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About ULI MN 
ULI Minnesota actively 

engages public and private 

sector leaders to foster 

collaboration, share 

knowledge and join in 

meaningful strategic action 

to create thriving, 

sustainable communities. 



Regional Council of Mayors 
 

ωMinneapolis, Saint Paul 
and 48 other 
municipalities, in the 
developed and 
developing suburbs, are 
represented in RCM. 

 

ωCollaborative, non-
partisan, solution-
oriented 
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"These things usually creep along at the speed of a 
glacier.  Not so with aging.  In demographic 
terms, this is a tsunami.  It doesn't get much 
ōƛƎƎŜǊ ǘƘŀƴ ǘƘƛǎΧΧά 

Thomas Gillaspy,  MN State Demographer 
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Growth in # - Older Households 

Å1,112,879 -  Occupied Housing Units (2011) in  7-Co. Area 

Å+65,083 ς Net Household Change (2004-2011) 
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Population Characteristics are Changing 

Source:  ULI MN Community Change Data; Excensus, LLC ï 2004-2010 



  

Gen Y represents the greatest magnitude and spending power 

Overall, it is estimated 

that Gen Y influences 

ñas much as half of all 

spending in the U.S. 

economyò 
 

Over 35% of Gen Ys  

households earn 

above 

$1.6 trillion 
They represent 

In earning power 

Represents almost 30% of todayôs population 

$75,000 

Over 

Gen Ys today (1979-96) 
million 80  

Baby Boomers (1946-64) 
million ~75 

Robert Charles Lesser & Co. LLC. 
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Demographics 
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Preferences 



Baby Boomers seeking active lifestyles, more interaction 

National Association of Realtors, Smart Growth America. 2004.  

Robert Charles Lesser Company. 

Boomers have made ñthird placesò like Starbucks, Barnes and Noble, and 

Borders their ñcommunity centerò 
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Gen Y seeks diversity, walk ability, and proximity to jobs 

Gen Y will shift toward homeownership in 2012 

In-town areas and inner suburbs will remain on an upward trajectory 

2/3 say that living in a walk able 

community is important 

 

1/3 will pay more to walk to 

shops, work, and 

entertainment 

Robert Charles Lesser & Co. LLC. 
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Preferences 

· 41%  -  plan to rent for 

at least 3 years.  

· 77% - plan to live in 

urban walkable area.  
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