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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 createthriving,
sustainable communities



Minnesota

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

w Collaborative, non
partisan, solution
oriented



ENVIRONMENT

Promoting action strategies that reduce
greenhouse gas emissions, protect natural
resources, and support healthy living.

HOUSING

Partnering to implement tools and strategies
that support a full range of housing choices
in connected, livable communities.

JOBS

Fostering regional collective action to
strengthen economic competitiveness
and job growth.

TRANSPORTATION

Building on national and regional best
practices to connect transportation and land
use systems. i
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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
OATIASNI GKIFY GKA&XXA

Thomas Gillaspy, MN State Demographer

Projected Minnesota population
ages 65+
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Minnesota State Demographic Center projections



Growth In # Older Households

Decline of households il Households with childran
with children, 1960—2025 il Houssholds without
children
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A 1,112,879 Occupied Housing Units (2011) irC@. Area
A +65,083¢ Net Household Change (202811)

Population Characteristics are Changing



Overall, it is estimated

that Gen Y influences

fas much as half
Over spending in the U.S.

- economyo
8O0million
Gen Ys today (1979-96) Over 35% of Gen Ys

households earn
o above $75,000
/ Smillion
Baby Boomers (1946-64)

They represent

$1.6 trillion

In earning power

Gen Y represents the greatest magnitude and spending power

Robert Charles Lesser & Co. LLC.

Demographics ’

Representsal most 30% of todayd¢



WHAT'S BEEN SAID ABOUT GEN Y:

« Most digitally connected * High expectations of
generation; smart phones, advancement, salary,
Facebook, Twitter mentoring

— Knowledqge is power and its . )
just a Cﬁcgk awgy Switch jobs frequently, lack

loyalty, OR
* Delaying adulthood compared 4 .y _
to other generations « Coming of age with great

recession made frequent

» Marrying later, kids later change necessary

* Closer to their parents than .
Boomers were  Wantto live in urban

) environments, desire
* Sense of entitlement, walkability
narcissism, and rejection of
social conventions * Less religious

ULI March 2013
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OO
O Have flexible
£ office space in
a}' a town-center
@ Have a village or envrionment
0 town center with —
0 destinations
c‘D, and services
% close by Facilitate
O making
& new friends

Arelow- §}
maintenance |}

Baby Boomers seeking active lifestyles, more interaction

Boomers have made fAthird placeso |ike
Borders their focomm

National Association of Realtors, Smart Growth America. 2004.
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connectivity

41% - plan to rent for
at least 3 years.

77% - plan to live in
urban walkable area.
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say that living in a walk able
community is important

will pay more to walk to
shops, work, and

Gen Y will shift toward homeownership in 2012 .
entertainment

Gen Y seeks diversity, walk ability, and proximity to jobs

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

Robert Charles Lesser & Co. LLC.
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