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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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The Biggest Trend

Q Implications for VTrans2040
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@ Population Increase
@ Diversity

@ Age shift

@ Community Footprints
® Household Makeup

©® Greening

@ New Frugality

@ Personal Health

@ Personal Empowerment
@ Hyper-connecting
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The Population Age Pyramid
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Extended Life
Expectancy




U.S. - Life Expectancy
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Shifting
Birth Rates




What is the impact of 40 years of
flat or declining birth rates?

40 Chlldren per WOIMQN “rrrrrerssrrsrassntiossnnnsssnnssesssnssssssssssnsans P

Rate needed
L e N e N e N e for stable
population: 2.1

) N s ae L e e el N V5
5 ... Totalfertilityrate  2013:
- 1.86
{ [0 RTR P ReIaE L Loy SLE AT VN RP RN RSN YRR T AN SN IE T RREE P

1920s 1'30s 1'40s 1'50s 1'60s 1”70s 1'80s 190s 1'00s 110s

Note: Beginning with 1959, trend lines are based on registered live births; trend lines for
1920-1958 are based on live births adjusted for underregistration.

Source: Centers for Disease Control and Prevention The Wall Street Journal
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1960 vs. 2030

FEMALES
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Source: U.S. Census Bureau




In the U.S.
the population
over age 65 will
grow from 38

72 million '@
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Is This Age Shift
Happening In
Virginia?




Virginia 1990
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Virginia 2040
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Source: US Census
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The Changing Ratio

Under age 18 Age 65+
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More proof:

Diverging Trend
Percentage change in US. sales

from 2009 to 2013
Adult
2070 rxcrreeasearais incontinence
products
e +20%

($1.4B)

2009 10 11 12 13

Source: IRI
The Wall Street Journal




Ihis changes
everything...
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The Changing Workforce

U.S. Labor Force, 20-69, in Millions
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2015 2020 2025 2030

Source: BLS




Everyone Is Studying Shift

CityRepor

The Young
e councitof seonomic aavisers | AT R@SEI@SS

15 ECONOMIC FACTS ABOUT
MILLENNIALS

THE GREAT

October 2014 and the GENERATIONAL

SHIFT

Why The Differences Among Generations
Wil Reshape Your Workplace

Nation’s Cities




Battle




The traditional working age segment
20-54 Year Olds Not Growing As Fast

Ages 20-54 Ages 55+

+12 +2

Million Million
2015-2030 2015-2030

ource: US Census Bureau




Demographic Destiny: The “supply” of 20-
somethings in 2035 will be smaller

Actual births vs. births using 2007 fertility trends

4.5
46 mllllon ........................................................................................... mi“ion
Using 2007 fertility trends
L s e e e R e R e
2.3 million
forgone births 2008-13
ﬂ .¥

Actual births 7
Rl G I e T P R R NS 3.9
million
‘07 ‘08 ‘09 10 11 12 13
Gl Sitesinea o s it IR oo ettt I

Source: Analysis by K.M. Johnson of Univ. of New Hampshire of birth data from National Center
for Health Statistics and U.S. Census Bureau Estimates of the Population by Age and Sex for

2007 to 2013. The Wall Street Journal




The Battle is on NOW for Younger Workers

Labor Participation Rates (in millions)

163,450
154,975
55+ 32,457 41,793
25-54 101,253 103,195
122,583
1 — —
16-24 21,285 \ 18,462
2012 2022

Source: SIR Analysis of Bureau of Labor Statistics Feb 2012 Labor Force Projections

% Change:

+5.5%

+28.8%

+1.9%

121,657

-13.3%




For Virginia
To Attract The Right
Workforce, We Will
Have To Be More
Attractive Than Many
Other States




Goal for Regions:
Become A

Older
Workforce Hub




Goal for Regions:
Become A

Younger
Workforce Hub
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3 | Understanding the change agents

a Implications for VTrans2040







[ Born in the U.S.A
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What's A Generation?

< Age cohort: 15-to-20 year span
< Big events create the “bookends”

<*Born on the leading
and tail edge - “cuspers”




Silent
eneration

©1929-1945

70-86 years old
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Generations
Matter







Culture’s Impact

Defining 4

. Events Y
%Generational

Values
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Boomers

1946-64
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Key Shared Experiences: Boomers




Culture’s Impact: Boomers

Driven
Transformational
Defining Events “Self” Centered
Birth of TV
Prosperity
Cold War
Political Assassinations J '
Watergate |
Rock ‘n Roll - Generational Values
Growth of Suburbia Personal Gratification
Vé/:{)rfll%(\'shl:cib L\ . Entitlement
VIl Rights Control
Vietnam 7 Work Ethic
No to Status Quo

Optimism




Culture’s Impact: Boomers

Defining Events
Birth of TV
Prosperity
Cold War

Political Assassinations
Watergate
Rock 'n Roll
Growth of Suburbia
Women’s Lib
Civil Rights
Vietnam

Transformational
“Self” Centered

Generational Values

Personal Gratification
Entitlement
Control
Work Ethic
No to Status Quo
Optimism




Society Transformers:
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Next Up: Transforming Growing Older

The Boomer “Curve of Life”

0 50 100




“Age” is a
state of
mind, not
a number.
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Happened at the end...

30

40

30

60
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70

The
Longevity
Bonus

+20 years

80 20 100




Sun City Model Made Sense
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The

Boomer Longevity
Generation Bonus
+20 years

Enjoying it now...

20 30 40 50 60 70 80 90 100




The Future Is Not the Sun City Model
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Boomers Want To Age In Place

==l




Boomers Want To Age In
Community - Just Downsize




Share

Insights and ideas

nology

1,

leaders.
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Forbes

Most Popular

Unlocking The Wu-Tang How To Negotiate Lessons In Healthcare

Clan's Secret Album In Severance - ;% From 20,000 Feet:
- # Bhutan's Solution To Eye

!"‘\ !-_ Care

Morocco

Find the quickest route to a new market.

2 Microsoft

Baby Boomers: America's Hottest
Group Of New Entrepreneurs

B eric savinz es Statf

Next

+ Comment Now  + Foliow Comments

Guest post written by Gene Zaino

Gene Zaino is CEO of MBO Partners. Find the quickest route

Aging in America to a new market.

has changed ~ and [
for one, think it’s for i
the better. We are : Pl ~
living and working ‘ E
longer and feeling

good whi ing i




Fast Compan
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BOOMERS TAKE MORE RISKS, START MORE BUSINESSES
~ g THAN TWENTYSOMETHINGS: STUDY

?( WANT A KILLER STARTUP? GET WITH A GRAY-HAIR. THATS WHAT A MONSTER COM
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NEWS

SPORTS

1537

LIFE MONEY TECH TRAVEL OPINION O 59 OAMES SCORES STOCKS VIDEO MORE
7 tips to make retirement savings Why even $1M may not be enough Retirement Living: Biggest
RETIREMENT LIVING last for retirement retirement regrets

Boomer entrepreneurs bet nest eggs

fi1537 Wiss jn3 v " -

ot

Randy Biehl spent 25 years as a U.S. probation and
parole officer. Now he owns and runs his own

winery in Upstate New York

Suzie Ford was an out-of-work banker and her
husband, Todd, was a career airline pilot who, in
Suzie's words, “never saw his family, but loved 1o

brew beer at home.” Now they own a brewery in
These Boomers have Charlotte

started busines

on dreams

their retirement a

£TR,~\.\'SA.\1 ERICA

Jan Morris was a part-time lawyer and part-time art

teacher. Then she lost the lawyer part of her job

A winery, a distillery and a

brewery have all been built Now she and her husband, Chuck, own The
from scratch Hardware Distillery Co. in Hoodsport, Wash

And none of tt Call it what you want: living your dream, encore

entrepr careers or just gambling on your future. These Baby
ounce of regret
Boomers are doing what they love. And they used
their retirement savings 10 do it, using a process
called rollovers-as-business-startups (ROBS) to finance their businesses. With this
approach, budding entrepreneurs can use their retirement funds to finance or grow a

business without incurring taxes or penalties

- 7 tips 1o make retirement savings
last

Why even $1M may not be

anonuab far raticanans
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The “Truth” About Growing Older
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The Warranty Runs Out
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Regional Density and 2035 Growth Pattern

Regional Development Centers
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Gen X - Shared Experiences
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Gen Xers:

The Most Unsupervised
Generation in History

<*Born during anti-child phases of
history '65-'82

<+ Grew up with permissive
parenting habits




Latch Key Kids

T TR MR e p—

The Most Unsupervised
Generation in History




Culture’s Impact: Gen X

Risk-takers

Skeptical
Defining Events Independent
Watergate .
Single parents Task-driven
Latchkey kids
MTV -
AlIDs
Computers Generational Values
Challenger - Technosavvy
Glasnost 4 Think Globally
Berlin Wall ) Self-reliance
Diversity
Pragmatic




Gen Xers’' Orientation:

Self-reliant
Free-agent




Management
Style No
Longer Tied
To Place




Ll

Distributed
Workforce




Office Square Footage Per Worker

225 sq. ft.
176 sq. ft.

2010 Today

Source: CoreNet Global




The Future?

225 sq. ft.

176 sq. ft.

<100 sq. ft.

2010

Today

Source: CoreNet Global

Future
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When Millennials came of age...
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Culture’s Impact: Gen Y

Defining Events
Internet Chat
School violence
Over-involved parenting
Multi-culturalism
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




RAISED | WIRED
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Culture’s Impact: Gen Y

Ambitious

Co-dependent
Purposeful

Defining Events
Internet Chat
School violence
~ Over-involved parenting ,

A
ulti-

. World Trade Center attacks ~ Generational Values

\ Gulf War Confidence plus

Iraq 4\ Civic duty
Recession \ Achievement

Technology ++ V Hyper connected

Multi-tasking on steroids

Fearless




67% of Millennials
were born to Boomers
who are determined to

“do parenting right.”




DNA

Precious little
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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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Culture’s Impact: Gen Y

Co-dependent
Purposeful

Defining Events
Internet Chat
School violence
Over-involved parenting

| Multi-culturalism S
\\ World Trade Center attacks ~ Generational Values
Gulf War Confidence plus
Iraq L\ Civic duty
Recession \ Achievement
Technology ++ Hyper connected
Multi-tasking on steroids

Fearless







LIVING SHARING

the experience the experience




The Collective (or “Hive”) Rules




Culture’s Impact: Gen Y

Ambitious

Co-dependent

Defining Events
S Purposeful

Internet Chat
School violence
Over-involved parenting 7\

Multi-culturalism

\\ World Trade Center attacks | Generational Values
Gulf War Confidence plus
Ira o | ivi
Reces(:ion L \\CN.IC Sty
/ Achievement
Technology ++ Hyper connected
Multi-tasking on steroids

Fearless




Majority want to work where
‘“purpose” is shared

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

Somewhat Agree TOTAL
Agree Agree Strongly AGREE

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

A




Culture’s Impact: Gen Y

Ambitious
Co-dependent

Defining Events
Internet Chat
School violence
Over-involved parenting

Purposeful

| Multi-culturalism S
\\ World Trade Center attacks  Generational Values
Gulf War | Confidence plus
Iraq L\ Civic duty
Recession \ Achievement w
Technology ++ /\HVWE_C_@/
Multi-tasking on steroids

Fearless




They feel they
are being
groomed to
create a better
future




Their ambition
could save us










Millennials’ Orientation:

Collective
Self




Millennials
Are Ushering
In A New
Expression of
Community




HYPER Community
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88

Young people want to be
iIn an urban-feeling setting




Regional Density and 2035 Growth Pattern

Regional Development Centers
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A New Hub

- Shared
Place




Millennials’ Social Media
Replaced Boomers’ Cars




Micro-Apt.










New
Employers
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11
12
13
14
15
16
17

18

19
20
21

22
23
24

Capital One Financial Corp.
VCU Health System
HCA Virginia Health System

Bon Secours Richmond
Health System

Walmart

Dominion Resources Inc.
SunTrust Banks Inc.
Food Lion LLC

Altria Group Inc.
Amazon.com

WellPoint Inc.

Wells Fargo & Co.

United Parcel Service Inc.
DuPont

Bank of America

The Kroger Co.

Federal Reserve Bank of
Richmond

Verizon Communications
Inc.

University of Richmond
Markel Corp.

Southside Regional Medical
Center

Genworth Financial
The Home Depot Inc.

Honeywell International
Inc.

& wWwN
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13
10
15
11
12
14
17

16

18
23
19

20
21
22

11,309
8,491
7,051
6,646

5,351
5,220
4,432
3,986
3,900
3,127
2,822
2,766
2,662
2,535
2,500
2,212
1,884

1,750

1,644
1,336
1,278

1,245
1,213
1,200

$22,384,000,000
$2,100,000,000
$34,182,000,000
$1,225,000,000

$466,000,000,000
$13,100,000,000
$175,300,000,000
$29,110,000,000
$24,466,000,000
$74,450,000,000
$71,000,000,000
$1,500,000,000,000
$55,400,000,000
$35,700,000,000
$2,616,230,000,000
$98,375,000,000
$254,400,000,000

$120,600,000,000

$253,703,000
$4,300,000,000
$12,997,693,000

$9,403,000,000
$78,800,000,000
$39,000,000,000
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Capital One Financial Corp. 1
VCU Health System 2
HCA Virginia Health System 3

Bon Secours Richmond 4
Health System

Walmart
Dominion Resource
SunTrust Banlg

Food Lion

Federal Re
Richmond

Verizon Comm
Inc.

University of Richmond
Markel Corp.

Southside Regional Medical 19
Center

Genworth Financial 20
The Home Depot Inc. 21
Honeywell International 22

Inc.

11,309
8,491

7,051

6,646

1,278

1,245
1,213
1,200

$22,384,000,000
$2,100,000,000
$34,182,000,000

$1,225,000,000

80,000,000

4,300,000,000

$12,997,693,000

$9,403,000,000
$78,800,000,000
$39,000,000,000
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Detalls

Details

Details

Details

Detalls

Details

Detalls

Details

Details

Details

Details

Details

Detalls

Detalls

Details

Detalls

Details




“Not very creative”
“I will not be appreciated”
“Same task all day long”

“I can’t make a difference”




Blanchard’s Coffee

BLANCHARD'S n

C OFF EE cCo

Really. Fresh. Coffee.

Cortifiad Faie Trade Orgasic ot colfes, prosdly
romtod 1o Rickmoed, Virgizia




Nectar Shades

Your Cart(0)
NCCtar

SHADES NEWS BUILD YOUR OWN

Be Legendary.

: B B A e ——
HOME SHADES NEWS ABOUT HELP CONTACT Throw your email in the box

email address SIGN UP
© 2013 Nectar Sunglasses




Richmond Thread Lab




Shockoe Denim




“I knew since | was a kid | wanted
to work in a start-up like
environment. It’s really about
wanting to solve a problem. |
have always enjoyed
creating stuft.”




Sharing




BROWSE ~ SIGN UP LOGIN HELP ~ LIST YOUR SPACE

WA VVIW

*1&51 e to/stay: ‘f‘

from people |n 34 83 cmes an 92 cou
‘il [

Stunning Hamptons House
Sag Harbor, New York - $830

Neighborhood Guides

Not sure where to stay? We've created neighborhood guides for cities all around the world.







Using A Generational [
"Lens To See The :

Future of
Transportation




GenY’s
Are Much

Less Car-
centric




% of U.S Pop with Driver’s License

16 17 18

86%
75%
50% O ot
0
49%
31% .°
1978 Today 1978 Today 1978 Today

Source: USDOT




The Percentage of New Cars Sold To
21- to 34-year-olds

38%
27%

1985 Today

Source: CNW Research.













“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.”
-GenY




Bill Emerson,
CEO,
Quicken
Loan

“Our recruits
want
somewhere
they can live,
work and

play.”

Cd}\VNlMoney FORTUNE - Money

A Service of CNA

Home Video Business News Markets My Portfolio Investing Economy Tech Personal Finance

Business School Careoors Management Strategy

With control

Companies head back FORTUNE
downtown

July 14, 2011; 5:00 AM ET
3 rocormens T2 @3 P36

In a bid to attract younger employees, more companies are moving out of the ‘burbs and
back In to cities.

By Laura Vanderkam, contributor

FORTUNE -- Like many companies, Michigan-based 55 [:;
Quicken Loans once thought a suburban location made l-;j

a lot of sense. Space In office parks was reasonably f ]
priced, and employees could buy new single-family :
homes with yards and access to good $chools. = / L

But a few years ago, the online mortgage lender began %

to think about a move to the city. For a technology
company, “there is an opportunity cost of not being in an ¢ s
urban environment,” says CEO Bill Emerson. "The youth —
of America, when they graduate, they're looking to go to
an urban environment.” Top recruits wanted somewhere <
they could work, live and play and meet other young .

nannla *As alt sarkins Lot o ant aa pilae th o




“We wanted to help create a
place where our young citizens
want to be...where they could
walk and bike to work.”

Kim Jordan, CEQ
New Belgium
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What Do
Millennials
Want In
A Place?




Hey,
Millennials

How Important Is Public
Transportation Today?




66%

Place high-quality transportation
in their top three concerns when
evaluating a new place to live

Source: Rockefeller Foundation




75%

Believe they will live in
a place that does not
require a car

Source: Rockefeller Foundation




SIR’s Millennial
City Placemaking
Research




Basics

For Millennials - Expectations for Safety, Variety of Employment,
Quality and Affordability of Housing Top The List

Raleigh . Charlotte Atlanta Denver
NC NC GA co

Is safe

Has a variety of employment
options

Quality and affordability of
housing options

Offers outdoor recreation options 71% 60% 71% 77% 71% 76%
Offers a great food scene 76% 75% 78% 85% 77% 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 business/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%

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?



Placemaking

Creativity And Innovation, Small Business Start Ups,
Entrepreneurship, Higher Education Are Part of Placemaking

Raleigh Wash. Charlotte Austin Atlanta Denver
NC DC NC X GA co

Is safe 89% 87% 86% 91% 81% 90%
Has. a variety of employment 90% 82% 83% 85% 82% 87%
options

Quality and affordability of

. : 92% 83% 87% 87% 83% 83%
housing options

Offers outdoor recreation options

Offers a great food scene
Embraces creativity
Embraces innovation

Is near the mountains
Has access to water

Is bike-able/walkable
Has easy public

transportation

Embraces small business/start-
ups/entrepreneurship

Higher education options

Is diverse

Urban living environment
Offers an active music scene
Offers an active arts scene
Has rich history







15-Minute
Walkable

Communi




Next 45 Minutes

The Biggest Trend

. Implications for VTrans2040




Virginia’s Future
Transportation System

1. 2.
Provides For Attracts &
The Efficient Supports
Movement of Virginia's

Goods ' Workforce




The Evolving
Economic Development Model

Old Model

Recruit Employers
People Come
Create A Great Place

Community Grows

194




The Evolving
Economic Development Model

Evolving Model

Create A Great Place

People Come
Employers Follow

Community Grows

195




Plan and Build A
Transportation System
That Helps Attract Our
Future Workforce



American Transit Association




American Planning Association

INVESTING IN PLACE FOR ECONOMIC GROWTH AND COMPETITIVENESS
A RESEARCH SUMMARY—MAY 2014

Ox

of,, G0F Odb oy
.',,/’" - 08} 8l
g
““l"“’un"u ‘\ |

\
\l L

Two generations’view on the future of communities:

millennials, boomers, and new directions for
planning and economic development

American Planning Assocation

May 2014




Denver: Attract Millennials First

Downtown Denver:
A Magnet for the Future Workforce

&
6‘/DOWNTOWN DENVER
1 l PARTNERSHIP, INC.

“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.”




Nashville







Multimodal
Hubs







GOVERNING .

AND LOCALITIES

FINANCE | HEALTH | INFRASTRUCTURE | MANAGEMENT | ELECTIONS | POLITICS | PUBLIC SAFETY | URBAN | EDUCATION | COMMENTARY | DATA | PHOTOS | VIDEC




Portland

Portland, Oregon
2011 Bicycle Commuters: 18 977 (+/-2.5
2006 Bicycle Commuters: 11,477 (+/-21

S.year Change: 7,500
2011 Bicycle Share of Commuters: 6.29
2006 Bicycle Share of Commuters: 4.15

NOTE: Masgi




Denver

v Denver, Colorado

2011 Bicycle Commuters: 7,678 (+/-1,760)
2006 Bicycle Commuters: 4,988 (+/-1,621)
5-year Change: 2,690

2011 Bicycle Share of Commuters: 2.44%
2006 Bicycle Share of Commuters: 1.83%

NOTE: Margins of enor shown in parentheses.




Austin, Texas

2011 Bicycle Commuters: 8,206 (+/-2,182)
2006 Bicycle Commuters: 3,468 (+/-1,085)
5-year Change: 4,738

2011 Bicycle Share of Commuters: 1.88%
2006 Bicycle Share of Commuters: 0.91%

NOTE: Margins of enor shown in parentheses.




The Next 20
Years Are Key In
Workforce
Attraction




Welcome to Your Future

|

" Future

NEXT EXIT A
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SAFE * STRATEGIC * SEAMLESS

VTrans2040 Trends Summary

Commonwealth Transportation Board

January 13, 2014

\ Office of
@ INTERMODAL

=’/ Planning and Investment




Trends Research Summary

Conducted [

e Past & future trends impacting transportation

Presented Demographic, Economic, Technological & Environmental

e October & November 2014
e January 2015

Identified Potential outcomes of trends that may affect:

¢ Behavior/demand
e Location
e Supply/operations

Determined Potential implications to focus investment/policies

@

\ =/ 4




2040

rans VTrans 2040 Insights:

SAFE * STRATEGIC * SEAMLESS

The Trends Analysis suggests we need to focus our future
investments and policies to...




2040
rans  Framework for Trends Summary

SAFE * STRATEGIC * SEAMLESS

BACKGROUND TRENDS
(Individual trends
presented in October,
November and January)
* Demographic

* Economic

* Technological

* Environmental

POTENTIAL OUTCOMES
(Trend outcomes as
discussed in prior

presentations)
* Demand/Behavior
* Location

* Supply/Operations

POTENIAL IMPLICATIONS
Implication of trends and
outcomes for transportation 213

in Virginia <
#0)
A~/
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E

cient Multimodal Freight

Manufacturing
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SAFE * STRATEGIC * SEAMLESS

Top Commodities by Value
2012-2040

Others
Articles-base metal
Other foodstuffs
Plastics/rubber
Misc. mfg. prods.
Pharmaceuticals
Textiles/leather
Motorized vehicles
Mixed freight

Electronics

Machinery

0 100,000 200,000 300,000 400,000 500,000

UT

" MS Value 2040 B MS Value 2012

| TRENDS

| OUTCOMES Q IMPLICATIONS
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SAFE * STRATEGIC * SEAMLESS
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| TRENDS

Efficient Multimodal Freight

*

| OUTCOMES Q IMPLICATIONS

‘ Certainty

Efficiency

Mode
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| TRENDS

Efficient Multimodal Freight

| OUTCOMES Q IMPLICATIONS
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rans Attract the 215t Century Workforce

SAFE * STRATEGIC * SEAMLESS

For Every Ten Virginians in 2012:
® 6 6 0 o

LR

5mbomhwvﬁa 4mbanlnomeuuls 1mmmmm

| TRENDS

N\
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SAFE * STRATEGIC * SEAMLESS

Professional Services

60,000 - Output By Industry Il 2012 W 2040

Millions

| TRENDS
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| TRENDS

| OUTCOMES Q IMPLICATIONS



2040

rans Attract the 215t Century Workforce
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* We may be able to
draw retirees & job-
seekers to places
with good access.

81 % 77% S ——————

OF MILLENNIALS ACTIVE BOOMERS dc(ldlngM\erelollvemdwotk.

| TRENDS

N\
| OUTCOMES Q IMPLICATIONS ’é_@/
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| TRENDS

N\
| OUTCOMES Q IMPLICATIONS ’é_@/



2040

Arans  Attract the 215t Century Workforce

Half of Virginia’s Growth - b futu.re
depends on migration/ |ndustr|es.W|II rely
immigration on Sk'".Ed
Millennials
Future growth Make transportation . .
industries investments in Mlllennlalfs and
increasingly Placemaking to IO B UL
clustered in attract the 215t I‘.I‘\I.XEd use
“hubs” century workforce activity centers
Businesses
Millennials’ share of increasingly locating
the workforce in activity hubs
increasing attractive to

Millennial workers

TRENDS OUTCOMES J IMPLICATIONS
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| TRENDS

Increase Mobility Options

19

minutes :

| OUTCOMES Q IMPLICATIONS

public transit users walk an
average of 19 minutes daily
getting to and from transit stops
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| TRENDS

Increase Mobility Options

Home (2012) 4«

% WORKERS
TAKING PUBLIC
TRANSIT

| OUTCOMES Q IMPLICATIONS

% Workers Taking Transit / % Workers Working from

% WORKERS
WORKING
FROM HOME
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Commute Trips by Mode in Virginia 2005 - 2012

w=\Worked from Home

e Public Transportation

s \N alk

=== Bicycle, Motorcycle, Taxi

| TRENDS

| OUTCOMES Q IMPLICATIONS
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T 6= U.S. CARSHARING 2002-2013

1200000

1000000
800,000
500,000

400,000

200,000

0 , ' - . -
2002 2003 2004 2005 2006 2007 2008 2004 2010 20i1 2012 2013

YEAR

| TRENDS

N\
| OUTCOMES Q IMPLICATIONS ’é_@/
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12,000

More regional population (>1.5 Million) will live in
communities at transit-supportive densities in 2040

| TRENDS

| OUTCOMES Q IMPLICATIONS

5 1000 - =0
E 8,000 - =2012
£ om0 -
% - ] I i i
lelll==il_|;|;
° ' i ' ' Fairfax Virginia ' Henrico 'Choseuﬁold' Stafford
?oumv, Beach
".',',';::’.—';"' Threshold
Church range for bus
and rail transit
feasibility
232




2040
y[ rans

Millennials & Boomers
increasingly value healthy
and environmentally

responsible transportation industries are
choices concentrated
Increasing

Increase Mobility Options

Non SOV share of
travel increasing
where top-paying

Growing demand

population ; .
o or 15-minute
projected to live Increase mobility walkable places
at transit- options ] :
: in all community
supportive types
densities in 2040
Share of non-auto Shared Use
modes for Mobility is
commuting is on rapidly
the rise expanding
TRENDS OUTCOMES IMPLICATIONS
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| TRENDS

Efficient System Management

| OUTCOMES Q IMPLICATIONS
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| TRENDS

Efficient System Management

| OUTCOMES Q IMPLICATIONS
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| TRENDS

Efficient System Management

Autonomous Vehicles:
* Mass Market by 2025
e 75% of Fleet by 2040

| OUTCOMES Q IMPLICATIONS
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| TRENDS

Efficient System Management

* TEST BED ON 1-66, 1-495 (FAIRFAX)

* VIRGINIA SMART ROAD BY VTTI AND VDOT
* DYNAMIC PAINT, ANTI-ICING

* INNOVATIONS IN ROADWAY MATERIAL

N\
| OUTCOMES Q IMPLICATIONS ’é_@/
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| TRENDS

Efficient System Management

| OUTCOMES Q IMPLICATIONS
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| TRENDS

Efficient System Management

| OUTCOMES Q IMPLICATIONS
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2040

FansS More Sustainable/Resilient Infrastructure

SAFE * STRATEGIC * SEAMLESS

| TRENDS

| OUTCOMES Q IMPLICATIONS

Rising sea Ie‘els w‘s orm surge
impacts ‘ ‘
* Mor fréquen‘ﬂooding -

tun Is,‘na"ner‘rminals,

warehouse entrances, low-

lying ir#ra u‘ure
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| TRENDS

N\
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SAFE * STRATEGIC * SEAMLESS

Increase in very hot days/heat
waves impacts

* Thermal expansion —
bridges and pavements

e Rail track deformations

/

| TRENDS

N\
. OUTCOMES Q IMPLICATIONS ’é_@/
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| TRENDS

| OUTCOMES Q IMPLICATIONS
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FansS More Sustainable/Resilient Infrastructure

SAFE * STRATEGIC * SEAMLESS

| TRENDS

| OUTCOMES Q IMPLICATIONS

\ NCHRP REPORT 750
N I
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NCHRP REPORT 750
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The Trends Analysis suggests we need to focus our future
investments and policies to...
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The Trends Analysis suggests we need to focus our futuge

VTrans2040 Vision Plan Vtrans2040 Multimodal Plan

—
Trends Research
U ‘ Performance
ision/Goals/Objective Measures
sm A a

Complete Vision Plan Needs Assessment

V— A
\ Scenario Analysis
\

Recommendations
N

Complete VMTP

’
... in addition to core focus areas of safety and maintenance é@/



