FEATURE

The Next Generation of
Your Planning Commission

1 sfplanners, you have spent a
t deal of time thinking about
what your town or city should
look like in five, ten, twenty
years. But have you ever wondered what
the planning commission itself will look
like in the future? Will you have new,
younger members — drawn {rom those in

your community now in their 20s and

30s ~ who will be able to continue the
great work of the commission well into
the future?

The casiest way to ensure your legacy
is to attract younger residents to be a part
of the commission, either as members or
as active volunteers. Need more incen-
tive? Adding a younger perspective 1o
your commission will probably also ben-
efit your economic development efforts.

The roughly 79 million Americans
born between 1966 and 1985 are rapidly
redefining the economic geography of
the country; they tend to cluster in the
same locations, and have a large impact
on the future viability of the local econo-
my. Many cities and towns are either try-
ing to attract and retain or to manage
huge influxes of this coveted new gener-
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that will continue 1o make your city and
town a great place to live and do busi-
ness. .

But plugging in younger residents can
be easier said than done. Younger Ameri-
cans are notorious for being addicted to
the Internet and shy to meet in person.
So if you're used to reaching people
through print newsletters and public
meetings, you'll need to adjust your
approach. Here are some basic 10
advanced tips for attracting younger
members and participants to your plan-
ning commission:

1. Basic: Make a commitment. Desig-
nate a point person or subconumittee of
your commission to create a plan for
attracting and engaging residents in their
20s and 30s. Then follow through, and
give feedback on progress made to the
full commission.

2. Basic: Be completely online and
interactive. Putting all of your content
and proceedings
online is an abso-
lute minimum re-

cessful outreach. Most importantly, you
should create and market opportunities
to provide feedback on planning com-
mission issues through your Web site,
blog, and e-mail list. Younger residents
want (o stay in the loop and provide feed-
back, but the traditional public forum
setting often makes no sense to them.

» Web site. Up-to-date meeting
announcements, notes, reports, newslet-
ters, and other content should all be in
an accessible format on your Web site.

* Blog. If you are hard pressed for
money to create a Web site from scratch,
use Blogger or other free blogging pro-
grams o post your content in a blog for-
mat. There are a myriad of free Web tools
that let you post and link to documents
online, from Google Documents to
Slideshare.net, so you can link to them
on your blog or Web site. Make sure you
allow comments on your blog, Finally,
don't forget to give the commission a
human face. Profile the people on the

continued on page 4

“How do you attract younger commissioners? .
1. Ask them. It may just be the places I:choose to live, but my' last

ation of residents. They are the future

ciizen Tepresenta-
) attract Gen: Xers

y Csir ply glve each elected of{1c1al

' : :el;mg a friend for a:¢ommission or board. Accept ap-
e phcatlons from'éll creaté an eligibility Tist based on rationale criteria
‘ lump them togethcr and have a loitery!”

. —_B Scott Bemharf AICP Lake Havasii C:ty, Arizona:

quirement of suc-

three hometowns had younger (Jate-20s 7. early to m:d -30s) planmng"-
commissioners. I think in all cases it was justa matter of seeing who
the young [otks were-who attended meetings, or. otherw1se figuring "~
out who was already civicaily involved, and then askmg themn 1f ’
they'd considered serving on a board or commxssxon ' .
2..Consider shorter appointment terms. Not too many years-ago, .-
when I was in grad school, around age 24, a coviple.of city council
members approached me about serving on the planning comimis- -
sion. I considered it, but couldn’t conmmit.to the three-year term,
as whether or not I'd be around in three years (1 wanted 1o be) was -
going to depend on whiether my wife and I could- ﬁnd jobs locally.

3. Publicize what the planning commission is and‘what it does,
People in general have an ignorance as to how government works;
older people have probably at least had the chance to gei to know
the people in gevernment, and learn how it works that way, but the
younger types will probably need a little education. (Besides, your
town, like all towns, could probably benefit from a little ‘why plan-
ning matters’ push.)”

— Richard Murphy, Ypsilanti, Michigan
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The Next Generation...

continved from page 3

commission and add videos about the
commission oy specific issues.

* E-mail list. Send out regular e-mails
with important anneuncements, includ-
ing prominent notices about upcoming
events, and opportunities for feedback in
the form of polls or questionnaires.

3. Basic Plus: Market your Web
site/blog/e-matil list. Just creating your
Web site or blog isn't enough. You need

'_"the board and szaff and juist how, those dmsmns Impact our opela— T

~john R Cyr Executive Dlrecto‘:" \
4Cammzsswn Beont Kansas

“1 thlnk there are $ me ssgmﬁcant dlffcrences bclween Baby _
Boomers and Gen-Xers. (I'ni gomg 10 gcnerahze so'what Il note is

cer[amly not true in-all cases)

" 1. Gen-Xers tend to be mterested in representmg the needs and
views of the community, and are more likely. 1o employ community

rth Cenlijcil_:Regio'nql-Plarinirlg o

1o market it to sites that attract younger
residents:

¢ Outside.in. This increasingly popu-
lar Weh site aggregates blog posts by
location, so users can find news about
their town based on their zip code or
town name. Add your blog to this Web
site. Other bloggers and print journalists
sometimes use this tool to develop their
own stories.

+ Facebook and mySpace. Create a
Facebook and mySpace profile for your
commission. These
are wildly popular
“social network-
ing” Web sites,
where millions of

; tll(’. same thing, -

Americans — particularly young Ameri-
cans — share information with and
network with each other. It's a built-in
distribution network. Post the new con-
tent that you add to your Web site, blog,
and e-mail list to your Facebook page.
Also, check out the “Neighborhoods”
application within Facebook, which
allows you to add informarion about
neighberhood resources. Advertise your
Facebook and mySpace pages on your
Web site, blog, and e-mail list to build up
your “friends.”

* Bloggers. E-mail and meet with the
individuals behind the blogs about life in
your town — if any — written by residents
in their 205 and 30s, I the bloggers are

" “Often people only invoh“e,"them_s"g.lvleé if. they know of the topic
1.0t feel passionately about the issue. Communities should work
_harder 1p.educate average citizens about the trué implications of
* issues. To enllance the educauon o{ younger people; it will take
g __"'ereauve measures TV charmels sach as Current and MTV are used
Tt blmg messages to the youth Web, 2.0 technology is bemg used

in the poht:cal arena with much success. Commumnes must now do

Peopie also want to go places whcre 1l1ey feel comiortable.

" :Puljhc meetings are like this. People will go if Lhey feel safe, com-
" fortablé, and within a friendly atmospliere. We as a community need

involvement iethods to makmg dec:smns ‘Baby Boomers-tend to
‘make decisions based- upon t_helr own bel1efs and: understandlng of

what will benefit the copmumity,
that common commumty thread,

2 Gen~Xers terid to be interested 'in 2 w1der breadth of issues
related to eommumty planmng and how the commumty competes o

vﬂ)rant meetmg places updated l1brar1es -performance space. .

atid. place Iess emphasm on- ﬁudmg

" to work to-make the ‘town meeting' or the ‘planning commission’

. -meetings we all love cool again. Malee it the normal thing to do and
seem like the abnonmal thing to avoid it: It would take marketing,

: ‘but also a chift toward a more inclusive form of democracy.”

= Jon Slason, Bur, lington, Vermont, =

“Pay them. As-a Gen Xer with-tio stnall children, I 'am unable to
. work full-timie and volunteer on my city's planning commission or
run for council. 1 can barely even mike it to community visioning
‘meetings and/or workshops. It frustrating because I know.I could
‘add value, and in some cases legitimacy; to the local land use deci-
'Slon-makmg process but my famliy and job commttments make it
: 1mp0351b1e for meto do so; R
- Offex electecl off1c1als a salary and prowde plarmmg conumission-
ersa decent stipend and the demographxcs of the: boards would

kid frlendly events, updated downtowns etc. Baby Boomers tend:
to focus on genérating e economlc developmem that. provtdes jobs .
* and income to a- commumty, even at the expense of commumty
_ character ’ S e ‘
: Overall, a suecessfui commumty w:ll utilize, Baby Boomer knowlu

edge to manage the current needs of the commumty, with opportu-:
nities for Gen-Xers to work Loward a vision of the community they.

will inherit, and to tap into that Baby Boomer knowledge to make it
happen.”

— Brian Simumert, AICP Planner, Bameveld Wlsconsm

'begm io ‘shift. Basier said than done, ngl1t7’ Not 11eeessanly H plan-
" ning commissioners were pau:l and the. posmons were actually
_ sought after, pe1formance ancl effecnveness measures could be
- apphed to their service; expedmous and equltable land use decisions
- could be, meenuﬁed -and positive reqrn.to the commumty in the

form of tangible economic development dollars could result. .
Conclusion: raise the bar on planmng commission per[ormance and
effectiveness by lmplememmg modest remuneration in return for
their service.”

— Patrick Wingard, AICE Principal Planner, Clatsop Comlty, Oregon
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writing about anything to do with your
town already, then they probably would
like to know about how decisions are
made. By becoming a resource for them,
you have a good chance of influencing
them to report on what's happening on
the commission. But don't expect them
to tow the party line; they will ultimately
write as they please.

4. Advanced: Meet with local repre-
sentatives. Ask groups that attract young
people in your city or town 1o make a
plug for the commission’s mailing list in
their e-mails to their constituents. Be
prepared to explain why your work is rel-
evant to their particular interests.

A Conversatlon ‘
) w:th Richard Florida

] > Ed[tors Note Richard Florida
';. s author of The Rise of the Creative Class,
a fascmatmg look at what cities can do to
- succeed in todays competmve economy: One key
S for Flonda is tapping into * young creatives”
~ and their energy In light of Kit Hodges article,
I wanted to briefly explore with Florida what
: commumtmes can do to atiract and retain
‘ talented younger people '

g B You: zalk about what you call the credative

e c!as s-which includes many younger people such
“as Gen ratzon'Xers Why are attracting and

' retd ning. these young people important to

- ‘comimunities that want to prosper?’

:,' It" sunple Taient attraction and retention

s, the ‘defining issue for communitics in the
creatlve age. :

- Generation X, Y, and Millennials repre-

's.enl the future of the creative cconomy. They
are more educated and mobile than ever; they
demand a work-life balance and proféssional
stimulation that is fulfilling and challenging.
They focus on having and maintaining a high
quality of life. Communities who can attract,
retain, and meet the needs of the young cre-
atives will prosper in the creative economy.

* College young alumni groups. Call
the alumni offices of colleges that
export a lot of people to your
town and ask for the young
alumni contact.

* Sports groups. Tallk to the
head of the local sports league and ask if
you can distribute electronic or print
information about hot issues at the com-
mission to their players.

* Dog owners. Visit the dog runs in
your town. Its a good place to meet many
younger restdents who have dogs, but
may not have kids.

* Major employers. 1f there are major
employers in town who employ a lot of
younger residents, ask the employer if
you can hold a lunch “meet
and greet” (you-or the
employer should provide free
food) with their younger
employees 1o talk about what’s
going on in the community.

Ty

Ry

in termé of w.hat 'ci'ti:tzé provide?
A. More than evei' ‘beforé youngcrea
expect a high-quality of life, Not all of the:r

needs, desires, and expeclatmnsare”the same._.":

However, there are a few basic’ must—ha\fes ‘
that a community must provide. -

First, a community mus prov1de the
basics - a thick labor/ job market, access to.

affordable quality housmg, and v1ab1e wansit . -

options, and so on.

Second; a piace must be: tolerant and f j.
accepting of all kinds of dwerStty -different

racial and ethnic make ups; gays 2 and
lesbians, and alternative view pomts and‘.

especially young talent - thnve m open
environments.

Finally, communities must have a umque :

sense of place thats full with a menu of

nity is the same; each place should strive to
have a quality of place that’s represéntative of
its character and uniqueness. In my new .
book, Whot Your City I describe this in much
more detail. '

If this seems like a long list 1o you,
take heart. Some initial concerted effort
will probably unearth a younger town
resident or two who can take over out-
reach to her or his peers. Just remember
that though we may come from different
generations and are used to communicat-
ing in different ways ~ and perhaps have
new ideas for town planning ~ we are
ultimately all interested in the same
thing: living in a great community of
neighbors. #

Kit Hodge is the CEO of
Neighbors Project, a non-
profit that inspires and
trains members of the new
urban generation to con-
nect with their
neighbors
through projects
that  improve :
the neighborhood for everyone. To learn
mare; <Neighborsproject.orgs.

Al Young‘creauves are bmng at the bit to be

o .mofe c1v1ca11y engagedl. I think you can see

g evadence‘of this in this years primaries. For

aE the fitst’ t:me ina Iong while, young people

" are Lurnmg out in massive numbers to partic-

* 1pate it the political process. Communities
‘can capltahze on this energy by reaching out

C Lo them {or part!(:lpation on local boards,

- commissions, and ncnprofns But to do this

' effectwely, ‘commuiiities muist show young

- creatives the difference they can make work-

. ing on'wor thwhile and challengmg projects

o ':' and cauges. :
perspectives. Creativity and creatwe talem =n

Cmca!ly engagmg young talent is one

N 'of the'best-falent retention mechanisms out
: there Its hard 10 leave a-community where
-lhere are strong social and civic ties.

amenities and options which. could be-access ,." ' MOt&‘ Ric-hard Floridas newest book, Who's

to outdoors, a thriving arts scene or' fantastlc A-‘A .
restaurantsand nightlife. Not every commu- -

Your City, focuses on why people choose 1o live
where they do. In an early review for the

- Library-Journal, Richard Drezen of the Wash-
‘ington Post called the book a “thought-provok-

ing and seminal work [ that] will surely be

‘studied, not only by scholars but more impor-
tantly by consumers pondering a move.”
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