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&4 AIA Rochester

Our mission is to promote the profession and practice of
Architecture in the Greater Rochester Area. We are dedicated to
providing our members opportunities for professional advancement,
community involvement, and promoting design excellence in the

built environment.



AlA Rochester is a Registered Provider with The American Institute of
Architects Continuing Education Systems (AIA/CESEdit(s) earned on
completion of this program will be reported to AIA/CES for AIA
members. Certificates of Completion for both AIA members and non-
AlA members are available upon request.

This program is registered with AIA/CES for continuing professional
education. As such, it does not include content that may be deemed
or construed to be an approval or endorsement by the AIA of any
material of construction or any method or manner of handling, using,
distributing, or dealing in any material or product.

Questions related to specific materials, methods, and services will be
addressed at the conclusion of this presentation.
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Learning ODbjectives

At the end of this program, participants will be able to:

Participantawill be able to identify the individual elements that contribute
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Participantswill be able to suggest strategies that will preserve this
character and position a community for long term economic success

Participantawill be able to explain to the general public and elected officia
why investing in preserving community character is important and
represents a sound economic investment.

Participantawill be able to incorporate into their designs principles for
sensitive new infill and new development projects that complement a
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ULI Mission

The mission of the Urban Land
Institute is to provide leadership in
the responsible use of land and In

creating and sustaining thriving

communities world wide



NSustainabl e devel opme

meets the needs of the present without
compromising the ability of future generations to
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NConservat
state of harmony
between man and
nature. o

Aldo Leopold
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A Healthy Environment

LREATING VALUE

A Vigorous Economy

A Vibrant Community




Sustainability = more than technology







NThe best way

future 1 s to



What Is changing?




How will the Crash Reshape America?

z AARHow we | i ve

shop and get around
wi | | change.
RESET AR Communi ti es

embrace the future

_ will prosper. Those
% that do not will
decl i ne. o

RICHARD FLORIDA




NCommunities and regl
competition to attract and retain a talented

workforce. Increasingly these talented workers
are choosing where they want to live first and
f1r guring out their




Economic Development

20 Century Model 215t Century model
A Public sector leadership

A Shotgun recruitment strategy
A Low cost positioning

A Cheap labor

A Key infrastructure = roads
AC20dza 2y o6KI
A Driven by transactions

A Quality of life- unimportant




Economic Development is About Choices
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Business Recruitment

A There are 3141
counties In the US.

A There are 25,375
towns in the US.

A They are all competing
for a small number of
new plants, factories or
distribution centers.

CITY OF WINDSOR

INDUSTRIAL PARK

“Come Join Our Tear”
660-647-3512




The One Big Thing Rarely Works?
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Convention centers Festival Marketplaces
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What works today?

BACK FROM THE EDGE n S uc C_e S S f L
new life or dwntown and towns thlnk
s mal | Il N a

Roberta Brandes Gratz




A Baby Boomers and Retirees i 80 million

A Immigrants i 40 million

A Millennials (18 to 32 year olds) i 85 million
A Single-person households - 31 million

A 75 % of American households do not have
school age children




Young People

WHO:MILLENNIALS?

#DEMOGRAPHICS

Are getting married later or not at
all

Are postponing home ownership
Own fewer cars and drive less

Are concentrating in major
metropolitan areas & cool towns

Favor walkable neighborhoods

Are adept with technology and
social networking

Are more tolerant

Use social media to make buying
decisions

MILLENNIALS:TECHNOLOGY

MILLENNIALSENEWS

o o Do Do Do Do Do Iw

“= Flowtown.

Sources: Pew Rosearch | Wikipedia




Technology & Globalization

AAThe Death of

4 A People can do business
anywhere

A Most new jobs are in small
and medium sized
businesses

A Health care & education

A Industrial recruitment is a
small part of new economy
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Capital is Footloose

FostrFreiss S L S
Jackson Hole, Wyoming




Brandywine Funds HQJackson, WY




Consumeittitudes are changing

COVER STORY g

Malls are like,
totally uncool,
say hip teens

The bigger g ot

question for The future of retailing in

retailers IS America may all come down
4 to where Jessica Pfeifer

will parents - shops. There’s.one piace it's
not: the mall.

follow their Anyplace but the mall.
Offsprlng? school senior and hér 15-year-

T A S SRt old sister, Andrea, the mall
has become entirely uncool
Most malls are filled with cubicies that all sell similar stuff.
And many teens get the heebiejeebies being followed
around by walkie-talkie wielding security guards and suspi-
cious store clerks who keep flashing them evil eyes.
The Pfeifer sisters live in Manhattan and used to take the
train to regional malls. Now they and their friends who live
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S Market Trends

AGLGO Aa 06SO2YAy3 Of S|t
one-size fits all marketing and product
approach will not work for buyer groups
whose Interests & borrowing requirements
differ widely, not only from buyers of the
NBEOSY U LI adsx odzi | f az

A Source BuilderMagazine July2009







FIRESTONE
MICHELIN

g

@ HANT'S "BegauT






