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we	can�t	do	it	
alone	…

Who	are	you?



Who	are	we?



Conversation



People don’t care 
to show up.

How are we 
hearing from 

the 
community?

People are too 
busy to 

participate.

No time to 
get more 

input.

Where is 
input 

gathered?

Who typically 
attends public 

meetings?



Flickr:	AZ	Chaps

Storytelling??
Story	Listening??

Too	soft	and	fluffy.

“I	don’t	know	how.”

How	do	we	reach	

everyone?



how do	we keep	our	

somewhere
from	becoming

anywhere?









neighbors

traditions

placesheritage culture

character

future





“The	unique	characteristics	of	place	
may	be	the	only	truly	defensible	
source	of	competitive	advantage	

for	communities.”
Joe	Cortwright,	City	Vitals



A	Barn-Raising	

Approach	to	

Community	Wealth	–
Community	Heart	&	Soul

Jane	Lafleur

Lift	360	Senior	Consultant	

and	

Heart	&	Soul	Coach

#NPSG2017

National	

Community	Trends
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Asia	has	replaced	Latin	America	(including	

Mexico)	as	the	biggest	source	of	new	

immigrants to	the	U.S.



19

America’s	demographic	changes	are	

shifting	the	electorate	– and	American	

politics.
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Millennials,	young	adults	born	after	1980,	

are	the	new	generation	to	watch.	



21www.pewproject.org

Women’s	role	in	the	labor	force	and	

leadership	positions	has	grown	

dramatically.



22www.pewproject.org

The	American	family	is	changing.
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The	share	of	Americans	who	live	in	

middle	class	households	is	shrinking.
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Christians	are	declining	as	a	share	of	

the	U.S.	population,	and	the	number	

of	U.S.	adults	who	do	not	identify	with	

any	organized	religion	has	grown.	
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The	world’s	religious	makeup	will	look	

a	lot	different by	2050:	
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The	world	is	aging.



The	Generations	Defined



Millennials	Overtook	Boomers	in	2015
• Projected Populations, In Millions, 2014 to 2050

• Source:	Pew	Research	Center	tabulations	of	U.S.	Census	Bureau	 Population	Projections	Released	December	 2014
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Millennials	Already	Largest	Generation	

in	the	Work	Force
• Labor Force, In Millions, 1995-2015

• Source:	Pew	Research	Center	tabulations	of	monthly	Current	Population	Surveys
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Race	and	Ethnicity

• Source:	Pew	Research	Center	tabulation	of	the	March	Current	Population	Survey	from	the	Integrated	Public	Use	Microdata	Series	(IPUMS)

Race and Ethnicity When They Were Ages 18-33



Veteran	Status	(Among	Males)

• Source:	Pew	Research	Center	tabulation	of	the	March	Current	Population	Survey	from	the	Integrated	Public	Use	Microdata	Series	(IPUMS)

Veteran Status (Among Males) When They Were Ages 18-33
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Marital	Status

• Source:	Pew	Research	Center	tabulations	of	the	March	Current	Populations	Survey	from	the	Integrated	Public	Use	Microdata	Series	(IPUMS)

Marital Status When They Were Ages 18-33



As	Young	Women,	Silents	Were	About	

Twice	As	Likely	as	Millennials	to	be	Out	

of	the	Labor	Force

• Source:	Pew	Research	Center	tabulations	of	the	March	Current	Populations	Survey	from	the	Integrated	Public	Use	Microdata	Series	(IPUMS)

Employment Status of each Generation at Ages 18-33, by Gender (%)



Immediate	Enrollment	in	College
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% of Recent High School Completers Enrolled in College

• Source:	National	Center	for	Education	Statistics



Rising	Educational	Attainment

• Source:	Pew	Research	Center	tabulations	of	the	March	Current	Populations	Survey	(1963,	1980,	1998,	and	2014)	from	the	Integrated	Public	Use	Microdata	Series	(IPUMS)
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Share	of	25-29-Year-Olds	Completing	

Four-Year	College	Degrees,	1971-2012

• Source:	Pew	Research	Center	tabulations	of	the	March	Current	Populations	Surveys	(1971-2012)

%



Median	Annual	Earnings	of	25- to	32-Year-Olds	Have	Remained	

Flat

Source:	Pew	Research	Center	tabulations	of	the	March	Current	Population	Survey	(CPS)	Integrated	Public	Use

Micro	Samples
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Earnings	of	Young	Adults	Have	

Increased	for	the	College-Educated

$38,833 

$41,989 
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Source:	Pew	Research	Center	tabulations	of	the	March	Current	Population	Survey	(CPS)	Integrated	Public	Use

Micro	Samples



Median	Adjusted	Household	Income	of	

Households	Headed	by	25-to	32-Year-

Olds

$57,175 

$54,081 

$54,140 

$55,384 

Millennials in 2013

Gen Xers in 1995

Late Boomers in 1986

Early Boomers in 1979

Silents in 1965*

In 2012 Dollars

Source:	Pew	Research	Center	tabulations	of	the	March	Current	Population	Survey	(CPS)	Integrated	Public	Use

Micro	Samples



Median	Adjusted	Household	Income	of	

Households	Headed	by	25-to	32-Year-

Olds	by	Educational	Attainment
In 2012 Dollars

Bachelor’s 
degree or 

more

Two-year 
degree/ High 

school 
graduateAll Some 

college

Millennials in 2013 $57,175 $89,079 $51,962 $39,842 

Gen Xers in 1995 $54,081 $86,237 $55,168 $45,164 

Late Boomers in 1986 $54,140 $81,686 $59,518 $47,986 

Early Boomers in 1979 $55,384 $71,916 $58,432 $50,097 

Silents in 1965* NA NA NA NA

Source:	Pew	Research	Center	tabulations	of	the	March	Current	Population	Survey	(CPS)	Integrated	Public	Use

Micro	Samples



Living	Arrangements	of	25-to	32-Year-

Olds
%

Living in Parent’s Home

Source:	Pew	Research	Center	tabulations	of	2013,	1995,	1986,	1979	and	1965	March	Current	Population	Survey	(CPS)	Integrated	Public	Use	Micro	Samples
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No	Increase	in	

Young	Adult	Households
• 18- to 34- Year-olds

• Source:	Pew	Research	Center	analysis	of	the	Current	Population	Survey	Merged	Outgoing	Rotation	Group	data	files	and	2015	basic	monthly	files.



Independent	Living	and	the	Young	

Adult	Labor	Market
• 18- to 34- Year-olds

• Source:	Pew	Research	Center	analysis	of	the	Current	Population	Survey	Merged	Outgoing	Rotation	Group	data	files	and	2015	basic	monthly	files.



February	13,	

2017
44www.pewresearch.org

Millennials:	Unmoored	from	

Institutions



Millennials	Upbeat	about	Their	

Financial	Future

Source:	Pew	Research	Center	survey,	Feb.	14-23,	2014
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How	will	you	incorporate	the	voices	of	
the	next	generation	into	your	

community?



R.	Mimi	Iijima
Pennsylvania	Humanities	Council

Community	Heart	&	Soul:
Partnerships	for	Success
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R.	Mimi	Iijima
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http://juliesondradecker.blogspot.com/2014/11/diversity.html









Why	Conventional	

Planning	has	failed	

for	so	long?	









70%	of	Galesburg’s	

Children	Qualify	for		Free	

or	Reduced	Lunch



Backpack	Fridays	









http://catherineonyemelukwe.com/implicit-bias/







Implicit	Bias	Testing	

Harvard	University



https://youtu.be/Ahg6qcgoay4

Awareness	test



Community Driven Revitalization 
Through 

Community Heart & Soul

A	Barn-Raising	Approach	to	Community	Wealth	–
Community	Heart	&	Soul	

Jane	Lafleur
Lift360	Senior	Consultant

Heart	&	Soul	Coach	and	Champion
#NPSG2017	





Big	Box	Size	Cap	Initiative



Town-wide	Charrette



We	value	community	involvementwhere	
people	participate	in	schools,	organizations,	

churches	and	community	events	and	

festivals.

We	value	an	accessible	communitywhere	we	
have	easy	access	to	goods	and	services,	to	local	

government	and	information.

We	value	having	culture	and	nature	in	close	
proximity,	where	we	might	see	a	seal	or	a	

moose		but	we	also	have	restaurants,	art	

galleries,	local	theater	and	a	library,	all	within	
walking	distance.

We	value	a	strong	sense	of	communitywhere	
people	trust	one	another	and	feel	safe.

Damariscotta	Values

We	value	living	locally,	being	able	to	
afford	to	live	and	shop	in	Town.

We	value	working	locally and	growing	
locally	owned	businesses.



The image part with 

Trash	incinerator

The	Trash	Incinerator







The	Downtown	Left	Behind



Project	Goals
•Engage	a	breadth	and	diversity	of	
Gardiner’s	population	in	identifying	

common	community	values

•Develop	a	values-based	vision	that	
will	inform	the	City’s	Comprehensive	

Plan,	Downtown	Master	Plan	and	

Waterfront	Master	Plan

•Use	community	values	to	guide	

future	policy	change	and	investment	

decisions



Family	Friendliness-We	value	spaces	and	organizations	 that	are	available	to	residents	of	all	ages	

and	income	levels.	

Education-We	value	an	education	system	that	prepares	students	for	a	global	environment.

Connection	to	Nature-We	value	outdoor	 recreation	opportunities	 and	the	preservation	of	open	

space.

History,	Arts,	&	Culture-We	value	history	while	continuing	 to	develop	diverse	cultural	activities	

for	residents	of	all	ages.

Strong	Local	Economy-We	value	a	strong	economy	that	welcomes	businesses	and	

entrepreneurs	while	maintaining	the	character	of	the	community	 including	 the	historic	

downtown.

Sense	of	Community,	Sense	of	Belonging-We	value	a	community	where	residents	are	helpful,	

caring,	and	show	respect	for	each	other.	

Community	Involvement	&	Volunteerism-We	place	high	value	on	volunteering	and	civic	

involvement.	

Livability-We	value	preserving	 the	character	of	the	city	while	ensuring	 that	residents	of	all	ages	

and	incomes	have	access	to	family	support	 systems,	transportation,	and	arts	and	culture	

opportunities.	

Infrastructure/City	Services-We	value	safe,	well-maintained	roads,	sidewalks,	schools,	and	

public	 spaces	that	are	accessible	and	clean	in	all	seasons.	

Unique	Physical	Assets-We	value	the	city’s	unique	natural	and	built	assets	that	are	at	the	heart	

of	the	community’s	 identity,	and	believe	they	should	be	available	to	all	residents.

Inclusive,	Responsive	Government-We	value	open,	 two-way	communication	between	residents	

and	community	decision	makers.





















Building	Community	Wealth
Aesthetics

Social	Offerings
Open/Welcome
Civic	Involvement
Social	Capital

Basic	Services
Local	Economy

Safety
Leadership/Elected
Education	Systems

Knight	Foundation:	

Soul	of	the	Community



We	may	be	

doing	this

But	we	need	to	

be	doing	this



Aesthetics…







Social offerings… 

http://bit.ly/2ia7e6B





open & welcome…







building social capital…   









civic involvement …







Image:	Smart	Growth	America

Image:	Baltimore	Post	Examiner



Towns	completed	 Towns

Foundations

OrganizationsCurrently	in	process

Active	interest	in	Community	Heart	&	SoulApplied	Community	Heart	&	Soul
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Thank	you	for	joining	us
as	we	come	together	to	build	

successful	futures	for	small	towns	in	
America.

HelpDesk@orton.org


