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Background

What is the Creative Class'?
Creative Clagway be simply described as people who use creativity in their work. This is not limited

G2 62NJSNAR Ay UGNIRAGAZ2YLIE GONBFGAGBS AYyRdzZAGNASaE

engineers, attorneys, software developers, scientists, materialsnie@ns, policy analysts, and

other workers who must use creative and critical thinking skills in their work. In his Risekof the
Creative ClasRichard Florida explains that this group of workers grew from 10% of the workforce at
the turn of the @ntury to 20% in 198@nd today represents roughly 30% of the workforce. Similar

to the industrial revolution, in which people transitioned from agricultural occupations petitve

jobs in factoriesFlorida describes the evolution of ti@reative Clssasa transition from repetitive
manufacturing and service jobs to jobs that require creativiBreative Clasaorkers can be found

in a variety of industries and occupations. Many possess a university degree and have significantly
higher than averagearnings. & Cf 2 NA Rl LJ2that/slicéeeirdaitracting antl tet@iding
Creative Clagseople prosper; those thatfat 2 y U (i ® ¢

DDD Industries of the Mind

The Downtown Development District of New OrledD®D)recognizes that while Hurricaneatfina
brought severe damage to the city, it also presented an opportunity to restructure and build a new
economy. The DDBeeks to growd ONB I (1 A @S a keghieunizihé DBCS &fErs to as the
Industries of the Mind.

¢KS 555Q0a 32 f tdinathisigtoup lofbaihNdubgiand: sgaRonelJprofessionals to
Downtown New Orleans, particularly those whose livelihoaidsin the following targetndustries of
the Mind

(1) Digital media,
(2) BiosciencegBio Technology and Life Sciences)d
B)ANIianol &SR odzaAySaasSao

Given this, the DDIhas commissioned thisnarket research to inform a strategic economic
development program that will develop Downtown New Orleans into a place that refGretstive
Classpreferences. The DDD will also leveragestn research findings to create and implement a
place branding initiative to effectively communicate Downtown New Orl@angue assets and
LRAAGAZ2Y Al FY2y3a (GKS ylradA2yQa Y2ad RSAANIof S
and play.

! For a kort and siccinct description of the Creative Class, see the Richard Florida Article in Washington
Monthly on Rise of the Creative Clalstp://www.washingtonmonthly.com/features/2001/0205.florida.html

LJt
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Methodology

Themarket research for this study incorporated primary and setaoy research methods. The
primary research consisted of three types of interviews:

(1) Interviews of Creative ClaskExpers (5 Interviews): These interviews were conducted by
phone with five leading global authorities and researst@r Creative Classorkers and
Creative Clagheory.

(2) Focus Groupwith Creative Clas®orkers(10Group9: These focus groups were
conducted withCreative Clssworkers in five citiesNew Orleans, San Francisco, Austin,
Houston, and Detroit. In each city, we identified a set of target respondents within the DDD
Industries of the Mind This included:

a. BioTecmology. Houston, New Orleans

b. Health and Life Sciems: San Francisco, Detroit
c. Digital Media: San Francisco, Austin

d. Arts-Based Businessebtew Orleans, Austin

(3) An Online Survey ofreative Claskdividuals (400 Online Interviews)Survey participants
were selected from an online panel and recruited tatfgdpate in the survey. Screening
criteria for the survey required that respondents be currently living in a downtown setting in
a metro area in the US. All participants moved to the city where they live now within the
last 5 years and possessed a unsity degree (oare currently university students).

In addition to the primary research, secondary research was conducted using public information
sources to provide additional context to the findings of the primary research.
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What Is it about a pacethat matters to
Creative Classvorkers?

At the outset of this study, the research team had four key objectives:

1. ldentify the office, residential and key environmental preferences ofGheative Class

2. Identify and rank the physical and social infrastructure priorities of targeted groups,
including but not limited tdnternet bandwidth & connectivity, professional & business
services, office space needs, housing types, personal services, green spacsagaeal
opportunities, transportation & mobility, retail offerings and social & entertainment options;

3. Identify theCreative Clags LISNOSLIiA2ya | 62dzi bSgé hNISIya
and

4. Identify national trends and opinion leader insights into Geeative Class

In thefirst two objectiveswe soughtto identify the characteristics gflacethat most appeal to the
Creative ClassTo exploreCreative Clasattitudes toward placébased characteristics, we conducted
focus groups with targeCreative Classaudiences that included workers in digital media, social
media, biotechnology, life sciences, health sciences;tmat®d businesses, and othidustries of

the Mind. The groups were conducted in three cities that were considered succ&xsfalive Class
centers Austin, San Francisco, and Houston. Focus groups were also conducted in New Orleans (to
capture attitudes of locaCreative Clasgesidents) and in Detroit (to compare attitudes in growing
Creative Classenterswith attitudes of $milar workers in a cityhat is currently in decline).

In the focus groups, the research team asked participanteszidoe what theyiked most abouthe
placewhere they liveand work(as well as what they most disliKedWe also asked participants
talk with us about why they chose to live where theyt dohat features othe placemost attracted
them? We explored the factors that have influenced themdiay where they are Many of tle
participants in the groups lived in a different sort of pldiem where they grew up and so we also
explored what factors influenced them tihooseto move tothe place where they currently live.

In the course of the discussion, we gathered useful information on preferences for residential, office,
and other enwionmental featureswhich we begin to discudsater in this report However, we
found that the features of a place thamatter the most to these workers areonnected to
environmental characteristiahat are broader than simple stylistic preference®vhile the Creative
Classvorkers we spoke with expressed a diverse set of preferences for different places and different
placebased features, they most often talked about their preferences in the context of two topics:
(1) lifestylerelated topics and (2gareerrelated topics. These topics also emerged as the two most
important factors in our online survey of 4@reative Clasworkers. When asked which factors
most strongly influenced their decision to move where they currently live, 44% of respandent
indicated that the lifestyle where they live very strongly influenced their decision and 39% of these
respondents indicated that a job opportunity played a major role.
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What influenced your decision to move where
you live now?

I moved because | like the lifestyle where | live ni 44%

I moved for a job 39%
I moved to attend a college or universi

I moved to live near my famil 18%

I moved for a lower cost of living 7%

| moved to start a new busines 3%

0% 5% 10% 15% 20% 25% 30% 35%40% 45% 50%

Percent of respondents who said that they were
very strongly influenced by the factor

For Ifestylerelated issuesparticipants did not express strongtidudes aboutpreferences for
characteristics like the square footage of their living space or the type of living space detign
type of public transportation availablésuch adlight rail vs.bus servicg. Rather the residential
features that mattered mostre pehaps best described agxperiences such aswhether they
would be able to do somgroceryshopping o their walk home from worlor whether it would be
easy towalk from work to meet friendgwho also livedowntown) at a restaurant beforéneading
homert giving thema sense of belonging and communit@ften, the participats described interest
in mixeduse neighborhood where they are able to live, work, and do all their shopjng small
compact place oneighborhoodwithout the need for a car.A life stences researcher living in San
Francisco asked about New Orleans:

And is there a neighborhood within a neighborhood? Miken you live where |
live-- | live in the LoweEight- it's sort of likel don't have to walk if | don't want

to more than two bbdcks away to get anything. Like, | have restaurants, | have
bars, | have grocery stores, like | havdog park, | have coffee, like five coffee
shops in two blocks of mds it likeyou have to go to one aréa New Orleans to
get that, or isit in the neigtborhoods that you live in? ré they community
based?

Focus group participants often mentiondlgeir interest inthe unique characteristics of their place
that made the placeauthentic The authentic character of the place often reflected a wfix
historical significance and beaduity the architecture that reflected the ethnic and cultural history of
the place, combinedavith overlappingmoderndesign characterigts such as eefsiendly design and
wirelessInternet availability. Participants desbed a contrasting mix dfighly dense and compact
living and work space mixed with ample open and common green spatérge urban parksOne
participant described her interest in Portland in this way:

Portland has likeit's more of the introvert ¢y, | guess. So, San Francisco's
more of an extrovert cityLike, Portland has awesome bookstores and they also
have the food and also have a great art scene and they have a great beer scene.
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But, it's a little bit more compact. And also, the ethnitshe city tend to be
reallywell reflected in terms ahe way they've structured it, their architecture,
the landscapingnot landscapingcivic planning, | guess, like everything's very
eco friendly. Like, they reallgo love to support families imixed use
neighborhoods.So, they do that here somewhat, but | think San Francisco's just
kind of a bigger sprawling area. It'arder to organize it as well

Lifestyle preferences tended to also focus heavily on the availability of a ttiwerseoptions This
included diverse dining cuisine options, diverseighborhoodoptions, diverse social community
experiences) Y R RA @S NA §? optidn& ATR&R diverdit) ad $hése options was generally
regarded as more important than the preémce for any paicular option As one focus group
participant in San Francisco described:

G2 S RARY U {to S8 Frantistépramydisg other than just th&ind of
life... Like, you can kind of find something you're interested ifihere's a lot of
micro neighborhood... And then, there are kind of micro cultures, as well...
Literally from street to street, it could be a completely different kind of feeling,
and the fact that there's so many kind of authentic foods. Peoplédarersel-

this isn't a tamgible example of that, but, when we moved heretoibk us
Y2y ikKa G2 YSSOG | yIGAGSoE

Diversity of choices alscame up in discussion of office and workspace preferences. While most

g2 NJ] SNE R2y Qaboutytheiype ofoffige kh@tBedt goto for work, many of the workers

we spoke with did significant work outsidé the officewhile & K2 YS3 Ay, andiviild NR & LI
in transit. Convenient availability of pleasant and divethéd spaceghat are suitablefor work,

meeting friends, doing busess meetings, and relaxing was seeseen as essential.

More importantly, availability of diverse optiorfer work was regarded as a motivating factor for

moving to or away from a placaVhen we asked workers @reative Classenterswhat they most

love about working in that place, they often answered that they most love diversity of job
opportunities available m the place. They highly valued having the flexibility to quit a job if they

R2y Qi tA1S AlG FyR gt 1 Rridaehjob ik SeirdiaildNdBts litle or yicR 3 S i
difficulty, and with practically no interruption to their living situation or daily experiencésvo

digital media developers discussed their job opportunities in San Francisco in this way:

Man: Yeah, it ipretty easy to switcljobs], and | think it's easy to kind ehsy-
at least in my case, to kind of jump from one kind of path to another. There's
just a lot of blurry in the lines.

Interviewer And you were saying that you're about to switch.

Woman: Yah, yeah, there are a lot of options. | actually ad offers on the
same dayand I've got like three more interviews lined up. But, | already decided

6 KANR &L} 0S¢ 2WLXiAz2ya sl a +  G§SNY K I ateasdikeyabks,ddffeer y (i 6 2
shops and other places to spend time wiheot at their workspace or home. Third space places tended to be
regarded as both places for doing work and relaxing.
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who | want to work for, sait's really no problem switching jobs. And if | decided
| wanted to goback into like branding and print market instead of web
designing, that'd be easy, too.

So-but, having said that, honestly, the only reasarell, the only reason |
moved here really is for the jobs. And while | do really like it hereltbrather
live in PortlaneH kind of wish the industry was up there, yeah.

As commonly mentioned in the literature on ti@reative Clags G KS&4S 62 NJ SNE R2y Qi
because of a job, butather because there are so marjgbs available at any of a wide variaty

companies in their industryThis placebased preference will pose certain special challenges for the

DDD in making Downtown New Orleans a highly desirable plac€rmtive Classvorkers and

industries, which we discuss later in this report.

The preérence for diverse options among these workers is also related to a sense of belonging.
They want to find aneighborhoodsub-culture on a particular street in one part of downtown that
has the right mix of characteristicséfit i K SY ¢ ¢ KA f Simd-ekploningtBe diférevit$lacés
around them. The value placed on diversity of options was sometimes seen as more important than
the unique features a place might offeor even the features that make the place authentic. For
many participants, it wasat enough to have a unique or authentic placii was seen as essential

to have a plurality of culturaswhere a person could find their nickend belong After describing
some of the unique and authentic characteristics of New Orleans to one focus gmop, t
participants made these comments:

Interviewer: [New Orleans haspme of the best food, dining, live music, jazz,
kind of unique Creole culture. You also have the historictr@oarter with all
the history...with Mardi Gras, famous places like Céfé Monde. How would
you feel about being part of that culture?

Woman: It does seem veope, though. Like, when you say the best food, I'm
like the besCajunfood. Like, do you have the best Mexican food, the bestllike
mean, we have the Californimuveau stuff here, too. So, yeah, it seems a little
one.

Man: It sounds like a total transformation. Like, you've got to transform into
that culture there. Like, here's all thairigs[in New Orleans]like we have this,
we have this. And so, you wdwcome to be a part dhis sort of thing, and so
you'd have to kind of change yourself.

Woman: | think it would matter to me, it's the circle of people you hang out with
and what they're into and how you utilize the area that you're in. | mean, San
Francisco can mean a whole lot to a whole different amounpedple. It's a
matter of connecting to people there and finding that. And if you find you can't
connect to anyone there because the culture is so overwhelming that it could
become a problem.

The strong preference for diverse options for lifestyle and career, obviously complicates our task of
identifying thespecificoffice, residential, and environmental preferences of theeative Clasthat
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should guide the DDD in their choices for developmegghborhood in downtown New Orleans.
Therefore in this report, we have taken a broader look at what about a place matters most to
Creative Claswsorkers In the next section, we discuss some of the features of a place that redtter
most to theCreativeClasgarticipants in our focus groups.
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Creative Clasdttitudes and
Preferences for Environmental Features

In the focus groups, there were a very broad set of plaased topics that came up whetreative
Classparticipants expressed strong attitudes or preferences. Those which were most often
mentioned and discussed are outlined in this chapter.

Transportation & Commutes

Transportation was perhaps the most important environmental feature toGheativeClassvorkers

we interviewed. Consistently, public transportation was mentioned within each focus group across
five different cities. This qualitative finding was further supported by the quantitative answerers
noted within the online survey.

In the onlire survey ofesidentialfeatures, proximity tgoublictransportationwas the single highest
ratedimportant feature of a living space, with 74% of respondents stating thawiigimportant to
live in close proximity to a public transit stop.

What types of residential amenities are most important to you when
choosing aresidence?

73.5%
70.3%

Walking to Transit Stoy
Laundry facility

Parking on site

Quality of finishes
Balcony
Fitness Center

Pets

Security or doorman
Off-site parking
Use of "green" materials
Swimming Pool
Onsite entertainment
Parking lot with attendant
Onsite Valet

37.5%
35.0%

Percent Selecting the Amenity

20.0%
9.0%
6.0%
2.3%

Total Respondents = 40( 0 50 100 150 200 250 300 350 400

In comparison to cities that are considered by entp to beCreative Classenters®’, New Orleans has

a relatively low level of use of public transportation for commuting. Approximately 3% of all
commutes in New Orleans are made using public transportation. This can be compared with places
that have been successful in attracti@geative Classvorkers such as New York (56% of commuytes)

San Francisco (32% of commutes), Boston (32% of commutes) and Seattle (18% of commutes by
public transit). Even small markets like Austin have nearly three times as many commutes by public

% For metro rankings, seRise of the Creative Cldsg Richard Florida
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transit as NewOrleans. That said, compared to other cities, New Orleans has a relatively high level
of bike and pedestrian commuters as 27% of New Orl@amsseholds are without a carroughly
the same percentage &an Franciscol4% of New Orleafi¥esidents use pblic transportation, at
least occasionally; however, in total, public transportation is used for only 3% of all commutes.

Tablel Commuting Habits, Selected Cities

Percent of Percent of Percent of

Percent of Percent of Population Population Population Percent of

Commutes by Population w?m are who are To?al Non Population

Public who are Bike Pedestrian Public Car . Households

Transportation Commuters Cc?mmuters Transit Commuters without a Car

Commuters

Detroit 3% 0.16% 2.86% 8.81% 11.83% 21.90%
New Orleans 3% 1.19% 5.35% 14.05% 20.59% 27.32%
Chapel Hill, NC 3% 2.51% 15.84% 6.80% 25.15% 11.33%
San Diego 4% 0.76% 3.80% 4.35% 8.91% 9.46%
Houston 5% 0.47% 2.36% 6.01% 8.84% 11.59%
Austin 8% 0.96% 2.64% 4.62% 8.22% 7.84%
Seattle 18% 1.97% 7.72% 18.44% 28.13% 16.32%
San Francisco 32% 2.08% 9.82% 32.64% 44.54% 28.56%
Boston 32% 0.99% 13.36% 33.07% 47.42% 34.91%
New York 56% 0.48% 10.72% 54.35% 65.55% 55.70%

Source: US Census

When we askedur Creative Clas®cus groupparticipants if they own a car and used it to commute
to work, we found that mosown a car. kwever, at least in Austin and San Francidtayas not
typically used for commuting to work. Oparticipant noted

Janette:dl actually live near one of tHdC satellite campuses. So, | take the bus
there. It's a short bus ride. And | take one of their shuttles to work. So, getting
towork[iseasy}ja 22X L 2yt & RNAGS 2y G(G(KS $SS{SyRa®é

Another focus group participamtsked us

Amy:Doyou need acarto getNR dzy R bSg hNI S| yak L {AYR 2F7F
have to use my car the way it i¥.eah, because your car is for the weekend just
to play and to run errands. But, you don't need it during the week.

By comparison, articipants in our New Orleans focusgp indicated that they were unlikely to use
the public transportation available @vntown. We askedparticipants about their use of streetcars
for transportation

Interviewer. What do youthink? Do they run often enough? Are they easy
enough to catch?

James Streetcar® That's on my list of things tdo soon. I've always wanted to
just park my car somewhere and ride.

This participant viewed the streetcars as an opportunity for recreation more than for a viable means
of transportation around town.This is despé the fact that he commuted to @vntown on a daily
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basis. We found similar attitudes in our focus group in Detroit and Houstamere people were less
likely to use public transitSome comments we receive included:

Larry. & e transits oA 3 a4 dzS 06 SOF dzaS L yS@OSNI GF1S AlGde

Carol:dWhen | went to LA, | didn't like it because | had to drieerbmich. The
avyz23 ¢l a (22 YdzOK¢é

Mark: & can tell you, though, the one time | visited Toronto for a couple of days,
| was just-l couldn't believe ther was cities that had transit systems like that.
They can go anywhere in the city for a few coins and always quick. | like that. |
ikeG KFG | 062dzi ¢2NRyG2 1jdAGS | oAl ®PE

In one of the New Orlearfscus groups, &iotechnology resealtassociate living @vntown
commented onNew Orlean§streetcarsand bus servicen this way

Fredrick:| think the key difference to this downtown area compared to the
others I've lived, in the other major cities, you could get anywhere within
downtown at any point of the da while here, it's very challeimg.

Even now, they have all these like tons of streetcars. | honestly think if they
would just put like one of those digital signs up at each of the stops that tells you
how many minutes the streetcar is away, that woalttually make me use it,
because nowwe're like staring-you like look at the schedule and like, okay,
there should be one comingfdalf an hour later, you'rstill standing there.

Well, other places, they have a ton of these public transpbrit theirschedule

is such that they know [when they will arrive] at any given poiriie dnly thing

they tell their like trolley or bus people is like, look, just make sure you stay
within 10 minutes from the guy in front of you and the from the guy behind you
sothat anybody who's waiting within 10 or 15 minutes can catome kind of
public transport. Wile hereflin New Orleans]l mean, that happened to me like

twice. And the third time, | was like, well, I'll probably get a cab or walk or do
something, man. And then, as you're walking, of course, you see a streetcar
pass you by.

And they're nice. | mean, if it would just tere efficient, | think would use it
because it's not a bad form ofransportation}-l mean, a lot of the
infrastructure and all ithere. It's just optimizing it | guess.

Most New Orleans residents tended to be somewhat critical of the public transit systewever

to be fair,the samemay be said of practically any city. This came out in some of our discussions in
Creative Classenters likeAustin and San Franciscbwo focus group participants in San Francisco
were sharply critical of the difficulties of taking public transit

Josh $an Francisco ResidgntMy commute is eight minutes any bike. On
the [light rail}, which is airect route from like literally door to door, it like takes
45 mirutes if | was to get on.it
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Jamie Austin Resident I've used public transportation for almost the entire
time I've lived here and it just is incredible how much time you spend. Like, |
would spend two hours a day on ashuvhich is just ridiculous.

Even in places where public transportation is not heavily used, such as in Detroit, it is important to
note that it is something tha€Creative Classorkers highly value and seek out. Cbetroit resident
who attended school aXavierUniversityin New Orleans mentioned:

Nancy:[When | lived in New Orleangdu kind of had to have a car to kind of get
around a little bit because they have this side of the bridge, and then they have
the other side. So, for m® live Dbwntown, | would need to haveverything

that | need, | want in a same radius... That's a real important thing. That's one
of the things that's hard about Detroit is that you've got to have a car. So, it's
hard to get aroud if you don't have a car. So, that's one of the things that |
think would be helpful in a city for me to make up my mind to live there if | knew
that, hey, | could get around that day without having to drive. That's so nice to
not have to drive.

Everything | Want in the Same Radius

Creative Clasworkers we spoke withtended to strongly dislike long commutéalthough short
walking, biking, or public transit commutes where generally viewed positivatygvery single focus
group we heard some version of the same mess&jeative Clasworkerst especially those living
downtown-- want to be able to access their work, their home, and everything else in their lives
within a shortand easy commute radiusBeing required to leavihis radiusfor anythingwas seen

as a frustration. This covered essentially every part of life, from schools, to grocery stores, to
recreation. Furthermore, the availability of a shopping option or a school or a park was not
enought workers strongly preferred places that offered a diverse set of choices within a short
walkableradius. Some of the comments we heard included:

Nancy And for me to live in a downtown arethey have to have health food
stores | like, they'd have tdvave different type restaurants, vegetarian
restaurants, things like that for me to think about seriously moving downtown,
and somewhere to park. And then, | wouldn't have to drive to the health club.

Roger | think you need like evatgy life stuff, 0. You need to be able to walk
down to a gocery store and get your food..oglown to a Home Depot |
mean, you need to be able to walk to the hardware store and pick up whatever
you need instead of having to drive out to the suburbs and get it.

Being ableto find specialty stores within the area is essential, antlas implications for how
commercialand retailspace is desigg. Some comments we received in the focus groups seemed
to suggest that retail stores that are accessible directly froraettsidewalks may be important to
Creative Class workers. Malyle retail space-where stores open within buildingscan make
finding speciality stores difficultThis was described as a problem in Downtown New Orleans in one
of our focus groups, wherparticipants noted:
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Mark: For example. a fine men's shoe store, they have one in this building. |
think it's Bass or something like thathey have different ones, but looking at
[the building] it's hidden away. Like, if you don't come insi¥@uwouldn't
know that.

Micah: There's a Bass in here?

Creative Classorkers expressed a preferenta dreet-level shopping options that can be accessed
during a walking commute Two Dwntown New Orleangesidents working in the Biotechnology
field envisoned this ideal in this way:

Fredrick | think what a lot of thgdowntown] areas that I've seen, what they
had going for them is that they had office buildings where they had professional
environments with really a lot of, | think, shopping and dinarmgl other
opportunities very close byAnd it was very conducive to peopléke after
work, arelike, oh, let's do some shopping, and then we'll meet at seven and we'll
all have drinks after work or we'll do something, whicthihk here[in New
Orlean$ logistically is just [impossible]

Mike: --You have to gein the car and go somewherand there's plenty of
places to ge but there's no walking distance places where everyone feels
comfortable, where you can leave the medical school andogaewhereclose

by. Sethat would be-if someone would think about that, that would be
helpful.

As a aside, it should be noted that participants in the New Orleans focus groups felt there are
spaces within the DDD footprihat are ideal for shopping. However, they felt that the shopping
options available were primarily meeting demand from tourists, some of which were seen as
inadequatefor meeting everyday living needs or raising a family. Many of the recommendations we
receved were residents suggesting that Canal Street and other areas retain their current layout and
public accessibility, while simply increasing the variety of shopping options available in the area.
One longterm New Orleansesidentwho was interestedn relocating to @wntown remhisced of

what once existed @vntown for shopping:

Rose:d kere was the Rubenstein Brothers and of course Maison Blamabe
there. There was fashienshopping for people of all agesNothing against
those businessdseferring to teeshirt shops] but | would like to see a variety.

I'd like to see back the way it was, some of those stores. But, | understand,
obviously, it's a business decision to not be thepely FatherJoved--what is it
-Florsheim's and Sta§¢dams and all thoseBut, it just would be good if we had

a mixturebecausereally, the city is comprised @ksidents] | wonder where
0KSe AaK2LKE
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Green Space and Water
Green space and availability o
substantial urban parks as generally =
regarded as one of the most desirabl
features of a place by ouCreative
Clasdfocus group participants.In our
online survey of 400Creative Class
workers who are currently living in|§g#
downtown areas, we presented
respondents with a series of image
and asked them to rate each based o
how much they would like to see the ‘
setting depicted in the photo in thel®
place wherethey live. The image above iigére 1 received the highest score of any image with
81% of respondents indicating that they strongly desire this type of setting in the place where they
live.

The desire for green space extended beygadks tourban mixeduse settingghat are integraed

with a natural, green environmengreenlandscaping atransit gops, andavailability of green space
as a work environment (on a lapp). One focus group participant described the business park
where she worked in this way:

Carol:You go out there ad you don't feel like you're in a business park. It feels
like you're in school. They have trees, jh&t weather, and it's just more...
lovely.

In most of the cities we visited, some comment was made about the natural environment that was
developedin their area. Researchers in Houston enjoyed the setting offered by the Woodlands area,
where buildng codes require that all commercial development be shielded from road traffic by
dense wooded space, giving the appearance of driving through a forelt edmmuting through

town. Residents in Detroit and San Francisco both mentioned waterside development as some of
their favourite areas of town The natural water setting and was connected to natural foods markets
and other green shopping option®©neSan Francisco resident mentioned:

Holly: There have been a lot of partnerships in place to redevelop the land all
along the waterfront. And so, the old Ferry Building has bksrean, there are

still ferries that come up to the Ferry Building. Bulais been repurposed as a
farmers market, a sustainable food and agriculture thing, with bookstores and
wine shops.And restaurars... Yeahvery vibrant.

Another focus group participant described the green setting as an important part of-liferk
balance:

Sarah:|l love the work balance here. Like, everyone was saying, like there's so
much opportunity. | go backpacking, | go rdaking. You have that here.
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When deciding between several cities he might likéivte in, one software develop@omparedhis
choice of San Francisco over New York as being mainly influenced by green space:

Josh:Yeah, wdraveled [to New Yorkland all that, butjust--having a family and

all that, we felt like we wanted more than the urban setting. [We wotddher

be inSan Francisco where there's a little more space, a little more green, a little
better weather to be around.

It is interesting to note that green spaces were generally seen as both a recreation destination and
as part of a journey through daily activitiesSimilar to preferences that shopping options be
available as part of a commut€reative Classorkers prefer for the green space to be accessible as

a third space that can basedin between other daily activitiesGreen space is even seen as a venue
for getting out of the office to continue working in a natural, outdoor settin@ne focus group
participant described her work schedule in this way:

Amy:We usually start later, like 10 or 11 in the morning. Then, I'll work through
till like early evening. Then, I'll take a break and go for agidsideor to go to

the gym or something like that and some downtime, family time. And then, I'l
start working again like 11 at night And sometimes, if you are working for a
long period of time, you can[be inside]-l mean, it's San Francisco. You can
take your laptop, you know what | mean, and you can go anywhere and get your
wireless and that sort of stiif So, | mean, it's only the times that | have to be
there and that sort of thing and you're there at your desk for a long period of
time.

AThird Spaceso

¢CKS y20A2Yy 27T & inKevexdRof thelfticu® §roupsO it &dzil) Gitddsécond

spaces home and work third spaces are places that can be used for a variety of purposes
including working on a laptop, meeting friends, relaxing, shopping, or having business/work
meetings. Third spaces are essentially public spaces whereamdrkelaxation can, to a degree,
occur simultaneously. They include coffee shops, green spaces and parks, and even public transit,
where workers sometimes catch up on email while in transit. Green gdaseribed in the previous
section) is seen as onef the most desirable third spacedParticipants in this studgescribed a

variety of innovative third spces that they regularly visit As with many of the other features
discussed in this report, a wide variety diverse third spaces to explore was ee as highly
attractive.

Most discussion of third spaceame up in the context of preferences for workspace or in discussion

of work schedule. These workers see third spaces as some of their most important work spaces.

This was true of every segmerit@reative Classorkers we spoke with from those who work in a

lab as a life science researched Y R g yG (G2 &3S0 2 drisbcialimdiaRad G KSA N
game developers, to artists and musicians. Many of these workers make their living through
contract work or do contract work in addition tiheir day jolx and thus third spacew/here they

perform this work are essentialDevelopment ofthese third spaces in DowntowNew Orleanss

essential for attracting_reative Classorkers.
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Some of the tird space comments we heard included:

Justine | work usually about 11 to seven or eight in the office, and then | go
home and-l usually work on contract work if | have contracts that-aned
occasionally, I''do some work for my day job...

Interviewer. Do you have a one bedroom or a twlwow big is your space?

Justine About 650 square feet, one bedroom. [Buy boyfriend and Ibasically

are on our computers all the time. So, we'll just put like whatever on in the
background and then gt work, and it's pretty sedentary actually. But, we both
ride our bikes to and from work, so that's dlditbit... Sometimes, | work from

the Coffee Barn over on 18th and whatever. Anyway, you should tell New
Orleans that they need to have coffee shoyith WiFi because that's one of the
things San Francisco is really sucky about... In San Francisco, they're like the

O2FTFSS aK2L¥ 6K2 FNB tA1S 61 3Ay3 6L N FIFLAYAED

don't want you here@

The participant went on to note thathese coffee shops have placed plates over their electrical
outlets, or discontinued offering free wii, in order toforce dthird space& people out. Whernt was

AYIdZANBR ¢Ke GO2FFSS aK2Lla kNBI &AL it i) DY YTR

was a mix of business reasons (i.e. keeping people from taking up their seating) and idealist social
reasons (i.e. coffee shops should be used for meeting friends, not doing work!).

Beyond coffee shops, there are other types of third sgdbat are used by these worksy some of

which facilitate collaboration among workers and foster community for freelance workers who
sometimes feel isolated compared to workers who have regular social interactions in an office space
setting. OneSan Francisgoarticipant described one of her third spaces in this way:

Holly: The city is wired and wireless. And so, as a digital media, new media
worker, | can go anywhere in thétycbasically and work... And there are a
significant number of cavorking shops. Onef them is called Citizen Space, and
its people take over part of all of the building and offer space in it to whoever
wants it. And it goes from free first come, first served to "Yes, | want that desk
next to that window every day." And it's $400 a rtiofor me to have that desk

by that window. And that enables you to work in a collaborative environment
with people, if you're either tired of working at home or you can't work at home.
And that's a whole attraction. That's part of the infrastructhieee.

Wireless/Mobile Internet Access

When discussing the importance of wirelessd mobile Internetaccess, participants regarded
availability of wireless and mobilaternet accessas sort of a basic service that was expected to be
provided. As mentiogd in the previous section, when coffee shops in San FRemdiegan to
RAAO2YyGAydzS 2FFSNAY I oANBESaa LYGSNySid | 00Saasx

A
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In our survey of 40Creative Classorkers, about half of respondents indicated that they would use
free publicinternet services very often. When we asked if they would be likely to usdritemet
available throughout downtown, only 4% of respondents indicated that they woatduseit very
often or at all and about 64% indicated that they would use it very often.

Which of the following would you be likely to use, if available?

Free internet service throughout downtown (al
X 64%
public spaces)
Free internet service in local coffee shops
I 52%
bookstores
Free internet on public transportatior _ 51%
Free internet in public librarie [ NG 48%

Free internet service in local park — 46%

0% 10% 20% 30% 40% 50% 60% 70%

Percentage of respondents indicating that
they would use the service

In the focus groups, we asked workeabout how they obtain theirnternet access. One
respondentin San Franciscanentioned:

Holly: dThere is a formalized network that's available throughout the city. It's

not as good as Portland has. Portland has a better one. And this one keeps

NHzy yAy3a Ayd2 (GNRBdzmf So YR az2,aidi IKG y2g Al
thinkthemt @ 2 NJ A4 GNBAY3 (2 NBAGEFNI Adoé

This appears to be the case for several cities that have offered free public wireless Internet. Costs
and lack of uniform coverage appear to have been significant problems for cities that offered free
Internet access.

It is also noteworthy that highech wireless access in a historical setting came up in the focus
groups. One participant discussed his impressions of Boston as a high tech centre that maintained
its authenticity and history:

Sarah: d like Boston becausklike the mixture they have.They have their
historic stuff. So, you have the historic buildings and stuff like that. And it's all
kind of close together.But then, they still have like this modern twistito.
Boston haghis kind of new and old feel. | mean, it had historid, y®t it still
KIR Ada Y2RSNYy &aARS (G2 Aloé

By contrast, in a separate focus group, New Orleans and Downtown New Osleandewed as
placesthat did not offer this mix A branding expert working in San Francisco participated in one of
our focus groupsand mentioned
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Holly: [New Orleans] need® make sure that they have in place and then
promote the infrastructure that digital workers want. | don't think of New
Orleans as being high tech. | think of New Orleans as being historical. | do think
of the Creole and Cajun. | don't know if they overlap there. | think of the music.

| think of the food. 1 think of the arts And you know what part of this is? In

the past, New Orleans has been successful as branding themselves as a tourist
destination. And so, it's hard to switch gears and suddenly think about them a

a high tech center of industryand partially because they were successful with

the tourist part.

Authenticity

When we asked focus group participants to describe what keeps them lace, participants in
Austin and San Francisco often described activities or features that made the place anidjue
authentic. Authentic features of a place were often the first thing mentioned when describing what
people love most about the place. shiry of placer often embodied in the architecturecame up

in several discussions as an important component of thesesaf place.However the authenticity

of a place was not merely a product of the built environment or natural setting. The place was seen
as authentic because of the myths, the people, a higher purpose or point of view that the place
embodied.

In an Austin focus group wheme were interviewing digital media workers, we asked participants
what keeps them in Austin. The first topic that came up was a local celdbeitlie Cochragaka

G[ Saft AiSanvAmasi¢ag peace activishd crossiresser who the Austin Americant&esman
describes as the mosamous street persok Y | dza  Anyditspoken lcrific of piice treatment

of the homeless, and any consider him to be the epitome of the 'Keep Austin Weird' campaign, as
demonstrated by his two time run for mayor as Was numerous articles in The Austinr@ticle

and local news stations. In one Austin Focus group, the research team asked:

Interviewer: What keeps you in Austin?
Jack Leslie.
Group: [Laughter, nods]

Jack | mean, seriously, like, things like thdt's like it-Austin's such a special
place where the community can really rally around one specific thing like that.
As ridiculous as he is, everyone's willing to give him a ride on their scooter to get
downtown, or things like specific clubs, fike specific restaurants. There's a
level of community cohesion for specific items like that, like funky little items
that would probably not matter as much. | haven't lived many other places, but
it seems like there's a real esprit de corps about liinngustin that people are
proud to call their home and involve themselves with.

Similar comments came up in our focus groups inFBanciscavhere one participant described the
city in this way:
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Holly: I love the ethos and culture of the city, the civic engagement, even though
there are a lot of sort of screaminthere are some screaming sections of the
city that get really upset abowtomethinglike plastic pens. You know, people
get a cause and thejust go crazy about it.6No more plastic pehé And
although sometimes it's annoying, sometimes it's just great because sometimes
-I agreed | didn't want any plastic pens. | mean, | have nothing against plastic
pens. I'm just using it as an example.

The comments about the environmental features that make a place authentic often have a
connecton to the history of a plageas mentioned by one Detroit focus group participant who
described a favourite city Boston-in this way:

Nancy dThey have new architecture that complements the old architecture and

it's just-it's eclectic and it's nice the way that they've thought about it and said

we're gonna keep what's really good, and then what's not good, we're gonna

tear that down. But, whatve put next to it is gonna fit into theas you were

saying, itsgonnafik yi2 6Kl G SOSNBOIKAYy3 f221a fA]1Sodé

It seems Boston may be a particularly good case study for integratibistory into the downtown
branding and environmental experience, as Bosalso came up in our discussions in San Francisco
and Houston. In particular, the unique features appealed to one participant, who commented:

Amy:Boston | like because, like | said, the history. There's a lot of things. It's
very different, and-lit's just totally different. So, maybe that's why I'm
attracted to it, even though | haven't lived here.

This is obviously one area in which New Orleans has patrticular strengths. One New Orleans musician
joining in our focus group described an autheMiew Orleangxperience

Joel: Well honestly, | go up on Magazine Streélp in that area, when | left
there last Wednesday night, | sat in there with a little guitar player, played some
saxophonewe were sitting in a restaurant just playing on the cornaght?
When | left, | went down the stregtist two blocks down. They must have had
100 people at thisl don't remember what place it was. They were all sitting
around like he was talking about, outside. They were having drinks. The-lights
the little lanterns were lit. The whole thing

Several participants nmtioned the development in the WarehousésbDict as particularly attractive.
One participant described it in this way:

James:All of a sudden, we can walk around. We know people. People are out
after six o'clock, okay?... So, there's activity. There's things to do, people to talk
to. There's events. There's little things you can go to all in that area that you
don't have totravel or drive around and you go have a few drinks, you don't
have to worry about getting a DWI and you can enjoy life very simply, purely and
it's easy to have. That's that New Orleans lifestyle. You can sit out at a little
café. You can go down tady's or whatever and you can have some fun.
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He went on to contrast the Warehouse District with the Central Business District (both within the
DDD footprint) in this way:

Mark: | mean, business district, [after work] there is nothing else. It just shuts
down....You losghe feeling of communityin the business district. There's not
those places...] think to livein a business district, value becomes huge because
of the price of living there. So, you really have to-did@e're gonna have
people nove in here we've got to deliver lifestyle and value to them or it's not
gonna happen.

Although many people felt that they could find an authentic New Orleans expereitben the
areas in the DDD footpringenerally speaking, New Orleans residentsstfelt some of the tourism
relatedbusinesses detracted from the authenticity of the place and made it generally less attractive.
Several participantsxpressed nostalgia for the wayi@ntown New Orlean®xisted 30 years earlier

and longed for the uniquepecialty stores and family recreation that once existed there.

Interestingly, the some ahe same views were held tparticipants in ourfocus groups, who had
previouslyvisited New Orleans.Some of the comments we received included comments on the

French Quarter appealing primarily to college students. Some tourists mentioned that it did not

deliver on some of thir expectations to findhegreat}] 11 YdzAA O (KSeé& az2dzaAKG |y
type of authentic experience they were expecting partigpant from our Houston focus group

shared the blunt comment:

Emmit: | went to New Orleans a couple years ago and I'd not been for like 15 or
20 years. And what struck me waghat | remember 15 or 20 years ago was a
little bit of sleaze and a lot of fostaround music. Now, it's a lot of sleaze and
very little focus on music.

Community, Population Density, and Belonging

As mentioned earlier, mosEreative Clasaorkers we spoke with expressed a strong desire to have
everything they wanted shopping, schools, work, atall within awalkableradius. As mentioned

in the previous section, one of our New Orleans focus group participants described his affinity for

the Warehouse DistricttWS OFy ¢t 1 | NRdzy R® 2SS 1y26 LIS2LI Sdé

The sense of belonginp the community also appeared to be connectéal the opportunity to
explore and get to know a different part of the city any day, typically within walking distabceof

our focus group participantwas a teleworker whose company did not have offices in San Francisco.
However, shechose to move to San Francisco, in part for the dense urEghborhood. She
described her interest in this way:

Holly: | love the café&ulture. The city that reminds meost of San Francisco is
Paris...Lots of little neighborhoods that have their own culture. And it's very
pedestrian friendly, pedestrian oriented. And so, that follows up on something |
love about San Francisco is thiaere are micro neighborhoods and that you can
go down haH-.
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Sarah --We have all different ones.
Holly: Right.

Sarah There's many different ones, that each part of the citypetong to like
different groups.

Holly. It's interesting and it'fun. And you can have a different experience every
day by going to a slightly different neighborhood. But, you can get what you
need in all of them, in all these little neighborhoods with tiny, tiny Main Streets.
And there are maybe 60 of them in Samarféisco. And so, that kind of
community and identity is really cool.

It is important to note that we never encountered a comment about overcrowding or lack of space
as a problem in any of our focus groups. The population density afdighborhood far some of

our focus group participants is among the highest in the natibat this was not seen as a negative
characteristic. For most of these workers, the density of populasiod diverse neighborhoods
appeared to facitate a feeling of belonging ancommunity. The research team thought it was
particularly interesting thaHolly felt that although eacheighborhoodis authentic and different,
Ge2dz OFy 3Sih gKI G &WitzesgehtialR allkhg neceksities dffife availgbie dne
everyneighborhood finding a placeo live became a matter of finding theeighborhoodwith the

right character to fit her style with perhaps 60 options to choose from.

Even in cities where the participants did not live in dense urbaighborhood, cknowing the
neighbourg andbelonging to an extendedeighborhoodfamily was seen as part of the dense urban
appeal. One Detroit participant mentioned what she might most enjoy in downtown living:

Roger:l guess | could say it's more close ks far & neighbours. Wen you

live [in] a building,you can kind of look out after and look out for kaather...
that's my biggest, just being kind of a litle more close knit in a close
environment.

One of the New Orleans focus group participants felt thatdbasity also contributed to a sense of
belonging because it afforded the opportunity to run into work colleagues and friends at bars and
restaurants. He expressed:

Fredrick:Even though New Orleans has a very vibrant social scene, it's not like
everybaly from the medicalifrom the hospital after work goesand shops
Downtown and then goes to the same restaurantfnot as though]f you're in

IT, you can go run into all the IT people in one bar and if you're medical in
another-Which other cities rebl have- When you'reDowntown at the
medical school, there's no place to go for anyone that works in the medical
school other than outsidghe area].

ABio-Innovation in the Projectso

It is worth mentioring that the topic of safety came up in several of our discussions as a vital aspect
of downtown life, and as a particularly important enwiroental concern. Without a de facto
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presumption of guaranteed personal safety, m@seative Classorkers will not consider reloceig

to a place. As mentioned earlier, lifestyle and work are the mwastimportant factors in choosing

to live in a place. Those who choose a place primarily for lifestyle will not do so without a good
sense of safety.

One participant inthe New Orleas focus groups expressed strong concern for safety, given the
crime occurring in some of theublichousing units currently in Downtown.

Mark: And one thing that they do here is that the projects are butted up against
right where they're gona build theBio Innovation énter. And it's ridiculousl
mean, you're gonna try to bring in top notch people from around the country to
come to work in a place that-isvhen you go out the back door, you're in the
projects, | mean litedly right in the housing projects. And it's insane |
understand all of the different social thing&ut, it seems likehey could do a
better jobin placement and move the projects somewhere from where it is to
somewhere else or come up with a better idea, because | donk ittsrhelptil

to the Downtown Developmentifrict.

The DDD has addressed the crime issues within its footprint through several safety programs,
however, despite these efforts more action is needed to change both the perceptions of safety and
the realityof safety in Dwntown.

Cleanliness

Although the point may be obvious, the cleanliness of an area was also seen as an attractive
environmental characteristicThe research team thought that it was interesting to note that New
Orleans residents toolkotice of the cleanliness of the French Quarter due to the enhanced
sanitation service. One participanih mentioning some changes he was happy to semymented:

James:Who thought they could have cleaned up the French Quarter, though? |
would have ina million years never thought you could actually have a clean
French Quarter, and lo and behold, they did.

Cleanliness came up in some other focus groups ag wth comments connecting the idea of a
GOt Sy SY@ANRYYSyYyGé 6AGK | ylGdz2NIt>X INBSY 2ySo

Climate

Climate in Austin and San Francisco came up in each of the focus groups as one of the most
attractive features of those cities. One participant in San Francisco, when askedhghabst likes
aboutlife in San Francis¢ehared these thoughbt

Nicole:Another thingthat I like is the climate. And having lived in Houston for a
number of years, having visited New Orleans, gosh, maybe 10 times in my life,
New Orleans and Houston share a climate thatl imean, they're a little
different, but theyshare a basic climate that's a lot hotter and a lot wetter. It's

a lot more humid. Aot more humid.
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The weatheris a characteristic that cannot be changed, but should be recogniadicane Katrina

has permanently changed the perceptions that mam®pple have of New Orleans. It came up in
every focus group as a drawback to living in New Orleans. However, when asked if the climate
would keep them from moving to Downtown New Orleans, no one said that it would.

Participants in our New Orleans gmseemed to view the local climate positively. Some of the
comments we heard included:

Mark: | meet a lot of people from all over the world who come to Tulane, and

people who really like it here who are from different places like it because of the
weather, oddly enough. | think it's hot and muggy and the weather kind of sucks
to me, but people like.it

Fredrick There's not very many places where you can play golf ishart in
December. The worst months out of the year are the summer herehduig
three months. The other nine are excellent, | think.

Ease of Travel

Many of the participants in Houston and San Franciscatfattavailability of direct flights to a lot of
cities is an important feature of the place where they livBeveramentioned this for work reasons
but opportunity for travel for a quick getway was also importantOneSan Francisco focus group
participant commented:

Amy: Travel, | mean, that's another thing like we're really into. And it's so nice
here. You can jupop on a plane and go places for reasonable prices.

Residential Features

Exterior Design

Figure2: Highest Rated ExterioResidential Image

In the online survey of 400reative Classorkers,

we presented four alternative exterior designs
and asked respondents to rate each according to
how much they would like to live in this sort of
place. The image in Figure 2 had the highes
overall score. The residential design highlights
severd features that promote some of the values
discussed earlier: Streégvel shopping along the
groundlevel. Clean pedestrian pathwagppear
wellit at night and are flanked with green space
on one side. The balconies offer outdoor access
and may possiy promote awareness of
neighbors and community. The materials choice
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include a mix of stone and brick and the awnings combined with intermittent lamplights give the
look of a small shopping village. Further in the background there appears to be otddddmiand
chair seating for meeting friends, obviously in close proximity to living space.

Interestingly, the place looks new, not historical.
conveniences are more important to ttéreative Clasthan a camnection to an authentic or unique
Conveniengelated features were rated as highly important by participantghe

experience.

This may suggest that for living space, modern

online survey. When asked which features they desired to live near, the top three features

considered to be very importanotthe Creative Classncluded:

QD Walking distance to transit,
2) Laundry facilities in each unit, and
3) Onsite parking

All of these features have something to do with convenience rather than style or authenticity.

quality of finishes ranks fourth amortge features. Quality finishings stithatter to the Creative
Clasghough;nearly 60% of respondents indicated tHatishes are very important.

Please check the types of residential amenities that are most
Important to you when choosing a residence.

Walking distance to transit stoj 74%
Laundry facility in each uni 70%
Parking on site 59%

Quality of finishes (countertops, fixtures, appliances, e 58%
Balcony or terrace | 42%
Fitness center or gym on the properl_ 38%
Pets allowed at the propert)_ 35%
Security or a 2dour doorman | 26%
Availability of offsite parking | 22%
Use of "green" materials | 21%
Swimming pool on the propert)_ 20%
On site entertainment area (community "party" roon | 9%
Parking lot with 24our attendant | 6%
Onsite valet [ 2%
0% 10% 20% 30% 40% 50% 60% 70% 80%

Interior Space

Percent of respondents indicating that the feature

is very important

The

In the focus groups, participants did not express strong views on their preferences for interior
spaces. Generally, people preferred more space to less, but were unwilling to give up convenience
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In the visual survey, we presentéolur options of interior spaces, all of which received high scores,
suggesting that participants would be interested in any of the folill. four interiors appear to be
new or newly renovated. The highest ratedagedisplayscharacteristics likeexposel brick walls-
clearlyin anurban setting perhaps a renovated warehouseThe furniture is new and fixtures are
newly renovated possibly suggesting that the mix of old and nisvappealing However, it should
also be noted that the room depicted is maospacious tharthe other three options. The second
highestrated spaceds a picture from a double shgfun home in New Orleans. The furnishings look
comfortable and traditional, wgygesting that modern or contemporary design features are not
necessarily eferable to these workers.Notably, the distribution of scores on each image was
weighted toward the most positive end of the spectrumo image had more than 8% of
respondents that indicated that they strongly disliked the space.

Figure 3Four InteriorSpaces (Scores represent percent of respondents indicating a strong preference for the space)

Image 1:Score=65% Image 2 Score= 59%

il

Image 3 Score=57% Image 4 Score=50%
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One focus group participant observed what is apparent in many areas of the nation where there is
an urban renewal and development of residential lofts:

Carol | was thinking if they can build like nice loft and condomigiunthe
nicer setting, then maye that[will] attract a lot of younger people

Schools

There was not a lot of information collected in the study on schools; However, the information that

we did collect suggested that schools are important to creative class parents. Most resporaents t

our online survey did not have children. The focus group comments we received about schools
GSYRSR (2 0SS FNRBY LIS2LX S 6K2 mIwadt@vn OMherfthettBiy/ o dzi |
of goodK-12 schools came up in the New Orleans focus gropasicipants stressed the importance

of having goodschool choices in the area. One participant mentioned that the lack of education

options for his children contributed to his decision to relocate out of downtown to the North Shore.
Participants inthe New Orleandfocus group were sharply critical of the lack of good schools in
Downtown:

Sharon | think another thing isghe school systems. They're awful. Everybody's
trying to put their kids in charter school, and then you have the public schools
that people that can't get their kids in the charter schools, thdtiey have to

send them there and that's pretty rough. That's pretty rough, pretty rough
environment, and you feel bad for these kids. And you feel bad for the teachers,
too, because it's jus rough environment.

Joel | mean, there are no schodBOwntown that | know of Well, There's a
Catholic school in the French Quarter,-but

Sharon No one wants te-typically want to bring their children into those
schools.

Joel Imean,itcould® i KdzNIi AF GKSNB ¢l a +y SEOSttSyid &
piece in a parent's mind for childrewhere are the kids gonna go to school, are
they gonna get a good education, are they gonna be safe, all those issues.

Outside of New Orleans, schools wemnet a significant topic in the discussion groups. This
suggested to the research team that good schools were not perhaps a feature that is highly
attractive to theCreative Clagshowever the absence of good school optionarnsimportantfactor

that pushes people out of downtown as they move into a parentinestifge.

Cost of Living

Interestingly, cost of living was not seen by mpatticipantsas animportant factor when choosing
place to live. Participants in ouSan Franciscfiocus group acknowledged that the cost of living in

the city is one of the highest in the nation. However it was not seen as a push factor driving them to
look for options to move out of San Francisco. A telecommuter in one group, who can choose
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anywhere inthe world to live, indicated that she chose San Francisco for its lifestyle, regardless of
the cost of living

In the New Orleans focus groups, we spoke with two artists, eachansétrcond jolio augmenthis
andherincome. When we asked if they wdube moe likely to liveDowntown if less costly housing
options were available, their reaction was the opposite of what we expected. We expected that
they would be interested in this type of opportunity because of proxirtotyheir work atvenues

near Downtownt however, they instead viewed less expensiveusing options asa negative
attribute because they felt that this type of housing would attraine.

In a particularly pointed comment, one New Orleans focus group participant expressed his
opposiion to lowercost living options:

JamesThere's enough low rent places around the city. Why can't one group say
ol want to build wealth and styéeand & want people to enjoy living heteg

Many of thefocus group participants in other cities alappeared to associate a downtown lifestyle
with wealth. However, thdess welpaid participants still managed to find a way to make life in
downtown work, albeit not without difficulty. One San Francisco participant mentioned:

Ricardo:One of the magpr downfallg[of living in San Franciscis]the cost of
f A @A ypdbhbly tHe bigyést challenge we face.

When asked whether they might eventually leave in search of more affordable living, focus group
participants indicated it was not really a facttrat would push them out of the area. Their
thoughts on a less costly option typically extended to a differemghborhood not another city.

New Orleans has an advantage over places like New York or San Francisco in offering a lower cost of
living; however, given the feedback from the focus groups, this may not be the best New Orleans
Advantage to promote. There are other creative class centers in the US with lower costs of living
than New Orleans. RatheNew OrleanQcultural assets quality of ife, and diverse Downtown
districts and neighborhoodsephaps offer one of the best advantages for attracting Creative Class
workers in thelndustries of the Mind.

Downtown New Orleans

Downtown New Orleans possesses several of the key aist®ffer an advantageo become a
successful creative class center; however changes to some characteristioakam®owntown New
Orleansmore competitive.

Therich history of the area within théowntown Development Cultural Distri¢and adjacent
cultural disticts) offers the area a tremendous advantage for increasing revitalization of Downtown
as a hub of cultural activity. The presence of diversBowntown cultural neighborhoods and
districts is a key advantage. The diversity of these neighborhoadsbe @rther accentuated
through development of architectural design featurdéisat reflect the history of eacharea
overlapped with modern features. The DDD currently promotes the differences in the
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neighborhoods in the DDiootprint on its website. These shiolbe aggressively promoted through
tourism partners and should be incorporated into all communications and brandimgaddition,
future policies can encourageevelopmentof diverse higkend housing options that reflect the
history of each neighborhoodhile increasing the population density in the area. This can, in turn,
increasedemand forhigh-end retail space while promoting greater sense of community and
belonging. Safety in Downtown neighborhoods has been a top priority for the DDD and ongoing
improvements must continue. Redevelopment of some parts of Downtown that have been known
for crime may be necessary for Downtown to reach full potential.

The public trolley and bus system is also an advantage, however New Orleans residents indicated
that better coordination is needed to make the system more accessible and convenient for people
living and working in Downtown. Any changes to the public transportation syst@nbe made in a
manner that incorporates Creative Class preferensesh aspreferences for accessible shopping,
integrated green space, and connectivity between the New Orleans Medical District and other
adjacent districts and neighborhoods.

The DDD has made efforts to increase the availability of diverse retail space in dowantdvihis
should continue. Some New Orleans residents felt that they could not find everything that they
wanted in the Downtown area; however there was a desire expressed to see the Downtown area
become a center for shopping as it has been in the past.

The Reinventing the Crescent project to redevelop the watervadjacent to Downtown
neighborhoodss a significant advantagdbowntownalsooffers green space atree public parks
Lafayette Square, Duncan Plaza and the Mississippi River Heritage @anlently, Downtown
residents are never more than a five minute walk from a public green spactire pblic space
design can build on these advantages, incorporatingen space design into new developments
Third spaces abound in Downtown New Orleafffering residents diverse settings to enjoy work
and play. Increasing access to wireless Internetamdinuing to promote ongoing increases in hew
and different third space experiences will further strengthen this advantage.

These advantages present Downtown with a strong and compelling opportunity to become a
premier Creative Class center. If exploited in a comprehensive economic development strategy that
bring businesses into downtown, Downtown New Orleans may experienee tyipe of
transformation that has been seen in New York and Boston over the past few decades, as these
cities moved from dangerous and declining urban centers to thriving centers of creativity and
wealth. Effective coordination is needed between develsperconomic development
organizations, businesses, and public policy makers to realize this change. The DDD has a unique
opportunity to play a role in attractingreativetalent, facilitating strategic planningand enacting
changes to move Downtown Newl@ans to its full creative potential.
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Office +Work and the Creative Class

Interviewer: Would you consider ever moving to New Orleans?
Holly: Not unless there was a job that just blew my socks off.

This comment came from a teleworker who coakhibse to live anywhere in the US&he dscribed
herself as someone who loves New Orleanaying visitedthe city over 10 times. Shéondly
describedmany of herfavorite cultural assetsthat New Orleans offers, yet, without a strong
opportunity for wok, she was not interested in relocating to the city.

One objective of thecurrent researchassignmentis to identify the office space preferences for
Creative Clasworkers. In the research we found that the office space requirements for workers are
highly diverse NI y 3Ay 3 FNRY flo6a G2 Odzowitdinspiding viedvs. Badl K A NR
commonoffice space characteristics emerged as strong preferences that were comn@reative
Classwvorkers. Participants had difficulty describing the typéoffice space they desiredperhaps

in part because they do not have much experience in choosing their office environmregher they

just work in the space providedn some case£reative Classorkers had suboptimal workspace in
their current jobgs however it did not seem to be a major conoerFor instance, one worker was
employed in a newly built lab where the architects forgot to include separate office space for
workers As a result, workers were forced to share a small and cramped area wheteperson

had asmalldesk. The solution for this worker was to take her laptop to do more of her desk work in
a coffee shop. The total lack of personal office space was not really seen as a problem.

Although definitive office space preferences diat emerge in the focus groups, a number of work
related preferences did emerge. These attitudes are particularly noteworthy bethegstrongly
affect the success that the DDD will have in making downtown a place of choiCecfative Class
workers. Tese attitudes are discussed in this section.

Job Options and Start-Ups

As mentioned previously, one of the most attractive featureCofative Classenterssuch as San
Francisco, Houston, and Austin is the availability of jobs, the ease of switchin@yal the flexibility
that workers have in choosing the firfar whichthey wish to work. There is not currently a large
concentration of businesses in Downtown New Orleans in any of the identifihastries of the
Mindt at least compared to other cés. The research teanviews this as the single greatest
challenge that the DDD faces in attractir@@yeative Clasworkers.

In the focus groups, we spoke with workein several segments of tHadustries of the Mind
including biotechnology, life and health sciences, digital media, game development, social media,
and artsbased businesses. In every single industry segment, we heard the same concern: Workers
were reluctant to consider living in any place without eg&anumber of job opportunities that could
facilitate easy job changes.
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Experience Matters

Biotech workers in our Houston focus groups emphasized that the most important feature affecting
growth of the biotech industry waexperiencedworkers. One Howston participant described the
needin this way:

Simon: And so, you don't sepn Houston] for example, some of the leading

edge innovation in cutting edge minimally invasive devices or some of the work

that's being done on obesity, some of these otheaarthat are really pushing

GKS SR3IS 2F (GKS Sy@gSt21L)S 06SOldzaS ¢S 2dzad R2y.
here that you can get.

They made a point to note that talented or watlucated workers are insufficient to fétate

growth of the industry-only individuals with 20+ years @kperience- in particularwith experience

in getting pharmaceuticals and therapeutic devices tigbuhe FDA regulatory processvere able

to affect substantialgrowth of the sector. They noted that the major centers fortéahnology

San Diego, San Francisco, Boston, and New Jevgaye home to the major pharmaceutical &

biotech firms. As staip firms in metro areas across the US move through clinical trials, at some
point, if successful, they are purchased by a largé firk YR 2F Sy 0 GKFG LRAYG
are moved to one of these center§.his was seen as particularly frustrating because starirms

typically are bought and relocate at the point in the development process in which they begin to
generate gnificantly higher levels of employment. In thiswhy, & K2NBgy ¢ 0 syisSOK A Y|
difficult to maintain or retain in the areaThis concern was also shared by biotech researchers in our

New Orleans focus groups, one of which commented:

Fredrick:TheBiolnnovation €nter [that]is going up definitely helps. And then,
the next question is probably going to be, well, entrepreneurial tabdility to

NBE ONHzA G LIS getdinednpléySdM@& eXin a startup company, it's not like |
can pick up myriefcase and just go to the company next door and ask, well,
look, we just ran out of venture capital, do you guys have a job forlinest
doesn't-it's not really like that here. There are no real like resident
entrepreneurship programs where younctake a risk, and even if things fail,
move on and try something else within the same community.

A Variety of Opportunities

Workers in digital media and related industries cited a sinaidanrcerrt they felt that if they wanted

to move forward in their carers, they needed to move to a place where they had a variety of
opportunities. Similar to biotech, they emphasized the importance of large employers in the
ecosystem of the local digital media industry. One San Francisco participant described ivaythis

Justine:Everybody is here. Google's here. Yahoo's here. Apple's here. Like,
once everyone goes through the big companies then they kind of funnel out and
start their own companies and stuff like that. Google can finance flying out
developers from anywhere, rightjike flying them in.I only worked there four
years with some other guys who started their own companies. So, it just sort of
channels peoplgnto the area).
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The major digital media firms in thigay area are essential to the ecosgst of startups in this
industry. These major anchor firms that recruit top talent into the area serve a dual benefit through
spin-off new business staips.

A Network of Friendships

Arts-based business owners we spoke with in Austin had a similar concern, with a slightly different
twist: they were hesitant to consider relocating to Downtown New Orleans because they do not
have an established personal network in the area. Their netsvark friendships were seen as
essential to finding gigs. Several of the drésed business owners we spoke with were also media
developers or had some other form of contract work that augmented their income. Without a
professional network, they were uattain whether they would be able to establish and continue to
grow their businesses.

Wages & Costs of Living

Wages in New Orleans are lower than that of other Creative Class centers. While this is a
disadvantage from the viewpoint of workers, it is aykadvantage for attracting Digital Media
businesses throughout the US that are being pressured to reduce costs. So long as the supply of
qualified and highhskilled workers is maintained, New Orleans has a natural advantage for
businesses looking to @ate, and this advantage can be exploited to attract employers.

Using the Martin Prosperity Index for Cost of Living and the Bureau of Labour Statistics data on
wages in media, arts and entertainment occupations, Figure 3 highlights key differencestineC

Class cities. For Digital Media occupations, New Orleans has the lowest wages of the cities we
compared, at a mean hourly rate of $19.97 per hour. Similar workers in Austin earn 28% more at an
average of $25.69 per hour and workers in San Fraactarn 60% more at $31.97 per hour on
average.

Figure3 Digital Media Wages vs. Costs of Living in Selected Cities
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Sources: Bureau of Labour Statistics, Median Hourly Wage for Occupations in Arts, Media, and Entertaigitaént (Di
Media), Martin Prosperity Institute Cost of Living Ind€ensus Bureau

It is important to make a distinction between an advantage in low labor costaarativantage in
low cost of living.The cost bliving in New Orleans lswer than some of thggremier Creative Class

centers in the US such as New York, San Fancisco and Washington DC; however compared to some

competing cities, like AustirCharlotte,and Houston, costs of living in New Orleans, on average,
higher.

Communication of lowcostlabour advantages should be performed in a discerning way. Efforts to
attract talented Creative Class workers to New Orleans can highlight cultural experiences and
diversity while acknowledging lower costs of living than major centers. Communication and
promotion strategies wittremployers can emphasize statistics and case studies that illustrate how
businesses can save costs by relocating to New Orleans, drawing upon the existing base of talent,
FYR FAOGNI OQlGAy3 62Nl SNE yliaessd { t @8 GKNRJdzZZAK bSys

Almost by definition, Creative Class workers are the highest earning demographic. This group of
workers includes researchers, attorneys, engineers, computer engineers and other occupations that
require advanced degrees and offer high earningteptial. Several research studies have
demonstrated that workers with Creative Class occupations earn significantly higher wages than
average® With this additional disposable income, Creative Class workers look for unique living
experiences to enrichheir lives. The combination of low labor costs, strong talent, and unique
cultural experiences gives New Orleans a natural advantage in attrdontingtries of the Mind If

these businesses are effectively recruited to the area, the wealth levels imtDew New Orleans

will naturally increase.

Upward Job Mobility

Although the ability to switch jobs with ease came up often in the focus groups, Graagive Class
workers we spoke with felt that practically all easy job changes where lateral and thardip
mobility was more difficult. Workers who had experienced several lateral moves without the ability
to progress to higher levels of responsibility expressed frustration in their jobs and showed a sincere
interest in relocation to anyplace offering #gsificant promotion in position. One participant
commented:

Amy: Formy type of job at the university, it's like you could throw out a resume
and get like 10 calls tomorrow. Yeah, like you just like click, click, click, click, and
that's justit--like you choose where you want to workSo, if you wanted to
move to a major university, you could. But, if you wanted to do something
different- Like, if | can get the resajtthen there's upward mobility. eBause a

lot of times, within health sciences, life sciences, you can work as hard as you
want, but like[career development idinited-- by like even degree. And I'm past

the point wherel want to go back and spensix years going to grad school,
another four years going to postoc So, I'd like a job without having to go
spend 15/ears and start over essentially

*Seed htarioin the CreativeAd S¢ 0 H N N O

h N

RDA Global Inc. 2323 Watts Houston, Texas, USA  (713)2401 www.rdaglobal.com Page34



¢CKS 2LIRNIdzyAdGe F2NJ OFNBSNJ) RS@St2LIYSyid FT2N 62N
significant factor to pull talentecCreative Clasworkers to New Orleans, if the opportunity exists.
When asked about their attitude toward relocating to New Orleans, one participant said:

Amy. I'd be inclined to give it a chance. And | think at this point in my life that
career advancement's the numbene thing. So, if those factors played into me
getting a really nice offer, maybe a work maveuld be enough.

Interviewer: | saw everybody's head nod. You guys all agree with that?

Group:d , S Ké3X wy2Rasg
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Creative Clasdttitudes toward New
Orleans and Downtown New Orleans

Justine:dWhen | think of New Orleans, | think of laeold, stuffy, French lady
or not French, but like Souther@reole ladies and/eah, or like college kids that
are drunk and wearing a lot of beaéls.

Avariety ofattitudes toward New Orleansvere expressedh the focus groups. The humorous one
guoted above illustrates how a variety of branding messages have made it difficolafor people
to envision all thalNew Orleans has to offer. This worker went on tormeiledge that her mental
image is likely incorrect but wondered aloud what the city offers her:

Justine:wLy { Iy CNguyolniled g BtherLp@oplevho are also
interested in therternet. Almost all of my friends doternet stuff or art stuff

or design stuff-so, if there was a growing community of people like that in New
Orleans, then that would probably be the biggest draw by far if | thought there
was like a large opportunity there or a community of people lik& me.

Generally speaking, mokicus group participants held positive views of New Orlednarticular,

those who had previously lived in the city were particularly fond of New Orleans and enjoyed
entertaining the thought of returningTopof-YAY R 02 YYSyda 2y dbdilas O2YSa
GKAY]1l 2F bSé6 hNISIyae¢ AyOf dzRSRY

- MusidJazz (1inentions) - Humidity (4 mentions)

- PartyindFun/Like Las Vegds - Distinct Culture (3 mentions)
mentions) - Mardi Gras (2 mentions)

- Food/Dining (Bmentions) - OpenMindednesq1 mention)

- YFONRYIlF Kk a[20a 2F 61 S NbamihgvisvaSagsi vy YISy G A 2y 0
- Bourbon Street (4 mentions)

Youwnger workers tended to view the city as an intriguing pléceexplore however, they were
uncertain about the industry opportunities. One participant commented:

Ricardo:lt's a cool city. | mean, | went to visit there once like a day there, just
tooling around as a tourist basically. It was a really cool city and thought this
would be an interesting place to live but never really thought about it after that
or anything. And there's [no jobs] really in design or on the web or anytbfng
that kind--that | know about- that would draw me there But, it seemed like a
cool place.

Anotherparticipant compar& b Sé h NX S| ya { Pou olthere forSul bndl thghZauA y 3 &
32 K2YSo¢
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Katrina is a significant feature of the identity of New Orleans in the minds of most of the participants
we spoke with. When asked what they think of when they think of New Orleans, one participant
answered:

Amy: It's been a city that's alwayintrigued me and | meant to visit like before
Katrina.. And | would still be interested to visit. But, in light of everything that
has gone on there, | more see it through documentaries or specials or that sort
of stuff.

For dder focus group participants, New Orleanfen brings up thoughts of crime, corruption and
violence One 38 year old participant commented on the crime:

Holly: I don't dwell on the bad, but crime used to be a big part of how I pictured
New Orleans, becaudeknew it had a pretty high crime rate for its population.
But, that's not the first thing that popped to mind. It's kind of low on the list, but
it's there.

Another older participant, age 41, reluctantly shasedandid viewgnd hopednot to offend the
research team)

Harris: But, the corruption plays into a mindset | have. Whether this is true or
not, | think of New Orleans government as being incompetent. And it may not
be, but the corruption sort of plays into a pEristing mindset that it's a fuaity

to go as a tourist but you don't want to live ther&orry for that prejudicial
mindset. I'm sorry about that.

A recent visitor to the city mentioned:

Nancy:l wanted te-when dark came, | wanted to go back home. | wanted to be
in my hotel. Hdidn't feel real comfortable But, as far as like the shops and the
different restaurants, | enjoyed that.

New Orleans residents in our focus group were more critical of the triwtdch these workers
viewed as a particularlyig problem for wntown.

Carie: | love the city, love to live in it. But, asawoman R2y QG 1y 2¢ | 062 dzi
from a man's perspective, but from a woman's perspective, | would be &braid

live in the Dwntown area.The violent crimeit's not so much crime, but it's

violent crime. Imean, every day you hear about people were shot and people

getting caught in the crossfire that weren't even involved in it. And so, not so

much crime as far as burglariesiolent crime.As a woman, it's very scary.

Local residents in the New Orleafixus groups had difficulty differentiating the DDD

from the City of New Orleans. For these resideat§ 2 6y (i2 6y é A& adyz2yeyYzdza
City Hall. When soliciing recommendations to improve dwntown, essentially all

recommendations were ones that werérected at the @y:
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Joel:One of the things, other than the crime, is the streets, the absolute worst
streets and they're horrible at fig the streets. So, tell the Downtown
DevelopmentDistrict to fix the streets.

Outside of these observations, responsasre sort of mked. Some participants viewedeN
Orleans as a place that has a very strong or dominant culture and that finding a place to belong in
this culture would be difficult or impossible. One participant commented:

Ricardo:;, S| KX A (i ke &dikgandi| cauld bditotally wrongr have

like aninaccurate perception. It doesn't seem like a very diverse kind of place.
Like it hasit seems like a very strong kind of culture to it. It definitely has a
different kind of-a special accdnfrom being there and the language and the
food and all that. But, it seemed like it has its own specific culture instead of like
a place where there's, | guess, diversity.

On the other hand, a participant in our Austin focus group commemtechow he
viewed New Orleans as openinded

Jack: | definitely feel like New Orleans shares, in some way, the -open
mindedness that Austin has. | would feel like people I've known from New
Orleans seem to gel well with people from Austin because theng shat kind
of--not only the southern hospitality thing,hich | think you find ifexas and
Louisiana, but also thgust general opemmindedness to social issues and things
like that.

Reasons to Relocate

To further explore attitudes toward New Orleans each focus group we presented participants

gAGK | asSi 2F awSlazya G2 wSt20FGS¢ (8 wdbSg hNI
presented information about New Orleans on a set of topics and asked whether any of these reasons
strongly appealed Topics included strengths of tHecal economy, New Orleafsnique culture,
Arts/Entertainmentvenues, lifestyle characteristicaltruistic reasons to relocate and other topics.

Generally speaking, none of oitrw S | & 2ejoates{imath tive exceptim of altruistic reasonsvere
stronglyappealing.

Among the digital media and artsased business ownershe interviewer suggestedhat New
Orleansneeds their help to rebuild- not just the physical structure, but the creative core of the city
to help save what could be lost from Katrina and help disivent and resurrect New Orlean3.he
interviewer asked if these workers would be interested to help rebuildterested enough to move
to New Orleans This opportunity very strongly appealedtteese workers. Some comments we
received included:

Jack | like the community involved in that idea. | mean, Austin definitely has a
community, but, because it's existed and the community here is already so
strong, some people seem to be set in their ways. But, | feel like, in a situation
like that, it may bepeople would feel even more, since it is rebuilding the
cultural and artistic core, like you were saying, it may even feel a bit more like a
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team effort. And that's a really cool idea, to relocate there and then become
part of something instead of just lmgy a part of something because it's always
been here.

Scott And there's a feeling of responsibility, too, as an American, having
something like this that you can help rebuild, and as an artist, too, having an
artistic center like this to be able to helgbuild, it's a really attractive idea.

Ricarda That's interesting Of everything you've mentioned, that's the one that

is most attractive to me because | like having a cause | can invest in in my life.
And so, frankly, if | were to move to New Orlgait would be more to help
rebuild it than it would anything else, because that would seem to me to be a
worthwhile use of my time.

It should be noted though, that the idea to help rebuild New Orleans had sort of a polarizing effect
on the participants. While some were intrigued or even energized by the idea, others whose
relocation choices might be more informed by career considerations often responded (with some
level of embarrassment) by stating that the altruistic reasons are not enough. It seented
research team that these participants felt somewhat glihscious about saying that they were not
willing to make move to New Orleans to help out, unless it was combined with financial benefits.
When we asked participants in one group if they Vdomove to New Orleans to help rebuilde
cAlieQa ONBFGABS O2NBxX 2yS LISNA2Y NBalLR2yRSRY G2 A
Others were intrigued by the idea of living in New Orleans as sort of a short term experience, for a

mix of altruistic reasons and the opportunity to explore the place. One person commented:

Ricardo:I'm like, yeah| can move and try it out for a yealf | don't like it, | can
always come back or go somewhere else.

Sources of Information

As might be expected, online resources were seen as the main places to obtain information about
Downtown New Orleans. When the research team asked participantsevthey would go to get
more information about Downtown New Orleans we receive responses such as:

Amy:I'll Google it.

Holly: Well, | mean, if | were seriously thinking about living there or getting a job
there, | would go to Craigslist and see if N&neans has a community on
Craigslist.

Justine:Twitter, Face Book, Bebmy big three.

The information that was most commonly sought was information on jobs and employers.
Information onspecificemployerswas seen as the most beneficial, followed dymmunity and

professional networking sites where workers outside of New Orleans could connect personally with
workers in New Orleans. Industry networking sites were top considerations for digital media
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workers and artdased business owners, in partiaul They looked to these resources to help them
identify networks to find contract work or performance venues.

Generally speaking, workers in digital media and arts did not find governspemsored
information websites as helpful. One participaoimmented:

RicardolL R A &ty duideekitid ofisites that are usually all kind of sponsor
based kind of things. But sometimes, | comeontactwith a non kind of
sponsored spaoeith information and resources that arelpingcompaniego
get theword out about what they're doing.

So, like creatingg ¢ S 6 & A (i SHefe'K thdicityfl\N2wsGrléansd We're a
great city to live in. Here's why. We've got a lot of great businéssibmt's

nice, but what about those actual businesses an@wizations that are in New
Orlean®

Lke the comments of the digital media worker above, workers in other industries are interested in
high-quality and detailed information that helps them to find jobs at specific employers. A
participant in our Houstobiotechnology focus group asked:

Nathan:| mean, how many biotech companies are there in New Orleans?
You've got a directory of them. I'd like to see it.

Clearly connections into the local industare atop interest for these workers and resources about
Downtown as a placehould make learning about theolntown job market easy and personal. Itis
the connection with specific businesses that these workers are looking bfoth with hiring
managers and wht potential fellow employees.

Communitybased information sources were also seen as the best resource for learning about
quality of life in New Orleans. Internet chatter on blogs and connections with individuals living in
New Orleans were seen as thesb@laces to learn about the real New Orleans lifestyle.

Visits to New Orleans, for vacation or for a conference, were also mentioned as wayshén gat
information about Downtown Bw Orleans. The DDWorks closely withthe New Orleans
Convention and Visits Bureau to promote Bwntown. Messaging and branding of Downtown can
position Downtownas a centre for business and alsiNR2 Y 2 0 S b SnéighbokiboSbeyoad
the French Quarteas places to explore.
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On-Line Survey Results

Reasons to Move

Most Creative Clasworkers moved to their current location for lifestyle reasons. Jobs were also
very important decision factors. A smaller portion of respondents indicated that they moved where
they live to attend a university or live near family. Most workers indic#tet low cost of living did

not have much impact on their relocation. Only a very small percentage of workers (1%) indicated
that starting a business strongly influenced their decision to move.

How much did each of the following influence you to move where
you live now?

Low Cost of Living 1.92

Start a Business

% For Lifestyle 4.64
% For a Job

';) Near a University 3.29

§ Live Near Family 2.93

@

(&)

4

1.41

0.00 1.00 2.00 3.00 4.00 5.00 6.00 7.00
Average Score

Most workers indicated that the availability of walking and bike paths and proximity to public
transportation strongly influenced their decision to move specifically to downtown. Diversity was
the third highest rated factor influencgnworkers to relocate to downtown, followed by living in
proximity to work. The availability of arts, outdoor parks, and live music all received higher than
average scores. Proximity to sports venues and good schools did not much influence their slecision
to live downtown.

How much did each of the following influence you to live
downtown?

Near Walk or Bike 5.2
% Near Public Transportatior 5.0
g Near Diversity 4.8
] Near Job 4.6
o Near Arts .
—O' Near New People 4.4
';) Near Parks Outdoors 4.4
5 Near Music 4.1
§ Near Professional Networl 3.9
04

Near Major Sports Venue 3.0

Near Good School:

0.0 1.0 2.0 3.0 4.0 5.0 6.0 7.0
Average Score
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Free Internet Access Points

Response to the survey shows th@teative Classorkers would use frednternet at all of the

LINELI2aSR | O0Saa LRRYYEP Sd AIONBERK ik NSy i Sad NS

the respondents ranking it as a service they would use very often.

The four occupationshat were most likely to utilize free access to th#ernet were: Education,
Law, Healthcare, and Digital MedBeveral of the Digital Medjgarticipants in the Austin, TX focus
groupindicated a high propensity for working on a freelance baSigice freelancing typically does
not tie a digital media employee to an office or specific déis&y could often work \thin various
downtown areas such as parks, restaurantsocal coffee shops.

Which of the following (free Internet access points) would you be likely
to use, if available?

Free Internet Access

Points

Internet Downtown 57

Internet Bookstore

Internet Transportation
Internet Public Libraries

Internet Parks 5.0

1.0 2.0 3.0 4.0 5.0 6.0 7.0

Average Score

Recycling Bin Locations

Most workers indicated that they would support each of the recycling choices which were presented
during the questionnaire. Curbside, Sidewalk, and Park Bins were the highest rated choices made by
the 400 respondents.

Drop-off recycling centeswere not as popular as the other three option8y definition, the survey
population was restricted tavorkers that livein a five mile radius from the center oinaajor Uity
Since these areas are often congesteith automobiles, trucks, bes, and peddsians, it may bean
inconveniencdor the workersto transportrecycled goods from their residence to a drop off center.

How likely is it that you would use a recycling bin at the following
locations?

Recycle Locations

Curbside
Sidewalk
Park Bin
Drop-off

1.0 2.0 3.0 4.0 5.0 6.0 7.0
Average Score
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Residential Amenities
The highestated residentiabmenities included:

¢ Ability to walk to a transit stop,
e Laundryfacilities,

e Parking osrsite, and

e Qualityfinishings.

High income earnergarning $150,000 or more also indicated that fithess centers and balconies
were impatant amenities (theypreferred these amenities 20% more often than those who earned
$50,000 or less annually). Amenities such asitentertainment, parking lot attendants, and-on
site valets were consistently ranked low across all demographics.

What types of residential amenities are most important to you when
choosing aresidence?

73.5%
70.3%

Walking to Transit Stog
Laundry facility

Parking on site

Quality of finishes
Balcony

Fitness Center

Pets

Security or doorman
Off-site parking

Use of "green" materials
Swimming Pool

Onsite entertainment
Parking lot with attendant
Onsite Valet

Percent Selecting the Amenity

2.3%

Total Respondents = 40( 0 50 100 150 200 250 300 350 400
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Planning to Move

The majority of theCreative Clasworkers were not planning to move (79%). This finding parallels
the 2008 Census Bureanational mover rate In 2008, he move rate,which represets the
percentage of Americansylearold and older who moved within the past yednit its lowestsince

1948 Our survey of Creative Class workers was performed in December of 2009 through January
2010 and found that intentions to move in thear term are lower than the 2008 mover rate for the
nation.

Are you currently planning to move from your downtown or urban
residence?

Percent Moving: Respondents vs National Avera

National Average 2007
National Average 200¢
25t0 29

30to 39

181t0 24

40 to 49

60 to 69

50 to 59

Older than 69 | 0.0%

0.0% 5.0% 10.0% 15.0%

13.20%
11.90%

8.5%

Visual Images Survey

In the visual images survey, respondents were presented with four images depicting places in
downtown. The places included transit shelters, urban plazas, modes of transportation, residential
exteriors, and residential interiors. The images depict diffiees in design. Some depict designs
that have incorporated green space or landscaping. Others represent modern and contemporary
design features. Some of the images are pictures of places in New Orleans while others depict
places that could be anywhelia the US. Our goal in the visual preferences survey was to evoke
responses from Creative Class workers that can be used to guide civic planning design decisions that
make Downtown an attractive place for Creative Class workers. As noted throughaetpibi the
diversity of places and design features are perhaps more important to Creative Class workers than a
preference for one particular style. Nevertheless, it is helpful to have a sense of the types of spaces
that Creative Class workers generalfgfpr.
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Visual Image 1 Transit Shelters

In the visual images survey, 53% of respondents gave a score of 6 or Zamird Scale to Image 1

in the upper left. The image features a modern design in an enclosed area protected from weather.
The image contains green features in the backgroufide seconéhighest scoring image is Image 2,
which 45% of respondents scored with a score of 6 or 7. This image also contains green features and
a contemporary design. Image 3 depicts a artistic design in the transit shelter and it scored slightly
lower with 41% of respondents indicating a strong desire to see this shelter in the place where they
live. Image 4 was one of the lowestted images in the survey. The functional but plain design
offers protection from weather but lacks appeal to Creatives€imorkers.

Figure 5 Four TransitShelter Options (Scores represe¥of respondents indicating a strong preferenescore of 6 or 7)

Image 1: Score=53% Image 2: Score= 45%
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Visual Image 1 Urban Plazas

Among urban plazas, response was overwhelmingly positive for Image 2 that depicts a tranquil
natural park in an urban setting. This image was the highest rated in the entire visual images survey.
It leads us to believe that the presence of urbamks similar to the one depicted is a key preference

for the Creative Class. The second highest rated image is Image 4 which depicts people relaxing
around a fountain in an urban setting. Focus group participants described waterfront settings as
attractive andit appears from the scores that the same may be true of plazas that incorporate water
into a green space design. An image from the French Quarter scored well with 55% of respondents
giving the image a score of 6 or 7. The lowest scoring imagetdd@ modern art installation. The
installation isinteresting, but lacks broad appeal to Creative Class respondents.

Figure6: Four Urban Plaza Options (Scores represpetcent of respondents indicating a strong preference)

Image 1: Score=41% Image?2: Score= 81%
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Visual Image 1 Modes of Transportation
Ly GKS adNBSes GKS [jdzSadAizy ¢S a1SR NBaLRyRSyl:
Judging from the responses, people want to haublic transit available where they live. Image 1
receival the second highest score in the entire survey. The image depicts a new and modern
electricpowered light rail in an urban setting. People entering the rail line appear to be commuters
and the ertrance appears elevated and safe. The image of the bicyclist had the second highest
score. The cyclist is on a designated bicycle lane with active traffic in the background. 53% of
respondents have a high score to Image 3 of the New Orleans streeteagtieen setting. The
image of automotive traffic received the lowest score in the survey.

Figure7: FourModes of Transportation Options (Scores represent percent of respondents indicating a strong
preference)

Image 1: Score=81% Image 2: Score= 56%

HW@H | LFH

GAUTREAUS
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Visual Image 1 Residential Options

Image 2 received the highest score of the residential exteriors. As mentioned earlier in the report,
the image depicts a mixedgse setting with streetevel retail spac®n the ground flooy residential

space above, wide sidewalks, and adjacent green space that itwetl the background there are
tables that might offer places for friends to relax. Imageéepicts architecture common to New
Orleans. 60% of respondisngave the image a high score suggesting that modernisghor mid

rise design is not necessarily preferable to urbanites living in downtown areas. Images 1 and 4
received lower scores. Image 1 depicts a contemporary design that is chic and appeasms,

but these features in this image did not appeal as strongly to Creative Class respondents. Perhaps
this is because the image does not seen to promote a sense of community. Image 2 and 3 both
portray living space that gives a neighborhood feghwalconies and a front porch.

Figure8: FourUrban Residential Options (Scores represent percent of respondents indicating a strong preference)

Image 1: Score=38% Image 2: Score= 62%

Image 4 Score=46%
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