPS. 

2. Worry less about technology innovations        
and more on how to BEST APPLY it.

Next to impossible to out-Google 
Google, or develop the next killer 

app versus millions of app 
developers.
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3. Seize the lead with AV and CV on the             
RULES AND REGULATIONS front.

Virginia has a 400 year history 
of making the laws that shape 

America. Why are we not 
leading now?

California, Nevada, Michigan, Florida 
and DC are ahead of Virginia

http ://cyb e rla w.sta n fo rd .e d u /wik i/ind e x.p hp /Au to m a te d _ Driving :_ Le g isla tive _ a nd _ Re g u la to ry_ Actio n

4. Be the industry’s CONVENER and FACILITATOR, 
developing and encouraging PARTNERSHIPS. 

Public/private relationships 
remain critical to the long-

term impact of ITS, and 
ITSVA can lead the nation.
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Time is now

Plan, build and support 
intelligent transportation 
systems that help attract 

and keep Virginia’s 
FUTURE WORKFORCE

The NEXT 10 YEARS will 
be the key period in 

establishing winning 
Workforce Hubs


