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1. Understanding the impact of transportation on growth patterns

2. Communicating to underlying values

3. WFRC approach to external Driving Forces

Outline



Conventional Transportation Planning and Modeling

Land Use Travel Road Capacity
generates demands
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If we don’t build If we do build



Range 
Farther:

“maybe I’ll 
take that job 
across town”

Move Home:
“land is 

cheaper on 
the edge of 

town”

Reduce 
Congestion

“I’ll take 
the Main 

Roads 
again”

“I can 
commute 
at 8:30 
again”

Traffic improvements can be difficult to sustain…

Congestion

Returns?
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Actual

Induced Traffic

Forecast
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Traffic Planning:  The Reality



New Development

Travel Patterns

Transportation 
Investment

Forecasting Travel Demand – In the Past



New Development

Travel Patterns

Transportation 
Investment

Forecasting Travel Demand – Real Estate Market Model



Forecasting Tools

• Travel Demand Model
• Real Estate Market Model



REMM Inputs: Zoning and Allowable Densities

Baseline Scenario 2 Scenario 3

Equivalent to baseline densities



WFRC Adopted Regional Goals
October 2016



Access to Opportunity: 
How many valued destinations can be reached in a reasonable 

period of time

“How many job opportunities are within 
30 minutes?”

“how many skilled laborers are within 30 
minutes?”



Potential Workforce



Labor access within 30 minutes



Transportation 
Improvement

Labor access within 30 minutes



Labor access within 30 minutes



Infill Development

Labor access within 30 minutes



Better speed

Bring growth near transportation

Reduce necessary travel distance

Methods to increase Access to Opportunity



Analyzing Access

>760,000 jobs 
within 30 minutes

130,000 
jobs within 
30 minutes

>160,000 jobs 
within 30 minutes

< 15,000 jobs 
within 30 
minutes
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Values Stake-
holders

Scenar
ios

Public 
Input

VisionNeutral



Lasting Change Starts with Values

• Values are the foundation of personal 
decision making

• Stable and enduring
• Widely shared



LOGIC QUESTIONS ANSWERS

ATTRIBUTE

FUNCTIONAL 
CONSEQUENCE

PERSONAL 
CONSEQUENCE

VALUE

Why did you rate the quality of life 
in    Utah so high?

Why is that important to 
you?

What is the benefit to you 
when you can raise your 
son in a safe environment? 

Why is it important for 
you to be more at 
ease?

“People here just seem to be 
friendlier”      (The People)

Why are the “friendlier 
people”  important to you?

“Better place to raise  family”
(Good place for family children)

“Raise son in a safe
environment” (Feel Safe)

“Less worry - more at ease”
(Less Worry)

“Security and love as a 
parent”   (Family Love)

A Values laddering Process



Life in Utah

Affordable 
Living

High Income          
Level Taxes

Crime
LDS                 

Church
Population         

Growth

The People
Infrastructure

Educational    
System

Good Place for 
Family/Children

Traffic
Scenic 
Beauty

Outdoor    
Recreation

Climate

Air 
Quality

ATTRIBUTES

FUNCTIONAL 
CONSEQUENCES

Save               
Money

Become a 
Victim of Crime

More               
Crowds

Have More     
Choices

More Car    
Accidents

Save Time

Gain         
Knowledge

Children            
Learn More

Children Handle 
Life’s Problems

Will (Not) Be 
Sick

PSYCHO-SOCIAL    
CONSEQUENCES Better Quality          

of Life

Feel Good

Do Other ThingsBuy Other       
Things

Less Stress

In 
Control

Commonly           
Held Ideas

Feel Safe

Get Along           
With Others

Makes Me Happy

Less Worry

Spend Time        
With Family

Do a Better          
Job

Feel     
Healthy

Personal        
SecuritySelf Esteem

Peace                       
of Mind

Family                
Love Accomplishment

Self          
Satisfaction

Personal    
Enjoyment

Freedom

Self Esteem
PERSONAL VALUES



U T A H N S ’  V A L U E S
SAFE AND SECURE ENVIRONMENT

FAMILY FRIENDLY / 
CLOSE-KNIT COMMUNITY

GOOD PLACE TO RAISE CHILDREN /
SPEND TIME WITH FAMILY AND FRIENDS

FEEL SAFE / 
BETTER SENSE OF COMMUNITY

PEACE OF MIND / 
PERSONAL SECURITY



U T A H N S ’  V A L U E S
SAFE AND SECURE ENVIRONMENT

CROWDS

CRIME/ BAD PLACE TO RAISE CHILDREN

FEEL LESS SAFE

PEACE OF MIND / 
PERSONAL SECURITY



U T A H N S ’  V A L U E S
SAFE AND SECURE ENVIRONMENT

HOUSING OPTIONS NEAR ME

I HAVE CHOICES

MY CHILDREN CAN HANDLE LIFE’S 
PROBLEMS

PEACE OF MIND / 
PERSONAL SECURITY



The Words of Housing 
Affordability

• “DENSE” = “Stupid” or “Crowded”

• “CHOICE” = I have control, my children have more 
control



The Words of Transit

• “MASS” Transit = Crowded

• “PUBLIC” Transportation = I get my work done



OUTDOOR RECREATION / SCENIC BEAUTY

ENJOY OUTDOORS /
SPEND TIME WITH FAMILY AND 
FRIENDS

LIVE HEALTHIER / BETTER LIFE

HAPPINESS /
PERSONAL ENJOYMENT

U T A H N S ’  V A L U E S
SCENIC BEAUTY AND OUTDOOR RECREATION



“Habitat”
versus “Open Space”

versus “Places to Recreate”



Persuade with Reason

Motivate with Emotion
Your message must be personally relevant or 

people won’t get involved, change or act 
differently.

Communicate with Values
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