
LETTER OF INTRODUCTION 

 

Dear Friend of Affordable Housing,  
 
The Campaign for Affordable Housing is pleased to publish the first edition of the Housing Advocacy 
Catalog. The purpose of this Catalog is to assist organizations in replicating the successful public education 
efforts conducted by the many community development corporations, local housing coalitions and providers 
of affordable housing across the nation.  
 
This edition is a compilation of existing campaigns with background and history on how they were organized, 
how they received funding, and how much it cost to run their campaign. It also has details on what medium 
was used to reach the audience as well as samples of the advertising. Some of these ads will be available 
for other new housing organizations about to launch their own campaigns. The new campaign can choose 
the advertising message and method that would work best for their region, insert their own logo, and 
customize it for their own use. Most of these case studies were first introduced at the NeighborWorks® 
Symposium on Multifamily Excellence titled Changing Minds, Building Communities: Advancing Affordable 
Housing through Communications Campaigns in Minneapolis, Minnesota in May 2004. The Symposium 
focused on the communications methods used by advocacy groups, developers and other organizations, 
many of which are highlighted in this publication, and lessons learned from them.  
 
While some of the ads in this publication may be available for other organizations to use or to modify, please 
do not do so without first contacting the organization responsible for these materials. Please do not duplicate 
any material in the Housing Advocacy Catalog unless permission is given in writing so as to not violate 
copyright law. It's also important to note that The Campaign for Affordable Housing did not evaluate the 
effectiveness of any advertising or outreach materials contained in this Catalog.  
 
We invite your feedback on this material. Tell us what you think we can do to improve future editions. We 
also invite you to learn about The Campaign for Affordable Housing by visiting our web site at www.tcah.org. 
The mission of The Campaign for Affordable Housing is to educate all segments of the public on the nature 
of affordable housing and the people who reside there. Our ultimate goal is to significantly increase the 
support for efforts to make housing affordable and to become a resource for state and local housing 
organizations trying to influence public opinion and build grassroots support for affordable housing. If you 
support what we are doing, please tell your colleagues. We are actively soliciting other examples of outreach 
materials for inclusion in the next edition of the Housing Advocacy Catalog.  
 
Sincerely, 
The Campaign for Affordable Housing  

 



Housing Advocacy Catalog • The Campaign for Affordable Housing4

Gaining Support for Affordable Housing

Development in a Community

Case Studies:

Austin: Proactive Communications is the Key
(Foundation Communities)

Minneapolis: Building Relationships. Building Housing
(Central Community Housing Trust)

Oldsmar, Florida: It’s Not Just a Good Thing to Do – It’s the Law
(The Wilson Company)

Northern California: Affordable Housing Week
(East Bay Housing Organization [EBHO])

Summit, New Jersey: Housing Matters; Messages That Mainstream America
Will Listen To

(Family Promise)

Marin County, California: Creating Support for Workforce Housing
(Marin Consortium for Workforce Housing)

Minnesota: Finding Supportive Leaders in a Community
(CommonBond Communities)

Seattle: Speaking in Residents’ Terms
(A Regional Coalition for Housing [ARCH])

Denver: Keeping Affordable Housing 
on the Political Agenda

(Housing Denver)



5Housing Advocacy Catalog • The Campaign for Affordable Housing

The key to winning the support of communities for affordable
housing projects is having a track record of good work, says
Walter Moreau, executive director of Foundation

Communities, a nonprofit developer in Austin, Texas.

In 2000 Foundation Communities sought to develop 160 units of
affordable housing on 28 acres in a moderate-income community on
the west side of Austin, one of the very first steps in their process was
to approach the community. The developer met with neighborhood
and business associations before even applying for tax credits and
other funding. “Our approach is that if we’re going to develop in a
new part of town we want to be proactive and straightforward,” said
Moreau.

“We made our presentation to the neighborhood group and we said
that we were there for their input and hopefully their support,” he
said. Because funding hadn’t been lined up yet, the group felt less
threatened by the project, since it was clear that it wasn’t being
rushed through. “They were polite and they voted to have their lead-
ers check us out.”

Four neighborhood leaders then went on a tour of other Foundation
Communities projects, and reported back to the group at the fol-

lowing month’s meeting that they felt the developer would build a community that could be a great neigh-
bor. The group voted to endorse the project.

Earlier projects had been met with much more resistance from communities, said Moreau, but in this case
Foundation Communities applied what it had learned in those situations and those lessons proved very use-
ful. One key, he said, is to not try to sneak a project through the process and hope that the community won’t
get wind of it until it’s too late to stop it, something some developers do, he said. “We want to make sure that
people hear about the project from us, not from something in the mail or in a roundabout way.” That helps
develop trust right from the beginning of the project, he said. “We always present ourselves in a profession-
al, candid manner.”

“People that live nearby care about their property values, and that’s something we need to respect,” he said.
“As an affordable housing advocate I don’t perceive that NIMBY concerns are all bad, because there are plen-
ty of bad developers out there. If neighborhoods are engaged in trying to prevent bad affordable housing
from happening and catching the developers that are sneaking that kind of project by them, that’s not a bad
thing.”

In 1998 Foundation Communities ran into opposition resulting in a meeting with “150 angry community
members on a 100 degree July evening” recalled Moreau. A neighborhood group had circulated a flier depict-

Gaining Support for Affordable Housing Development in a Community

AUSTIN: Proactive Communications is the Key
Foundation Communities

CASE STUDY IN BRIEF

• To earn the support of a com-
munity, developers need to
communicate directly with
neighbors early in the
process. Involving them after
a project is underway, or let-
ting them hear about it cir-
cuitously, will engender neg-
ative feelings toward the pro-
ject.

• Residents rightfully care
about property values, and
their efforts to keep out
developers whose work runs
counter to that concern is
good for the affordable hous-
ing developers who do their
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ing the developer as tax credit buzzards circling the neighborhood, and encouraging residents to “pluck their
feathers.” But the opponents asked direct questions and expressed their concerns, and Moreau was able to
address them all. In the end the group voted to remain neutral on the project. “They said that if we did the
things we said we were going to do they believed it wouldn’t affect their property values. They weren’t sure
they could trust us that we would, but they admitted that they saw us doing good things elsewhere.”

“People can see our track record and trust that we will be true to our word about the quality, construction,
design and ongoing property management,” said Moreau. “The developers who don’t have that kind of track
record are the ones who try to sneak it by people and argue that their projects must be allowed to proceed
because of fair housing laws.”

•••

For more information, contact:

Foundation Communities
3036 South First, Suite 200

Austin, TX 78704-6382
512-447-2026

http://www.foundcom.org
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NIMBY can be seen as a sign that people care about their
community, but also means they need to be taught that
affordable housing can be a positive asset.

Developers need to develop one-on-one relationships with con-
cerned residents, rather than relying on group settings, in order to
better respond to individual concerns.

Presentations and materials need to be clear and easy to understand
for people who don’t know anything about housing development
or planning.

Tell the truth, but be aware that terms like ‘affordable’ and ‘low
income’ spark negative reactions in many people.

Affordable housing advocates and developers must devote more
resources to educating the public about the need for affordable
housing and the positive effects such housing has on communities.

NIMBY need not be only a negative sentiment, said Alan Arthur,
president of Central Community Housing Trust (CCHT) in
Minneapolis. It can also be positive, even for developers of afford-
able housing. “It’s a sign that people care about their community,
and is based upon common negative impressions of affordable
housing. Those impressions come from projects like Pruitt-Igoe
and Cabrini Green, and from television police programs. Why
would anybody want that in their neighborhood? The challenge is
to get people to understand that affordable housing doesn’t have to
be like that.”

CCHT has proven successful in making people understand just
that, as evidenced by the 1,200 units of housing they’ve produced
since 1986, and their recent strategic plan to expand their opera-
tion to include the entire Twin Cities metropolitan area and to near-
ly triple their annual production rate.

That’s not to say that CCHT hasn’t had resistance to its work, of
course. “We’re positive that our product is better than McDonalds’
hamburgers or tobacco, but people buy millions of those each year,
and are afraid to have affordable housing anywhere near them,”

said Arthur. That’s largely because of the commonly accepted negative image of affordable housing, and a
lack of coordinated effort on the part of the affordable housing industry to change that image.

Gaining Support for Affordable Housing Development in a Community

MINNEAPOLIS: Building Relationships, Building Housing
Central Community Housing Trust

CASE STUDY IN BRIEF

• NIMBY can be seen as a sign
that people care about their
community, but also means
they need to be taught that
affordable housing can be a
positive asset.

• Developers need to develop
one-on-one relationships
with concerned residents,
rather than relying on group
settings, in order to better
respond to individual con-
cerns.

• Presentations and materials
need to be clear and easy to
understand for people who
don’t know anything about
housing development or
planning.

• Tell the truth, but be aware
that terms like ‘affordable’
and ‘low income’ spark nega-
tive reactions in many peo-
ple.

• Affordable housing advocates
and developers must devote
more resources to educating
the public about the need for
affordable housing and the
positive effects such housing
has on communities.
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When CCHT approached a neighborhood near downtown Minneapolis about converting a historic nurs-
ing home facility into affordable housing, the neighborhood resisted. “They pointed out that they had a
lot of rental already and didn’t need any more,” said Arthur, but the hidden message was clearly that they
wanted wealthier people to move to the community, rather than low-income households. CCHT worked
for a year and a half with the community to prove the value of the project, working often one-on-one with
individuals who were concerned.

CCHT’s development staff met with people on the housing committee of the neighborhood organization,
church groups, representatives from social service agencies in the community, and members of the com-
munity organization’s board, answering questions and trying to alleviate concerns. They even enlisted the
help of residents who were supportive to talk to those who were more resistant.

“You have to work with individuals. Forming personal relationships is the most important thing, and you
can’t do that in meetings – it happens one at a time.” Developers need to attend meetings, of course, said
Arthur, and listen carefully to concerns raised, but only one-to-one conversations can turn an opponent
into a supporter. “Some people you just disagree with, but there’s a lot that you can figure out about how
you can serve each other’s needs.”

When asked how to best go about creating these relationships, Arthur suggests buying a book on mar-
riage. “Read it, and do everything it says. It’s all about good communication, looking for common goals,
not lying, and thinking about the other person, not just yourself.”

Arthur said he developed these principles the hard way, and is now trying to develop them into a system
so that new staff at CCHT can learn from his experience.

Presentation materials are important as well, added Arthur. Developers need to understand that many peo-
ple can’t understand blueprints, and so have to develop renderings and 3-D plans and models so that peo-
ple can really see what the housing will look like. Offering tours of existing projects can also go a long
way toward winning over skeptics, he said. CCHT has also recently paid more attention to developing
brochures about their work and their organization, in an effort to articulate their mission and work to new
audiences.

As it turned out, the housing committee in the neighborhood with the vacant nursing home voted against
CCHT’s plan, but the neighborhood organization’s board approved it. The developer is now beginning
work on turning the two acre site, which is on the National Register of Historic Places, into affordable
rental and homeownership units.

“You’ll never get everyone on your side,” said Arthur. “You can’t please everybody, and sometimes people
just have to make a choice. One of the most important things is to remember that we’re not the center of
the universe. We have a mission, but there are a whole bunch of other missions. If we remember that, and
listen to people, our projects will end up much better.”

“We’ve found that the message that resonates best is the truth,” said Arthur. Through years of experience,
CCHT has learned that words like ‘affordable’ and ‘low-income’ have a pejorative meaning to many peo-
ple, and so instead they use real numbers when referring to the income levels a unit will be planned for.
“We can’t invent enough words to stay ahead of folks who want to oppose us, though.”
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“The affordable housing movement in general has not allocated enough resources to education, commu-
nity relations, public relations, and marketing,” said Arthur. “If we were a business and wanted to sell a
product, we would dedicate three to seven percent of our total budget to that effort. How can we do our
work when we dedicate nothing to that effort? Affordable housing needs are so great, but we’ll never
expand the pie if we don’t do that kind of outreach.”

•••

For more information, contact:

Central Community Housing Trust
1625 Park Avenue

Minneapolis, MN 55404
612-341-3148

http://www.ccht.org
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OLDSMAR, FL: It’s Not Just a Good Thing To Do 
– It’s the Law

The Wilson Company

In Oldsmar, Florida, the Wilson Company, a developer of afford-
able housing, learned that as a last resort, when no messages get
through to a community opposed to affordable housing, the law

can be an ally. In early 2001 Wilson purchased land from the
Catholic Church in the town, a community of 12,000 near Tampa.
The land was zoned multi-family, and there were no obvious obsta-
cles in the way of the project when the plan was developed. Until
community residents got wind of the proposal, that is.

When community leaders found out that the 270 units in the pro-
posed Westminster development would be targeted exclusively to
households below 60% of Area Median Income, they quickly orga-
nized in opposition to the project. Wilson held informational meet-
ings to educate residents about the proposal, but they were boy-
cotted. The developer also offered tours of similar communities near-
by, but nobody took advantage of them. While a few residents
weren’t opposed to the project, said Debra Koehler, who at the time
was a partner at Wilson, they refused to speak out publicly in favor
of it. Even some local preachers came to her and indicated their sup-
port, she said, “but they said they couldn’t say so in public because
nobody would come to their church if they did.”

Town meetings where the project was discussed were so contentious,
said Koehler, that police escorts walked her to and from her car when
she attended, after a person tried to run her over in the parking lot
after one meeting. The developer turned to local newspapers, which
came out in support of the proposal, but failed to win over residents.

“We brought in an 89 year old African-American/Hispanic schoolteacher who had lived in a community we
had developed to speak to residents and the city council,” said Koehler, “and another woman from another
community who was a nurse, whose child had won one of the four year college scholarships we award to
residents. We tried to educate them about who lives in these communities and the quality of construction,
but it all fell on deaf ears.”

The city council proved just as obstinate as residents, with the majority consistently voting to block the pro-
ject, and even filing baseless lawsuits to delay the process. The city attorney warned the council that they
were on shaky ground, but the officials persisted in their tactics.

After spending more than $1.5 million in permit fees, more than $400,000 in legal fees, and hundreds of
thousands more in staff time without any assurance that the project would be allowed to move forward,

CASE STUDY IN BRIEF

• In some communities it is
virtually impossible for an
affordable housing developer
to have its message heard or
to gain any support from offi-
cials or residents.

• Fair housing and other anti-
discrimination laws can be
powerful tools in winning the
support of elected officials,
particularly when they are
made aware that they can be
held personally liable for vio-
lating the law.

• Even after significant opposi-
tion during development,
communities will support a
well-conceived, -built, and -
managed project once they
see that it has no negative
effect on their existing neigh-
borhood.
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Wilson prepared a lawsuit to sue the city, seeking compensatory and punitive damages totaling over $13 mil-
lion dollars, resulting from The Wilson Company’s loss of state bond financing and the violation of its right
to develop racially integrated affordable housing for individuals and families with children free from dis-
crimination based on race, national origin, and familial status. The suit not only named the city, but also the
obstructionist city council members in their individual capacities. When faced with financial ruin for them-
selves and the city, the council ultimately voted, in November of 2001, to allow construction to begin.

That wasn’t the end of the opposition though, said Koehler. When ground was finally broken for the project,
signs and construction equipment were vandalized. The council member who had been most vocal in his
support of the project lost key committee positions and chose not to run for re-election based on the polit-
ical climate in the community.

But on the day of the grand opening of the project, said Koehler, “the mayor was there and said that this was
all behind us. As soon as we started leasing up people from town were calling us for units. Now people who
opposed us have relatives and adult children living in Westminster.”

The lesson from the Oldsmar experience is that in some cases clear communications simply isn’t enough to
move a project forward. Not all opponents can be convinced of the merits of affordable housing, and even
legal arguments don’t always prove persuasive. In these cases, the use of Fair Housing laws and pointing out
the personal risks that elected officials take in obstructing them, may be the only way to win approval. Even
then, developers run the risk of earning permanent adversaries among the officials they challenge.

“We risked a lot,” said Koehler. “We have had NIMBY cases where we decided not to pursue projects because
of the opposition, but you have to pick your battles, and we decided to pick this one. We decided to use this
as an example for future projects, and now everybody knows about it.” Because of the publicity garnered by
this case, she said, jurisdictions all over Florida now think twice about opposing projects for discriminatory
reasons.

•••

For more information, contact:

The Wilson Company
600 North Franklin Street

Suite 2200
Tampa, FL 33602

813-281-8888
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NORTHERN CALIFORNIA: Putting a New Face on
Someone Who Has Benefited from Affordable Housing

and What That Housing Looks Like
East Bay Housing Organization (EBHO) Affordable Housing Week

Northern California’s East Bay Housing Organization (EBHO)
launched Affordable Housing Week (AHW) in 1997 as a week-
long intensive effort to educate the surrounding communities

about affordable housing needs and solutions. “Our goal is to put a new
face on who has benefited from affordable housing and what that hous-
ing looks like,” said EBHO Executive Director Sean Heron, “so we can
get away from common misperceptions that affordable housing is all
poorly managed, ugly stucco boxes where only people on welfare live.”

The key message of AHW is that affordable housing is needed in all of
the communities in Alameda and Contra Costa counties, the area in
California where EBHO works. “When we started out a lot of our com-
munity education work was on targeting potential NIMBYs, but that
turned out to not be such a great strategy since those folks usually
oppose something after it’s proposed, so you often don’t know who they
will be until it’s too late,” said Heron. “A better strategy has been iden-
tifying people and organizations for whom housing is part of their mis-
sion, or who would be sympathetic to the issue if they knew more about
it, or for whom housing is somehow connected to the health of their
members. By getting those groups and people involved and sustaining
those relationships, they end up being better able to articulate and
respond to the concerns of NIMBYs than we can, even, since they’re a
part of the community,” rather than a professional advocate.

In EBHO’s broader work, as well as within the context of Affordable
Housing Week, the message that seems to resonate most with EBHO’s
audience, said Heron, has been a decidedly positive one of demonstrat-
ing existing successes. “We say ‘affordable housing is already in your
community. This is what it looks like, these are the people who live

there, and these are their occupations.’”

Affordable Housing Week 2004 consisted of 44 events, hosted and organized by 37 for- and non-profit groups.
Events included workdays on Habitat for Humanity projects, tours and open houses at new affordable housing
developments, workshops for tenants looking for affordable housing, and workshops for private property own-
ers about available subsidy programs. About 2,000 people participate in the week’s events each year, said Heron.

Many of the tours and presentations are geared toward planning staff and commissioners from the 19 cities in the
two counties in an effort to familiarize these officials with best practices in affordable housing development. These

CASE STUDY IN BRIEF

• After several years in exis-
tence, Affordable Housing
Week has become an institu-
tion and plays an important
role in the work of East Bay
officials, businesses, and non-
profit organizations that work
on affordable housing issues.

• Showing people that afford-
able housing exists in their
communities already and
serves a wide range of families
and individuals in ways that
don’t detract from the neigh-
borhoods has proven to be an
effective way to win allies.

• Developing a network of
allies among non-housing
groups that are likely to be
supportive or sympathetic is a
good way to be prepared to
counter NIMBY reactions to
affordable housing develop-
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sessions cover planning issues such as design standards, density, parking, and setbacks, and work to familiarize
participants with the language of the field. Often the tours are to higher density developments in suburban com-
munities usually considered affluent, where attendees can see and learn that a mixed-use development includ-
ing 20-30 units of affordable housing on an acre site can be done in such a way that enhances, rather than
detracts from the surrounding community.

A highlight of the week is a leadership breakfast held for elected officials. This session is an opportunity for offi-
cials who are supportive of affordable housing to come together and “share with each other how they can sup-
port affordable housing and still get re-elected, when they have 100 angry people in their council chambers
shouting at them to not allow a development to be built,” said Heron. The session is exclusively for officials –
advocates do not participate and the media is not invited – in order to ensure that the conversations can be frank
and open. Officials come away from the session feeling that they have allies and friends, said Heron, and armed
with new ideas and strategies for supporting affordable housing development in their communities. 

Other highlights of 2004’s Affordable Housing Week was a forum on the relationships between schools and
affordable housing, a training in affordable housing finance for faith-based groups, and an invitation-only forum
held by a state senator to discuss affordable housing issues and form a housing action coalition. 

EBHO’s three full time staff members coordinate the week’s events, and costs are covered out of the organization’s
general operating budget. Sponsors help defray the costs of large items, such as publishing the guidebook for the
events, and individual groups usually make in-kind contributions of food, meeting space, and printed materials
for the events they sponsor.

EBHO doesn’t purchase advertising for the week because of the high cost of doing so, but rather relies on net-
works and mailing lists of partner organizations to get the word out about events. Earned media coverage of
Affordable Housing Week has varied from year to year, said Heron. “Sometimes media is useful and we work
hard to get coverage, but sometimes it’s not as important as getting the right people to events and connecting
them with the right issues and the right people.” Much publicity and attention is drawn to the event thanks to
EBHO’s effort to get each of the 19 cities in the East Bay area to issue a proclamation that the second week in
June is affordable housing week.

While no formal evaluation of the week’s events has been conducted, Heron said that the anecdotal evidence
points to a growing and lasting effect on the community’s awareness about the issue. New officials are introduced
to the issues each year, he said, and apply those learnings to the work they do. Each year more and more orga-
nizations in the area approach EBHO about participating in the week’s events, whether it be by sponsoring a
workshop, serving on a planning committee, or contributing financially to the program. Planning has typically
begun about six months before the week of events, but may begin even earlier in coming years because the event
has grown so much, said Heron.

•••

For more information, contact:

East Bay Housing Organization
538 9th Street, Suite 200

Oakland, CA 94607
(510) 663-3830

http://www.ebho.org
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June 3, Thursday
Affordable Housing Week 2004
Kick-Off Party
Please join EBHO as we kick off Affordable
Housing Week, celebrate our 20th anniver-
sary and honor affordable housing leaders
in our communities.We will be celebrating
affordable housing and the people who
make it happen with food from El
Huarache Azteca.
City: Oakland
Venue: Swan’s Courtyard, 538 - 9th 

Street (off of 12th Street/Downtown 
Oakland BART)

Time: 5:00 – 8:00 p.m.
Contact: To RSVP and for more info,

call Fay at (510) 663-3830.

June 7, Monday
Affordable Housing & Schools:
A Forum on Housing and
Educational Opportunities
Join EBHO, education professionals and
concerned East Bay residents in this forum
on the correlations between the East Bay’s
housing and educational challenges.
City: Oakland
Venue: Laney College, 900 Fallon Street 

(Signs with directions will be posted)
Time: 5:30 p.m. (reception) 

6:00 – 8:00 p.m. (discussion)
Contact: Fay at (510) 663-3830

June 8, Tuesday
Got Vacancies? Rental Subsidy
Programs for Landlords
The Housing Authority of Contra Costa
County, Pittsburg Housing Authority, City
of Richmond Housing Authority, Eden I&R
and California Apartment Association
invite landlords to attend and learn about
rental subsidy programs that can help grow
your business and improve our communties.

City: Concord
Venue: Concord Senior Center, 2727 

Parkside Circle
Time: 6:30 – 8:30 p.m.
Contact: Betsy at (510) 727-9505

June 9, Wednesday
Housing Our Workforce
A breakfast hosted by the League of
Women Voters of Diablo Valley and EBHO
for Contra Costa planning commissioners
and staff on the links between jobs and
housing with keynote speaker Dick
Schermerhorn, who is the Project Director
for the Workforce Housing Initiative of the
Contra Costa Economic Partnership.
City: Walnut Creek
Venue: The Oaks (Community Room),

3073 North Main Street
Time: 8:00 – 9:30 a.m.
Contact: Ashley at (510) 891-3696

June 9, Wednesday
Building Just and Healthy 
Communities: The Financing of
Affordable Housing
A technical assistance training for afford-
able housing development, focusing on
financing, partnerships and community
building. Includes a case study on how
partnerships with other groups assisted in
the financing of their development.
Training will be followed by a dinner cele-
bration.
City: Oakland
Venue: East Bay Community Foundation 

(Conference Room), 353 Frank H.
Ogawa Plaza

Time: 3:00 – 5:00 pm. (skills training)
5:30 – 7:00 p.m. (dinner celebration)

Contact: Marco at (510) 663-3830 
or Tessa at (415) 733-8541

June 9, Wednesda
Improving Our C
Through Partner
Subsidy Program
Alameda County land
attend and learn abou
grams that can help g
and improve our com
City: San Leandro
Venue: San Leandro 

Room), 300 Estudi
Time: 6:00 – 8:00 p
Contact: Ollie at (5

June 10, Thursday
Housing Our Wor
A breakfast hosted by
Women Voters of Dia
for Contra Costa plan
and staff on the links 
housing with keynote
Schermerhorn, who 
for the Workforce Ho
Contra Costa Econom
City: Rodeo
Venue: Rodeo Gatew

Room), 710 Willow
Time: 8:00 – 9:30 a
Contact: Marilyn at

June 10, Thursday
Housing, Asthma
Workshop: Sharin
Building Alliance
You are invited to lea
the quality of our hou
impacts our health. C
Regional Asthma Man
Prevention Initiative 
Habitat.
City: Oakland
Venue: State Buildin

2nd Floor, Room 2
located near the 12
BART station)

Time: 10:00 a.m. – 
Contact: RSVP by M

Valerie at valerie@
or call (510) 622-4

E BHO E a s t B ay H o u s

Affordable Housing W
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Housing Resource
Fairs
June 5, Saturday
Contra Costa County Affordable
Housing Resource Fair
Lenders, counseling agencies, home
inspectors, realtors, title companies and
others will be participating in this event.
Open to the public.
City: Brentwood
Venue: Edna Hill Middle School, 140  

Birch Street
Time: 10:00 a.m. – 3:00 p.m.
Contact: Sara at (925) 335-1264.

June 6, Sunday
West County Homeownership
Fair
Richmond Neighborhood Housing
Services invites you to a homeownership
fair, part of National NeighborWorks
Week, that will consist of seminars, loan
pre-qualifications, refreshments, gifts,
giveaways and prizes.V.I.P. Recognition
Breakfast and opening ceremony to occur
from 8:30 to 9:30 a.m.
City: Richmond
Venue: Richmond Auditorium, 403 Civic 

Center Plaza  
Time: 10:00 AM - 4:00 PM
Contact: Janet at (510) 237 – 6459, ext. 11

June 12, Saturday
Oakland Homeownership Fair
Lenders, counseling agencies, home
inspectors, realtors, title companies and
others will be participating in this event.
Open to the public.
City: Oakland
Venue: Eastmont Town Center, 7200
Bancroft 

Avenue
Time: 9:00 a.m. – 1:00 p.m.
Contact: Jackie at (510) 238-7293.

June 12, Saturday
First-Time Homebuyers Fair and
Seminar (Hosted by Senator Tom
Torlakson)
Senator Tom Torlakson invites you to this

housing resource fair and seminar that will
provide first-time homebuyers and those
seeking affordable housing resources
direct access to lenders, title companies
and realtors among others. Senator Tor-
lakson will convene a meeting to discuss
the establishment of a strong, ongoing alli-
ance that will address the housing crisis.
City: Pleasant Hill
Venue: Diablo Valley College (Cafeteria),

321 Golf Club Road
Time: 9:00 a.m. – 12:00 p.m.
Contact: Gloria at (925) 602-6593

• • • • • • • • • • •

Tenant Workshops
Are you an East Bay Tenant with
Housing Questions?

The East Bay Community Law Center
(EBCLC) sponsors FREE community
workshops for tenants with housing ques-
tions. For more info call EBCLC at (510)
548-4040.

June 7, Monday
City: Emeryville
Venue: Emeryville Senior Center, 4321
Salem Street
Time: Begins at 6:30 p.m.

June 8, Tuesday
City: Oakland
Venue: Oakland Housing Authority, 1619
Harrison Street
Time: 3:00 p.m.

June 8, Tuesday
City: Oakland
Venue: Jubilee West, 1485 8th Street
(Near West Oakland BART)
Time: Begins at 7:00 p.m.

June 10, Thursday
City: Oakland
Venue: Laney College Cafeteria/Student
Center, 900 Fallon Street 
Time: Begins at 7:00 p.m.

Groundbreaking
June 10, Thursday
Coliseum Gardens 
Groundbreaking
East Bay Asian Local Development
Corporation, Related Companies of
California, Chambers General
Construction and the Oakland Housing
Authority invite you to the groundbreak-
ing ceremony for the Coliseum Gardens, a
HOPE VI development. Coliseum
Gardens will house 382 very low- to
moderate-income families. Invited
groundbreaking speakers include HUD
Secretary Alphonso Jackson, U.S.
Representative Barbara Lee, Oakland
Mayor Jerry Brown, Oakland
Councilmembers Desley Brooks and
Larry Reid.
City: Oakland
Venue: 875 69th Avenue (near San 

Leandro Blvd.)
Time: 11:30 a.m. – 1:30 p.m.
Contact: Hilga at (510) 874-1512

• • • • • • • • • • •

Open Houses 
June 9, Wednesday  
Tour of Fuller Gardens
Eden Housing and the City of San
Leandro invite you to tour Fuller
Gardens, a 16-unit development for peo-
ple with special needs. Amenities of the
development include a computer lab and
pollinator garden.
City: San Leandro
Venue: Fuller Gardens, 2390 East 14th 

Street
Time: 1:00 – 4:00 p.m.
Contact: Sherry at (510) 247-8180 

or Sharon at (510) 589-6732

June 11, Friday
Open House Celebration on 
Hoffman Blvd. in Richmond
Richmond Neighborhood Housing
Services invites you to the open house cel-
ebration of the rehabilitated development
on Hoffman Blvd.

s i n g O rg a n i z a t i o n s

Week June 5–13, 2004

| affordable housing: investing in our communities
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SUMMIT, NJ: Messages That Mainstream 
Americans Will Listen To

Family Promise, “Housing Matters”

Family Promise, headquartered in Summit, New Jersey, is a net-
work of 3,500 congregations and 95,000 volunteers in those
congregations around the United States. The network’s prima-

ry activity is the Interfaith Hospitality Network, which supports con-
gregations as they provide shelter, meals, and comprehensive sup-
port to families without homes. 

“We’re helping families – more than four thousand annually - to find
housing, but the issue is systemic,” said Karen Olson, founder and
president of Family Promise. “We wanted to create a program to edu-
cate our volunteers about the issues of homelessness and poverty,
and have them think more deeply about these issues.”

In 2001 staff at Family Promise began researching existing social jus-
tice curricula and found that much of the materials did not focus on
the systemic issues of poverty.  The organization decided to produce
its own series of learning modules in an effort to educate its members
about the issues they deal with as volunteers in the network, and
spur them to greater action toward resolving the root causes of prob-
lems.

The series of nine, one-hour sessions, called Just Neighbors, was
released in 2003. It consists of individual modules on issues includ-
ing race and poverty, the working poor, and housing affordability.
Sessions include short videos, role-playing activities, and guidelines

for discussions, and are designed to help participants experience the challenges faced by low-income fami-
lies and individuals.

The “Housing Matters” session includes a video designed to demonstrate the need for affordable housing,
with examples of poor quality and overpriced units that are often the only available option for low-income
households. It also highlights the efforts of some communities to respond to the need for affordable housing.
The session also includes a role-playing game, where participants play the roles of low-income individuals
who need housing and city council members who oppose the construction of such housing and are chal-
lenged to find a solution.

Other sessions challenge participants to balance a family budget with limited resources, or to make choices
about whether to spend more time at home with family or work additional hours in order to be able to afford
more of the family’s necessities. “Without experiencing it, it’s easy to say ‘if they tried a little harder they could
figure it out,’” said Olson. “But people say to us that they had no idea how hard it was to make impossible
choices like that until they did these sessions,”

CASE STUDY IN BRIEF

• Family Promise felt experien-
tial learning materials would
be more effective than just
statistics or presentations,
and so developed a curricu-
lum that engages the audi-
ence.

• With an audience of primari-
ly suburban, middle-class
congregations, the message
had to be kept moderate,
while at the same time
remaining truthful about the
severity of the crisis.

• While the cost of producing
the materials was high, hav-
ing professional-quality mate-
rials goes a long way toward
persuading an audience.
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Each session also includes simple ideas for further action that participants can take to help, such as writing
letters to legislators, volunteering for Habitat for Humanity, or conducting a local housing needs assessment.
The program provides sample bulletin inserts and posters for congregations to use in publicizing the ses-
sions.

The set of nine sessions is available for $150 and Family Promise has sold 250 so far – about half to mem-
ber congregations and the rest to other nonprofits, congregations, schools, and some private businesses. Just
Neighbors is publicized through newsletters, at conferences, and on the Internet.

Production of Just Neighbors cost nearly $500,000, with the bulk of the expense being the creative work and
professional production of the videos and printed materials. “If you want to really persuade people, to change
their hearts and minds, your resources have to be good quality,” said Olson. One full-time and one half-time
staff member at Family Promise work on Just Neighbors, and the organization’s community education direc-
tor also spends time on the project.

In developing Just Neighbors, Family Promise spent a great deal of time talking with clergy and testing the
materials on focus groups, which allowed them to refine the messages and exercises before settling on a final
version. Family Promise is also planning to make updates to the program in 2005, based upon feedback
compiled from groups that have purchased Just Neighbors.

“Many of our volunteers live in the suburbs, and we were clear that if we wanted to educate people about
these issues, the messages had to be ones that mainstream America would listen to,” said Olson. “It’s geared
toward people who care about low-income people and want to help, but may not be fully aware of the sys-
temic causes.”

•••

For more information, contact:

Family Promise
71 Summit Avenue
Summit, NJ 07901 

Tel. (908) 273-1100
Fax: (908) 273-0030

Email: info@familypromise.org
Web Site: www.familypromise.org

Gaining Support for Affordable Housing Development in a Community
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MARIN COUNTY, CA: Creating Support 
for Workforce Housing

Marin Consortium for Workforce Housing

In Marin County, California, housing has become almost com-
pletely unaffordable to moderate as well as low income families.
The median home price exceeds $620,000. The rental market

has outpaced the salaries of much of Marin’s workforce. As a result,
many businesses and local governments find it difficult to attract and
keep employees. But thanks to the work of a consortium of business
leaders, the issue has begun to receive the attention it deserves, and
local officials are starting to take note.

As early as 1990, Marin County’s business leaders identified afford-
able housing for employees as their number one concern. A task
force was formed, and it grew into what is now the Marin
Consortium for Workforce Housing.

Beginning in 1996, the Consortium mounted a countywide cam-
paign to increase understanding and support for workforce housing
among Marin residents and local governments. A lead grant of
$25,000 from the Marin Community Foundation was quickly
matched by contributions from local businesses.

The consortium hired a campaign coordinator and created print ads,
bus billboards, public service announcements, press releases,
brochures and fliers around the theme: “Workforce Housing: Who
Needs It? All of Us!” The ads feature real people—a local teacher, a
firefighter, a paramedic, and a police officer, identifying them by
name as among those affected by the Marin housing crisis. An addi-
tional round of ads focuses on locally employed nurses, doctors, as
well as lower paid health and child care workers. The local newspa-
per developed the second round of ads as a community service, and
newspapers along with local businesses contributed to the printing
of the ads.

In addition to putting a face on working people in need of affordable
housing, the ad campaign also refers to other impacts of the afford-
able housing shortage, such as long-distance commutes and
increased traffic congestion as a result of workers living outside the
county; a shortage of teachers and child-care workers; and the inabil-
ity of seniors to afford to continue living among friends and family in
the county. The ads ask residents to become involved in finding solu-

CASE STUDY IN BRIEF

Launched in 1996, the Marin
Consortium for Workforce
Housing’s campaign:

• Developed print ads, bus bill-
boards, public service
announcements, press releases,
brochures and fliers around the
theme: “Workforce Housing:
Who Needs It? All of Us!” The
ads feature a local teacher, a
firefighter, a paramedic, and a
police officer, identifying them
by name as among those
affected by the Marin housing
crisis. Local newspapers ran the
ads as public service
announcements at no cost.

• Formed a speakers’ bureau to
reach out to elected officials,
service clubs, planning com-
missions, and business owners.

• Sponsored events such as
brown bag lunches for
employees of local businesses,
workshops for first-time home-
buyers, and a housing “cau-
cus” to educate businesses
and residents about the bene-
fits of workforce housing.

• Developed A 9-minute video
and PowerPoint presentations
with photos of local workforce
housing, those who live in it,
and those who need it.
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tions to this problem.

The consortium formed a speakers’ bureau to reach out to elected officials, service clubs, planning commis-
sions, and business owners. It sponsored events such as brown bag lunches for employees of local business-
es, workshops for first-time homebuyers, and a housing “caucus” to educate businesses and residents about
the benefits of workforce housing.

A 9-minute video was used in many speaking engagements, along with PowerPoint presentations with pho-
tos of local workforce housing, those who live in it, and those who need it. (The video is a tour of affordable
family rental apartments around the Bay Area and is available through the Nonprofit Housing Association,
415-989-8160.)

With the strong support of the county’s daily newspaper, The Marin Independent Journal, the campaign
received a great deal of editorial coverage. The newspaper championed the issue in a series of articles. A num-
ber of civic leaders and elected officials contributed op-ed articles and letters to the editor in support of work-
force housing.

Betty Pagett, director of education and advocacy with the Ecumenical Association of Housing (EAH), a non-
profit Marin housing group founded in 1968, and a member of the task force, says the campaign changed
attitudes about affordable housing.

“We have seen public officials more willing to talk about workforce housing while running for office, we’re
getting support from more business groups, and in the last year, 118 units of rental affordable housing were
approved for very low/low income families,” she said. “For Marin, that is a noble accomplishment.”

The county generated about 7,000 new homes in the 1990s, while creating some 20,000 new jobs. The
Association of Bay Area Governments has established a goal of 6,500 new units in Marin by 2006, with about
one third dedicated to low and very low income residents.

While currently there is no active campaign or staff, housing advocates like Pagett have been actively trying
to influence housing policies by encouraging such programs as the rezoning of commercial space to mixed
use to allow housing.

“Large employers, small employers, public employers have joined together to increase public understanding
of affordable housing, to build support, and to build resources. The prevalent attitude of ‘no growth, period’
provides a formidable barrier, and this cooperation will be the only way to make a difference,” said Pagett.

•••

For more information, contact:

Betty Pagett at bpagett@eahhousing.org
415 258-1800

or
Marin Consortium for Workforce Housing

817 Mission Street
San Rafael, CA 94901
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415 454-4163
www.housingmarin.org

The Marin Consortium is glad to share its resource packet with ads, fliers, etc. for information purposes.
Reproduction of any of the materials would require permission.
The ads developed by the Marin Independent Journal are the property of the newspaper.
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MINNESOTA: Finding Supportive Leaders 
in a Community

CommonBond Communities

For CommonBond, Minnesota’s largest nonprofit aff o rdable hous-
ing pro v i d e r, the key to success is the support from the commu-
nities where they seek to develop housing. Without that support ,

said Deb Sakry Lande, marketing and communications manager, devel-
opments simply can’t move forw a rd. “Sometimes the NIMBY arg u m e n t s
can be too strong, and in those cases we are rarely able to be successful.”

While concerns or opposition to siting aff o rdable housing vary, Lande
said that negative reactions tend to fall into four categories: concern s
about class, crime, race, and pro p e rty values. “None of these concern s
have merit when aff o rdable housing is done right, though,” she said,
“but since they do have merit in the minds of public perception, we
have to know how to respond.” CommonBond uses messages aro u n d
t h ree key issues to earn support: the social justice, economic develop-
ment and environmental benefits of aff o rdable housing.

CommonBond has developed 48 housing communities in 33 years, and
c u rrently manages 3,500 units in 30 cities in Minnesota. The average
income of a CommonBond resident is less than $14,000 per year. “Our
mission is to build community by creating aff o rdable housing as step-
pingstones to success,” said Lande.

CommonBond has a set of professionally produced bro c h u res, some
with full-color photos, and a multimedia presentation available on com-
pact disc that provide extensive information about the developer’s
work. Individual bro c h u res highlight development capabilities and ser-
vices available in CommonBond’s housing communities, such as Family
Advantage Centers (“Customized services that promote individual and
family success”) and Senior and Special Needs Advantage Centers
(“Customized services that promote independent living”). The main
Development Bro c h u re has headings such as “High-Quality Housing
that Enriches the Community” and “CommonBond Contributes to

Economic Growth,” geared toward highlighting the benefits of CommonBond housing.

In 1997, when CommonBond Communities had the opportunity to acquire and develop land in Maple Gro v e ,
a wealthy suburb about 15 miles from Minneapolis, it expected opposition because residents had been vocal in
their concerns about aff o rdable housing proposals in the city before. But CommonBond had been “planting
seeds” in the city for years, said Lande, building a relationship with one member of the city planning commis-
sion in particular whose support proved invaluable.

F rom that staff member, the developer accessed city staff and city council, and off e red a tour of an aff o rd a b l e

CA S E ST U DY I N BR I E F

• D e velopers should build rela-
tionships and be invited into a
community in order to bring
in affordable housing. Hav i n g
allies in positions of authority
before beginning a proposal is
critical to the success of an
affordable housing deve l o p-
m e n t .

• D e velopers should educate
residents about negative per-
ceptions related to affordable
housing and crime, class, ra c e
and property values. Stressing
the social justice, economic,
and environmental benefits of
affordable housing helps resi-
dents realize the value of
adding affordable housing to
their housing mix.

• D e velopers should show
what works. When a quality
affordable housing property
exists, put a lot of effort into
s h owing others how it wa s
done and explain how it can
be replicated.
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housing community they operated in a similarly affluent city. Many city council members, planning commission
members and city managers participated, and were able to see first hand that their concerns were unfounded.
“ We said ‘if we can do it here and it can look this good and fit into the neighborhood, we can do it in your city
as well,’” said Lande.

F rom there, the applicability of CommonBond’s three core messages became apparent. At the city council public
hearing one council member spoke with great emotion about how her son (a college graduate) could not live
near her because of the high cost of housing in the city. The head of the city’s merchants’ association said that
businesses could not succeed without housing for people in service jobs. And the issue of sprawl came into play
as well and the leaders realized that the proposal would use an in-fill site and tap into existing infrastru c t u re such
as city water and sewer. This made the proposal a good use of land rather than developing housing farther out
w h e re the limited open space was already being encroached upon.

While vocal opposition among residents remained, pro p o n e n t ’s voices became equally loud and the city council
ultimately voted unanimously in favor of the proposal. Ultimately, 19 units of aff o rdable town homes were con-
s t ructed on a piece of lakefront pro p e rt y, sold by a re t i red couple that had indicated their pre f e rence that the land
be used for aff o rdable housing.

At least three local interdenominational churches were actively involved in stirring up support, said Lande, because
they advocated among their congregations by writing about the issue in their bulletins and speaking out in favor of
the eff o rt. That is a common source of support for CommonBond, says Lande, which was founded by the Catholic
A rchdiocese in 1971 and has grown to become a strong urban, suburban and rural network of aff o rdable housing.
“Whether or not congregations support aff o rdable housing in a community has a strong bearing on whether or not
we think we’ll be successful with creating housing.” It’s common for these groups to go to bat for aff o rdable hous-
ing developments on their own, she said, without any coordination or support from the developer. ”

But the entry point into a community for a developer must be strategic, said Lande. “We really look to the com-
munity to invite us in, because the element of openness has to exist at fairly high levels. In Maple Grove, we devel-
oped a relationship with one or two people, and they asked us to come in. From that we were able to use very
basic, core messages to show that aff o rdable housing is a good thing.”

• • •

For more information, contact:

Deb Sakry Lande
Marketing Communications Manager

CommonBond Communities
328 W. Kellogg Blvd.
St. Paul MN 55102

6 5 1 - 2 9 1 - 1 7 5 0
l a n d e @ c o m m o n b o n d . o rg

h t t p : / / w w w. c o m m o n b o n d . o rg

Gaining Su p p o rt for Affordable Housing De velopment in a Community
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SEATTLE: Speaking in Residents’ Terms
in a Community

A Regional Coalition for Housing (ARCH)

Acoalition based outside Seattle, Washington has learned fro m
the communities it serves that the term NIMBY is best avoided
when talking with residents about aff o rdable housing. “Yo u

c a n ’t go in to a discussion thinking of residents as ‘NIMBYs because it’s
a way of putting someone down, of saying they’re wrong,” said Art
Sullivan, Executive Director of A Regional Coalition for Housing
(ARCH). “You have to go in and say ‘what’s important to you?’”

A number of cities (ranging in size from <1,000 to 100,000) form e d
ARCH as a means to help local governments be effective in addre s s i n g
housing needs in suburban communities. The coalition of 15 cities
c o o rdinates housing funding among the cities, assists cities with land
use policies to allow greater diversity and aff o rdability of housing, org a-
nizes community dialogues, and “empowers small cities to be as eff e c-
tive as large cities in getting involved with housing,” said Sullivan.

ARCH has taken its cues on how to operate from the residents of the
cities it serves. “To work effectively and to build support over time,
we need to know how the people who live here think. Four years ago
we did focus groups with a wide range of people,” said Sullivan. “Our
theme was not ‘this is the answer’ but more ‘We think housing is an
issue, do you agree?’ and if they did, what did they think, what kind

of solutions could they think of?”

The focus groups yielded some interesting outcomes, said Sullivan. “It turned out that there’s an awareness
that while we are in a wealthy, suburban area, people understand there’s a problem. The awareness and sen-
sitivity to the issue is a lot closer to the surface than people assume.”

Individuals assess housing proposals against their own value system and how it affects them personally in
terms of the kinds of communities they want, he said. When residents begin asking questions like “how will
you keep it affordable?” that means they are applying their values system to the community at large.

Developers and city governments have to demonstrate a willingness to listen, Sullivan said. One common
mistake is to only have public hearings at the end of the process. This makes it difficult to really listen to
community comments after many decisions and even investments have been made.

The focus groups revealed a strong pre f e rence among residents for aff o rdable housing subsidies to be in the form
of loans, rather than grants, said Sullivan. “Even if the loans are long term, deferred, or are forgivable, people
will support loans as long as there is the potential that if the borrower can aff o rd to pay it back they do.”

ARCH took these learnings and applied them to a campaign to promote new forms of homeownership in the

CA S E ST U DY I N BR I E F

• ARCH takes its cues from
residents, and asks them for
help finding solutions.
Residents are more accepting
of proposals and plans, even
if they are different from what
they want, if they have been
included in the process.

• Because the term ‘NIMBY’
has become a way of putting
people down the group
avoids using it.

• Residents are more support-
ive of assistance in the form
of loans, rather than grants,
even if the loans are deferred
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communities it serves. In an effort to encourage more first time homeownership in an expensive housing
market, ARCH enlisted the help of a designer to develop plans that kept standard sized lots and created a
neighborhood that felt like all single family homes, but that included twice as many units, with cottages,
duplexes, and other variants that all looked like single family homes.

ARCH presented this plan at a community meeting when residents were discussing the development of a
neighborhood plan. “They loved the whole concept,” said Sullivan, “and that shows that by designing a con-
cept based on input from the focus groups, it is more likely the initial reaction from the community will be
more receptive. We also included information about our process of working with the community, and they
asked as many questions about the process as they did about the product. We earned their respect right off
the bat because we said we knew that this was so different that we had to use this inclusive process.”
Afterward, the neighborhood committee modified their recommendations in order accommodate the ARCH
proposal, and the City Council included the recommendations in the updated Neighborhood Plan.

When a new city was incorporated in the area, Sullivan recalled that in his first meeting with the council it
was mentioned “we incorporated to try to stop the kind of housing (multifamily) you’re referring to.” But
when an opportunity arose a couple years later for ARCH to help the city develop a large vacant parcel with
affordable housing, ARCH with the County developed a process that allowed for a great deal of community
involvement and accountability to officials.

The plan hit a major hurdle when it became clear that the city’s comprehensive plan didn’t allow for attached
housing on that site, but “because we had developed a concept based on what we learned earlier while help-
ing the City write its Housing Element (e.g. mixture of affordable ownership and rental housing, design fea-
tures, preserve wetlands) , the council recommended changing the comprehensive plan on the spot,” said
Sullivan. The council was so pleased with the process that they went even further, waiving building fees for
units that met affordability tests, approving alternate road schemes, and even paying for a portion of the site
to create a neighborhood park.

“It’s all about setting up a process that involves listening to the community,” said Sullivan. “You can always
take residents’ comments and repackage them to help them understand that affordable housing doesn’t go
against what they want for their community.”

• • •

For more information, contact:

ARCH (A Regional Coalition for Housing)
Family Resource Center Campus
16225 NE 87th Street, Suite A-3

Redmond, Washington 98052
425-861-3676

http://www.archhousing.org
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DENVER: Keeping Affordable Housing 
on the Political Agenda

Housing Denver

When Denver’s mayor and 10 of 13 City Council seats were up for grabs in last summer’s election,
affordable housing advocates formed Housing Denver, a broad-based, non-partisan coalition to
educate candidates for local office about housing needs in the mile-high city.

The group developed a campaign to educate candidates about the needs and benefits of affordable housing
to Denver residents, arranged tours of affordable housing sites, and participated in public events where they
could ask candidates to talk about their views on affordable housing.

“We were everywhere,” said Karen Lado, co-chair of Housing Denver. “We were represented at almost every
debate. We wanted to take advantage of every opportunity the election presented to let the politicians know
that affordable housing is important and a lot of their constituents care about it.”

Housing Denver included representatives from 40 public and private agencies—churches, community devel-
opment groups, environmentalists, social service agencies, developers, charities, and banks. The group’s key
themes highlight the importance of affordable housing to strengthening families and communities, building
the foundation for the future, investing in the economy, and meeting unmet housing needs. 

“We were able to build a broad coalition because of our focus on education,” says Lado. “Everybody knew
that because of all the turnover, these elections were going to be very important for the city’s future, and
everybody could get behind the goal of keeping affordable housing on the political agenda.” 

Housing Denver has no staff of its own. The Enterprise Foundation contributed $40,000 to fund the forma-
tion of the coalition and its outreach campaign, including hiring a lobbying firm and full-time coordinator
to work through the elections.

“People in the housing community were willing to lend their names in support of the effort,” said Lado. “But
many were too busy to become actively involved. We needed to find a way to make it easy for them to par-
ticipate.”

To get the campaign rolling, the group retained the Denver-based lobbying firm, Mendez Steadman, to coor-
dinate the campaign effort. 

Mendez Steadman was charged with developing an overall campaign strategy; crafting a message and train-
ing members in how to convey the message; preparing all the Housing Denver fact sheets and campaign
materials; and hiring and supervising the campaign coordinator.

Mendez Steadman held focus groups to gauge attitudes among housing developers. The resulting slogan,
“Building the Foundation,” appeared on campaign materials that Housing Denver provided its members, the
candidates, and office holders—fact sheets about housing needs in Denver, a glossary of affordable housing
terms, facts and myths about affordable housing, as well as templates for guest editorials, letters to the edi-
tor, postcards, and talking points.
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These materials all reflect Housing Denver’s core themes, which were also summarized in a one-page “mes-
sage box.” Coalition members were taught to “stay in the box” and convey a consistent message to external
audiences by using the key themes and by supporting points in the message box. 

The group also created a Web-based calendar of events for its members, which helped the group arrange to
have at least one representative at almost every one of the more than 100 candidate forums. In many cases,
this was the campaign coordinator, who along with Mendez Steadman worked for the coalition through the
June 2003 run-off elections.

With the election now over, Housing Denver is moving beyond its education role and taking on an advoca-
cy role. The group is in the process of drafting its positions on a wide range of affordable housing issues.

“Getting out in front of the election was a good start,” said Lado. “But now we need to turn our efforts
towards creating policies and regulations that help make housing more affordable in our community.” 

• • •

For more information, contact:

Karen Lado
Enterprise Foundation

1801 Williams Street #200
Denver, CO 80218

303 376-5410
klado@enterprisefoundation.org

www.housingdenver.org



Housing Advocacy Catalog • The Campaign for Affordable Housing32

Gaining Su p p o rt for Affordable Housing De velopment in a Community



33Housing Advocacy Catalog • The Campaign for Affordable Housing



34 Housing Advocacy Catalog • The Campaign for Affordable Housing

Gaining Su p p o rt for Affordable Housing De velopment in a Community

A f f o rdable Housing I S Economic De ve l o p m e n t !
A ff o rdable housing creates jobs and leverages investments 

• According to the National Association of Home Builders, the construction of 1,000 multifamily homes generates 1,030 jobs in con-
s t ruction and related industries, approximately $33.5 million in wages, and over $17.8 million in federal, state and local tax re v-
enues and fees.1

• Every dollar that the City and County of Denver invests in aff o rdable housing is leveraged at least 10 times by other private and
public funds, magnifying the impact on the local economy.2

• When a low income family moves into an aff o rdable rental unit, they are able to spend the savings they realize – appro x i m a t e l y
$2,500 per year – on other goods and services, which helps pump more dollars into the local economy.3

A ff o rdable housing attracts new businesses

• Denver’s economic growth has been driven by low- and moderate-wage job creation. Over half of the jobs created in the Denver
m e t ro area in the 1990s were in the three lowest wage sectors: services, retail and agriculture.  By 1999, 1 in 6 metro area jobs
w e re in the retail sector, which paid an average wage of less than $10/hour.4 The Southeast Business Partnership estimates that
over two thirds of all the jobs in the southeast corridor today pay less than $20/hour, with a third paying less than $10/hour.5

• Before businesses relocate to Denver, they want to know that their workers will be able to aff o rd to live here.  Offering a diversity of
housing options close to job centers will strengthen Denver’s competitive position in attracting and retaining businesses.

A ff o rdable housing builds high-quality communities

• Denver residents benefit when critical workers, such as teachers, nurses and public safety workers can live in the communities
w h e re they work.

• Denver schools benefit when the availability of aff o rdable housing lets low income families settle down, giving their kids the stabili-
ty they need to succeed in school.

• Denver neighborhoods benefit when fewer low wage workers have to drive long distances to work, contributing to traffic conges-
tion and reducing the time people have to spend with their families or get involved in community activities.

The market for aff o rdable housing is strong and gro w i n g

• While vacancy rates for market rate rental units are rising dramatically, the vacancy rates for aff o rdable housing units continue to be
l o w.  In the first quarter of 2003, for example, the vacancy rates for one-bedroom units in Denver with rents below $400 was just
4%, while the vacancy rate for units with rents between $400-$800 was 10%, and the vacancy rates for units between $800-
$1,200 was 14%.6 Only 182 of the 10,251 one-bedroom apartments in Denver surveyed for this study had rents below
$ 4 0 0 / m o n t h .

• There was less than a 5 months supply of homes for sale priced under $200,000 in the metro area as of December 2002.  At the
same time, there was over a 10 months supply of homes priced between $300,000 and $500,000, and a 15 months supply of
homes priced between $500,000 and $1 million dollars. The National Association of REALTORS© believes that market equilibri-
um is a 6 months supply. 7

1 National Association of Home Builders, Housing: The Key to Economic Recovery. Document downloaded from NAHB website, www. n a h b . o rg, on May 16, 2003.

2 Economic & Planning Systems, Inc., Final Report: Colorado Housing Trust Fund Impacts Study, September 2002.

3 Ibid.

4 Colorado Dept. of Labor and Employment, Colorado Employment and Wages (ES-202).

5 Development Research Partners for the Southeast Business Partnership (SEBP), Housing the South Corridor Wo r k f o rce, 2002.

6 Gordon E. Von Stroh, Denver Area Apartment Vacancy and Rent Study, First Quart e r, 2003.  A 5% vacancy rate is considered an equilibrium rate that reflects nor-

mal turnover in the rental market.

7 Denver Board of Realtors, 4th Quarter 2002 Year End Summary.  Document downloaded from DBR website, www. d b re a l t o r s . o rg, on June 4, 2003.
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Presentation Outline – Housing De n ve r’s Message about Affordable Ho u s i n g

1.  Introduction

My name is __________ and I’m representing a newly formed coalition called Housing Denver.

Housing Denver is a broadly-based coalition of organizations and individuals working to create support for high-quality
affordable housing for low and moderate income people.

Housing Denver is committed to the creation and preservation of a range of affordable housing opportunities for the dis-
abled, the homeless, the recently unemployed, senior citizens, young families, single parents and low and moderate income work-
ers.

We are working during the 2003 Denver municipal election campaign to reach out to candidates so that we can educate
Denver’s next mayor and city council about the importance of affordable housing.

Housing Denver wants to do this so that we can encourage city leaders to continue Denver’s role in addressing unmet hous-
ing needs.

2.  Our Message

Building the Foundation of Denver’s Future

Housing Denver believes that safe and decent housing is the foundation of Denver’s neighborhoods, and that a city with a
solid foundation includes a full continuum of affordable housing options.

If you want evidence of what I mean by providing a solid foundation, look no further than the changes that have occurred
in downtown Denver.  The development of high-quality affordable housing was part of the infrastructure for revitalizing down-
town. 

But we can’t stop with downtown.  To bring the success that we’ve seen downtown to other neighborhoods and other parts
of town, we still have work to do.  In some neighborhoods, there is a need to shore up Denver’s affordable housing foundation.

Housing is a basic need.  A roof over your head is the first step towards holding a job, providing for your family and being
self-sufficient.  Housing is at the foundation of strong families and healthy communities.

Housing is considered “affordable” when total housing costs consume less than 30% of a family’s income.  In Denver today,
only 60% of the housing units are considered affordable for a typical family making the median income.

Strengthening our Families & Communities

Affordable housing provides stability to families and continuity for school-age kids.  One of the biggest obstacles to a child’s
academic achievement in school is frequent moves.  High family mobility is very disruptive to a child’s education and is one of the
factors contributing to the “achievement gap.”  If we’re going to improve student achievement and the ratings for Denver’s public
schools, we need to give families a solid foundation of affordable housing.  

• Denver has a problem with inadequate and overcrowded housing.  4.3% of housing units are overcrowded with over 1.51
persons per room.  Over 3,100 housing units are considered inadequate, lacking complete plumbing and/or kitchen facili-
ties.  These conditions don’t strengthen families or help students succeed in school.

Affordable housing also allows families to keep their roots in a neighborhood.  Ask yourself this: will your children be able
to afford a place to live in the neighborhood where they grew up?  Housing prices prevent the next generation from remaining in
the community.
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Denver’s quality of life is enhanced by the availability of affordable housing.  Not only do families get to stay together in a
community, affordable housing helps businesses locate and succeed.  And with proper planning, it can reduce traffic congestion
and sprawl by encouraging development near employment centers and transit corridors.

Investing in our Economy

Affordable housing is a low-risk high-return investment that will create jobs and stimulate Denver’s economy.  For a modest
investment in subsidies and down payment assistance, there is a “multiplier effect” that yields significant returns to Denver.
Construction jobs are only the beginning…

To attract new businesses to Denver we need to ensure a diversity of housing options for their workers.  Employers want to
know that their workforce will have housing and a certain quality of life.  Denver needs to attract more employers that will bring
high quality jobs for workers and tax revenues for the city.

Service sector workers are vital to Denver’s economy, but many can’t find affordable workforce housing close to their place
of employment.  Denver has significant unmet needs for affordable housing for low and moderate income families.  To keep these
families working in our community, we need to ensure that they have an affordable place to live in our community.

• 38.6% of Denver renters and 26.3% of home owners were paying more than 30% of their household income on housing.

3.  Conclusion

I am working with Housing Denver to educate candidates about affordable housing needs in Denver.  This is an issue of vital
importance for Denver’s future.  Housing is the foundation of our communities and families.  Investments in affordable housing
yield tremendous returns, not only for the economic impact on the community but also because of the support it provides to fam-
ilies.  Children will do better in school, families will have more time to spend together, and all of Denver’s neighborhoods will
flourish when we work together to shore up the affordable housing foundation.

I invite all of you to join Housing Denver in our efforts to make certain that Denver’s next City Council and Mayor share our
commitment to affordable housing for all of Denver’s citizens.

I have additional information about affordable housing that I would be happy to share with you, and I will try to answer any
questions that you may have. 

Thank you.

Gaining Su p p o rt for Affordable Housing De velopment in a Community
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Winning a Public Vote for 
a State or Local Housing 

Trust Fund or Bond

Case Studies:

Los Angeles: Winning a Housing Trust Fund
(Housing LA)

Ohio: Housing Campaign Wins Dedicated Funds 
for Ohio’s Housing Trust Funds

(Coalition on Homelessness and Housing in Ohio [COHIO])

Seattle-King County: Consortium 
Tackles Housing Needs

(Housing Development Consortium)

California – Proposition 46: 
“Keep Your Eye on the Prize”
(Non-Profit Housing Association 
of Northern California [NPH])
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LOS ANGELES: Winning a Housing Trust Fund
Housing LA

After a four year campaign, affordable housing advocates in Los
Angeles won a huge victory in January 2002, when Mayor James
Hahn announced a proposal for a housing trust fund. To be fund-

ed with $100 million of public funds each year, the fund would be one
of the largest in the nation. The mayor credited the campaign run by
Housing LA for bringing the issue to the fore and making officials take
action on providing a funding stream to produce affordable housing.

The campaign began in 1998, with research on trust funds and the
development of a broad-based coalition. The breadth of Housing LA’s
membership, explained Executive Director Jan Breidenbach, was criti-
cal to generating support from city leaders. The steering committee was
chaired by the Cardinal of the Los Angeles Archdiocese, and the head
of the Los Angeles labor movement. The committee included represen-
tatives from tenants’ groups, environmental organizations, and the busi-
ness community, among others.

The most important decision for the campaign, said Breidenbach, was
one of timing. Because of term limits, the mayor and half of the city coun-
cil would be turning over in the 2001 elections, and a decision was made
to target candidates leading up to the election, and then aim to have a
trust fund in place by six months after the new officials took office.

“We decided we would create a buzz during the election cycle,” she
said. “We felt that with new people coming in, candidates are much
more accessible than incumbents.” This strategy also allowed the cam-
paign to be very focused, and only concentrate on council districts
where elections were being held.

Also decided upon early was the goal of winning $100 million for the
fund annually. “You can make a campaign like this about a dollar
amount, or about a source of funds, or about a number of units you
want to produce, but you can’t make it about all of them,” said
Breidenbach. Focusing on the dollar amount provided less opportuni-
ty for divisiveness among potential supporters, decided campaign lead-
ers, since the issue of where funds would come from was not at the fore
of the discussion. “We figured we’d be dead in the water if we focused

on sources, because we’d just engender opposition.” That strategy proved successful, said Breidenbach, as evi-
denced by the fact that the campaign had no opposition. The campaign did include a list of sources that would
generate the revenue, but did not make these the core issue.

“We made these decisions up front, and then calculated our message to meet our strategic goals and timeline,”
said Breidenbach.

The message was about the presence of a housing crisis, and wasn’t unique in and of itself, she said. The cam-
paign took the message directly to 42 candidates for council and mayor, asking each of the candidates to fill out

CASE STUDY IN BRIEF

• Launched in 1998, the
$375,000 Housing LA cam-
paign set out to win a housing
trust fund for the city. In 2002,
the newly elected mayor pro-
posed such a fund, with $100
million per year in dedicated
revenue.

• The campaign was successful,
in part, because of its long-
range planning and ability to
sustain itself during the entire
process.

• Seizing the opportunity present-
ed by the upcoming elections,
and anticipated turnover of the
mayor’s office and most of the
city council seats, allowed the
campaign to focus its message
on candidates for these offices.

• Not focusing on where funds
would come from allowed the
campaign to bring in many
more allies, since it avoided dis-
agreements about what
resources would be tapped for
the funding.

• Offering tours of slums and of
well-built and -managed afford-
able housing developments was
an effective tool in winning
support from candidates.
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a survey and compiling a voters’ guide concerning their responses on housing issues. “The City of Los Angeles
plays a critical role in affordable housing,” read the introduction to the guide. “Since the City plays such a large
role in housing, voters need to know where the candidates for mayor stand on key housing issues.” The guide
listed candidates’ positions on issues ranging from funding for the housing trust fund to the prosecution of slum-
lords, and was distributed to about 10,000 members of the coalition’s organizations.

Every candidate took the campaign up on its offer of a ‘housing tour,’ that included visits to neighborhood slums,
as well as to affordable housing units. “Visiting the slums impacted them more than the affordable housing,” said
Breidenbach. “They had to walk through hallways where they would see rats and that would stink of urine. If
you’re at all a caring person, that does something to you.” The message following the tours was “a trust fund is a
solution. Provide the funds, and we can fix this. Nobody’s in favor of slum housing, so emphasizing it was the
right strategy.”

The campaign also held candidate forums, and participated in other organizations’ forums, asking housing ques-
tions. By the end of the campaign, every candidate for council and mayor had gone on record in support of the
housing trust fund proposal. When Mayor Hahn took office, he mentioned only three issues in his 11-minute
inaugural address – one of them was the housing trust fund.

Following the election, the campaign organized weekly lobby visits of five to ten individuals from different con-
stituencies, such as tenants, labor or religious groups. These people would visit council members’ offices and
remind them to support the trust fund.

While Mayor Hahn had expressed support for the trust fund during his campaign and in his inaugural address,
that support didn’t immediately translate into action. Hahn’s administration was indeed working on a plan for a
trust fund, but was not including advocates in the process. In order to pressure him to do so, Housing LA held
a press conference with key supporters, including some council members, and organized a march and rally at
city hall. When one organization took a group to sing Christmas carols outside Mayor Hahn’s home, Hahn final-
ly invited campaign leaders to his office to discuss the plan he had been developing, and assured them they would
be kept in the loop and solicited for input. After the mayor’s proposal was released, Housing LA leaders were
invited to participate in the process of crafting the fund.

Press coverage of the campaign was positive, said Breidenbach, with a handful of articles about Housing LA’s
efforts in the city’s major newspapers. When a new publisher came to the LA Times in the middle of the cam-
paign, he agreed to go on a housing tour, and a very supportive editorial that mentioned Housing LA by name
followed. Some local papers published op-ed pieces in support of the campaign, and a few local talk shows invit-
ed leaders to be on the shows. The campaign had no media budget though, and didn’t focus on getting coverage
since the targets were so specific.

Housing LA’s $375,000 budget was raised from local foundations and a bank, and went almost entirely for staff
time to run the campaign.

•••

For more information, contact:

Housing LA / Southern California Association of Non-Profit Housing
3345 Wilshire Blvd, Suite 1005
Los Angeles, CA 90010-1810

213-480-1249
http://www.scanph.org

Winning a Public Vote for a State or Local Housing Trust Fund or Bond
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OHIO: Housing Campaign Wins Dedicated Funds 
for Ohio’s Housing Trust Fund

Coalition on Homelessness and Housing in Ohio (COHHIO)

Ohio’s Housing Trust Fund (OHTF) can now count on at
least $50 million in dedicated funding annually, thanks to
efforts led by the Coalition on Homelessness and Housing

in Ohio (COHHIO). By building a broad coalition and demonstrat-
ing how well the OHTF had served the state since its inception, the
group was able to convince the legislature to allocate the funds to
support affordable housing.

Though it was established in 1992, the OHTF was subject to bud-
get appropriations every two years, and funding levels had ranged
from $5 million to $20 million. As in many states, budget shortfalls
have made Ohio’s fiscal situation difficult, and there were no guar-
antees that the OHTF would receive any appropriations at all.
COHHIO’s campaign was to persuade the legislature to create a ded-
icated source of funds for the Fund.

COHHIO is a coalition of organizations and individuals committed
to ending homelessness and to promoting decent, safe, fair, afford-
able housing for all, with a focus on assisting low-income people
and those with special needs. The group was formed in 1994 with
the merger of two organizations dedicated to affordable housing. A
nonprofit organization with 15 full-time staff members and many
volunteers, COHHIO conducts education and advocacy to improve
housing and address homelessness throughout Ohio.

“We realized we needed to neutralize the opposition,” said Bill
Faith, executive director of COHHIO. “We knew we needed to
demonstrate the ‘bang for the buck’ if we were to bring them on
board.”

In 2001 COHHIO began joining forces with about 900 state and local businesses and with groups whose
agendas included housing and homelessness to lobby for dedicated funding for the housing trust fund. But
the idea faced strong opposition from some county officials and smaller lenders, such as mortgage bankers.

With a $125,000 campaign budget, the coalition hired a media consultant and grassroots organizing coor-
dinator. The media consultant, Jenny Camper, had experience working with Republican clients through a
public relations firm she had previously worked for, and so was able to help craft messages that would be
especially convincing to likely opponents.

To quantify the benefits of the OHTF, the campaign compiled statistics demonstrating the value of the

CASE STUDY IN BRIEF

• COHHIO and its allies set
out in 2001 to win a dedicat-
ed funding stream for Ohio’s
housing trust fund. The two-
year, $125,000 campaign
used grassroots organizing
and free media to win an
annual $50 million funding
stream in 2003.

• By demonstrating how effec-
tively affordable housing sub-
sidies can be leveraged, and
how many people can bene-
fit from such resources,
COHHIO was able to win
influential allies – such as
banks and business groups.

• Grassroots organizing efforts
to garner endorsements from
more than 900 organizations
and nonprofits helped
demonstrate the breadth of
the campaign’s support.
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investments it had made. “We wanted to show how much private investment had been leveraged, who and
how many people benefited as a result of housing assistance, and we needed to show that the benefits
extended to both urban and rural communities,” said Faith. A Web site and brochure were produced, pro-
viding background about the successes of the OHTF, and legislators were given tours to give them a first-
hand look at how successful the OHTF was at helping to provide solid affordable housing opportunities.

Armed with this information and talking points, the coalition held a press briefing at the statehouse to offer
background on the issue and explain the need. “We didn’t initially tell reporters the solution we had in
mind,” said Faith. “We sort of teased them to try to get their interest to cover the bill as it moved forward
in the legislature.”

Campaign leaders and local endorsers met with newspaper editorial boards to enlist support, and they pre-
pared op-ed articles on behalf of local business people, which ran in newspapers in key districts. The coali-
tion also pitched stories to illustrate the human benefits of the affordable housing projects that had already
been funded. No paid media was used during the campaign.

Faith says it was a challenge to hold the attention of the statehouse media. “We weren’t able to keep them
focused on the legislation all of the way through the process,” he said. The campaign did win over some
large banks and business groups, like the Ohio Association of Realtors, who along with hundreds of local
officials, service organizations, labor groups and civic leaders, endorsed the legislation.

The campaign also targeted business leaders, local political leaders, and developers in key legislative dis-
tricts, seeking their endorsement for the legislation and giving them endorsement forms. Local organiza-
tions and nonprofits were also lobbied. The effort netted more than 900 endorsements.

In June 2003, the legislation passed, increasing county recording fees. The first $50 million a year in this
new revenue provides a permanent, dedicated source of money for the Ohio Housing Trust Fund. The law
took effect on August 1, one year after COHHIO and its partners launched their campaign.

Faith added that 15 years ago the trust fund wouldn’t even have been permitted under the state’s constitu-
tion – which had an amendment prohibiting the state from lending or borrowing money for housing pro-
duction – but that an advocacy campaign in 1989 succeeded in winning a ballot measure declaring hous-
ing a “proper and good public purpose.” At that time, he said, nonprofits and the state had no record of
producing affordable housing, so the campaign couldn’t be based on a message of building upon success-
es. Instead, advocates focused on demonstrating the wide range of people who needed housing assistance,
such as seniors and families with children, and stayed away from negative buzzwords like ‘affordable’ or
‘low-income.’

That campaign had a very limited budget, said Faith, but did manage to produce a low-cost television spot
that ran in a few markets around the state. With limited opposition – the state’s major newspapers endorsed
the initiative, as did both candidates for governor and the outgoing governor – advocates were able to per-
suade voters to see that the amendment was “good public policy,” said Faith. Literature mailings and pre-
sentations to groups around the state helped get the message out.

Thanks to the success of that campaign, Ohio has issued close to a billion dollars in multifamily housing
bonds since then, and was able to pass the housing trust fund as well.
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•••

For more information, contact:

Bill Faith, Executive Director
COHHIO

35 East Gay Street, Suite 210
Columbus, Ohio 43215
(614) 280-1984 Voice
(614) 463-1060 Fax
billfaith@cohhio.org

www.cohhio.org
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SEATTLE-KING COUNTY: Seattle-King County
Consortium Tackles Housing Needs

Housing Development Consortium

Since 1981, Seattle voters have approved four property tax mea-
sures to develop affordable housing in the city, most recently in
2002. “Like so many other parts of the country, we’re faced

with dwindling state and federal funds for housing, said Carla
Okigwe, executive director of the Housing Development Consortium
(HDC). “We are fortunate to have strong local public support for
affordable housing. Our current strategy builds upon this good will.”

HDC is a nonprofit trade association formed in 1988 by 10 nonprof-
it developers who recognized a need to improve the environment for
developing low- and moderate-income housing in Seattle-King
County, Washington. The group now has more than 70 members,
including the region’s most innovative nonprofit housing developers,
financial lenders, architects, contractors, property management com-
panies, attorneys, development consultants, and local housing
authorities and government housing offices.

The four successful ballot campaigns to raise significant public funds
demonstrated HDC’s proven track record of convincing voters of the
value of supporting affordable housing. The campaigns have gotten
easier, in some ways, said Joyce Halldorson, director of communica-
tions for HDC, because they are able to capitalize on a theme of
“renewal of a success story.” Leading up to the ballot measures, HDC
worked hard to place stories in local media about nonprofit housing
organizations’ key role in the area’s economic vitality and quality of
life.

Each of the four ballot measures has had a different focus – first
senior housing, then homelessness, then working families with chil-
dren and, in 2002, $86 million primarily to house families earning
below 30% of area median income. A research study conducted prior
to the 2002 election concluded that focusing on the needs of
extremely low-income households would resonate best with voters.

In 2001 to lay the groundwork for the upcoming voter initiative,
HDC launched an ambitious public relations effort, which sought
more media coverage of the housing problem and solutions. By
building individual relationships with reporters, pitching stories

about affordable housing and partnering with the Master Builders Association of King and Snohomish

CASE STUDY IN BRIEF

• The first campaign is the hard-
est, because subsequent ones
can build on a theme of
“renewing an existing suc-
cess.”

• Focusing campaigns on specif-
ic themes – housing for a par-
ticular group, for instance –
can generate more support
than a more broadly targeted
effort.

• Television commercials were
an effective way of partnering
with nontraditional allies
who were highly regarded in
the community and a way of
leveraging the message that
affordable housing affects
quality of life for everyone in
a community.

• Commercials aimed at rais-
ing awareness about afford-
able housing as an issue,
rather than garnering support
for a specific ballot initiative,
proved effective at doing
both.

• Including stories of “real
people” and their housing
challenges can make mes-
sages more effective.



Housing Advocacy Catalog • The Campaign for Affordable Housing44

Winning a Public Vote for a State or Local Housing Trust Fund or Bond

Counties and the Seattle-King County Association of Realtors, HDC succeeded in getting most of the area’s
major media outlets to give coverage to affordable housing issues. “We recognized that we needed to raise
awareness about what affordable housing looks like, who lives there, and why we need it,” said Halldorson.

An important part of the strategy was building partnerships with nontraditional allies. In 2002, the consor-
tium partnered with the Master Builders of King and Snohomish Counties and the Seattle-King County
Association of Realtors to produce television spots. The groups paid about $30,000 for production and air-
time on KOMO, the local ABC-affiliate. Those commercials ran in June and September, leading up to the vote
for the property tax levy. This successful partnership led to another round of television commercials in 2003
with the addition of new partner – the Washington State Housing Finance Commission, a housing lender.

The television ads were not political in nature and did not mention the 2002 ballot initiative, but were aimed
at educating viewers about affordable housing needs in the area. “We’re trying to get people to think of hous-
ing as a good investment for donations of money, land and resources,” said Halldorson. “We want to tap into
new, nontraditional sources of funding. Currently, most funding for affordable housing comes from the gov-
ernment, and we don’t expect those resources to expand in the future.”

In 2003, Halldorson collaborated with HDC’s partner organizations to write the script for the commercials,
with the theme “Housing Our Community – Working Together to Build a Better Quality of Life.” KIRO, a
local CBS-affiliate, provided production services as part of a package to air the 30-second spots, which ran
during the morning and evening news over two three-week periods in fall 2003 and winter 2004. As part of
the package, KIRO created a web campaign for the group on KIRO-TV’s website. The four groups each con-
tributed $10,000 for a production and airtime package, with KIRO creating an additional web campaign that
ran from September 2003 through March 2004.

“We filmed the television commercial at one of our nonprofit member’s affordable housing complexes. We
wanted to show real people served by low-income housing and that affordable housing is indistinguishable
from other housing in the neighborhood,” said Halldorson.

KIRO produced four versions of the commercial. All carried the same core message, but each had a 12-sec-
ond “donut” that was customized to spotlight one of the four groups behind the campaign and its role in
affordable housing.

As part of the marketing campaign, KIRO included a “Housing Our Community” splash page link on the sta-
tion’s Web site that linked to the HDC Web site, where one could learn about the campaign and view the
television commercial. The web campaign ran from September 2003 to March 2004 and, according to KIRO,
had an advertising value worth $102,661.

To support these marketing efforts, the consortium produced a brochure, “What Does Affordable Housing
Look Like?” which it distributes to local government officials, community leaders, and at community meet-
ings. The brochure shows photos of affordable housing and describes what affordable housing is, who needs
it, who develops it, and why it is so important.

Because of this solid groundwork, HDC is expanding its efforts to reach out to nontraditional allies in hopes
of building a strong network of support and attracting new funding and resources to develop affordable
apartments and homes. HDC hired a branding and marketing firm, Phinney/Bischoff Design House, to devel-
op a clear and recognizable identity, message, and strategy for promoting nonprofit affordable housing. The
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firm will also research perceptions among key targeted audiences and recommend strategies for communi-
cating the group’s message, said Halldorson. The consortium has budgeted $50,000 for this phase of the pro-
gram. The next phase will involve implementing the strategy, an expanded public awareness and education
campaign and additional research to measure the impact.

•••

For more information, contact:

Joyce Halldorson, Communications Director
Housing Development Consortium

811 First Avenue, Suite 408
Seattle, WA 98104-1457

206-682-9541
fax: 206-623-4669

joyce@hdc-kingcounty.org
www.hdc-kingcounty.org
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You simply
can’t identify

affordable housing
by the way
 it looks!

  very photo represents an affordable

apartment, condominium or home serving

low- and modest-income households in King

County.  Many of these affordable housing

projects have won design awards.  Others

have helped reduce crime and revitalize

communities. Some have attracted shops and

services to their neighborhoods.

All share one thing in common—they have

been built, developed or preserved by a

nonprofit member of the Housing

Development Consortium, an innovative trade

association of nonprofit developers, lenders,

architects, contractors and others involved in

creating affordable housing.

Affordable housing doesn’t look any different

than its “market-rate” counterparts. The

difference is what you pay, which is based upon

your income.

Affordable housing can be an historic brick

building with apartments above shops, a

modern townhouse built around a courtyard

or a single-family house that blends right into

the neighborhood.

Without enough
affordable housing,

the entire community
suffers.

E

The affordable housing crisis
affects all of us.

Only 1% of apartments in King County
are affordable to persons earning less

than 30% of median income.

usinesses can’t find enough employees who

can afford to live near their workplace. It is

diffficult to recruit and retain employees when

there is a shortage of affordable housing.

Children are forced into unstable and

uncertain lives. With a stable home, a child

is able to focus on learning without worrying

about moving during the school year.

Seniors and persons with special needs on

fixed incomes may have to sacrifice their basic

needs in order to afford rent. Imagine

choosing between food and a roof over your

head.

Having a job does not guarantee a place to

live at an affordable cost. The gap between

what people can afford to pay for housing

and the cost of housing is widening—and is a

major cause of homelessness, especially here

in King County.

B
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Affordable housing...
transforms neighborhoods
and lives...improves quality
of life...preserves historic

buildings...stimulates
economic growth

Did you know?

How to get involved:

�  If you need affordable rental housing and
earn less than 60% of area median income,
visit www.hdc-kingcounty for rental
information available from HDC nonprofits.

� To prepare for first-time homeownership,
visit www.hdc-kingcounty.org for
homebuyer education opportunities.

�  If you’re interested in developing affordable
housing, call HDC at 206.682-9541.

�  If you would like to contribute funds, land,
or anything else to affordable housing, call
206.682-9541 or visit www.hdc-kingcounty.org.

“Nonprofits providing affordable housing solutions”

�  Only 1% of apartments in King County
    are affordable to households below 30%
    of area median income*.

�  Only 14% of King County’s housing
    stock is affordable to households below
    50% of area median income.

�  Only 20% of King County’s housing
    stock is affordable to households below
    80% of area median income.

�  Only 18% of single-family homes are
    affordable to households at 80% of area
    median income who want to become
    homeowners.

�  King County is the 12th largest county
    in the United States with a population of
    1.7 million. Seattle’s population makes up
    about one-third of that total.

*2003 King County median income for a family of four is $71,900

What
      does
 affordable
         look

        like?
It looks like any

other housing.

Every picture shows

an affordable housing

project developed by

a nonprofit member

of HDC.

HOUSING DEVELOPMENT CONSORTIUM OF SEATTLE-KING COUNTY
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Winning a Public Vote for a State or Local Housing Trust Fund or Bond

CALIFORNIA’S PROPOSITION 46: “Keep Your Eye
on the Prize and Be in It for the Long Term” 

Non-Profit Housing Association of Northern California (NPH)

I n November 2002 California voters approved Proposition 46,
a $2.1 billion general obligation bond issue to support afford-
able housing construction. While the topic had been dis-

cussed for close to five years, the campaign to get out the vote in
support of the bond issue had only a few months to raise public
awareness of the issue and get voters to the poll in support of the
measure.

The legislature approved placing the bond issue on the November
ballot, and on April 22 then-Governor Gray Davis signed the mea-
sure in a public ceremony, giving a well-publicized jump start to
the campaign. A steering committee to coordinate the campaign in
support of the initiative was quickly assembled by the primary
author of the measure, State Senator John Burton, President Pro
Tem of the Ca Senate.  The steering committee included members
of the labor and business communities, as well as for-profit and
nonprofit housing industry representatives. The campaign was
known as Yes on Prop 46! Californians for Housing and
Emergency Shelter.

“There was a real expectation that you needed to be able to deliv-
er dollars and donors in addition to mobilizing your constituency
group,” said Dianne Spaulding, executive director of the Non-
Profit Housing Association of Northern California and Housing
California’s representative on the steering committee. The

California Building Industry Association and the Silicon Valley Manufacturing Group were asked to co-
chair the committee, with a commitment for giving or raising $250,000 each for the campaign. “We
needed the big guns out there in front, for the money and the visibility they could deliver” Spaulding
said.

While there was no staff for the campaign, Housing California’s legislative advocate, Julie Snyder, coor-
dinated much of the nuts and bolts of the effort on a volunteer basis. The campaign hired two political
consulting firms; Porter Novelli, a marketing-based public relations firm; and a sole proprietor named
Steven Glazer, who had a close extensive experience on running campaigns in support of other tax or
revenue enhancement measures and an almost perfect track record in winning such efforts.  Glasier coor-
dinated the campaign, and Donna Lucas from Porter Novelli did all of the media work and solicited
endorsements from key groups around the state. While the two had never worked officially together
before, “it was a nice division of labor and a good appealing bi-partisan approach,” said Spaulding.

CASE STUDY IN BRIEF

• The coalition brought togeth-
er to support Proposition 46
had the benefit of the support
of a powerful public officials
and representatives from a
broad range of industries and
sectors.

• With a $2.4 million budget,
the campaign was able to
reach voters throughout the
state through targeted televi-
sion commercials, direct mail
and newspaper editorials.

• Professional consultants that
conducted focus groups and
polls were able to craft mes-
sages and public information
campaigns that were success-
ful in bringing supporters to
the polls.
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The total campaign budget was $2.4 million, raised primarily from groups represented on the steering
committee and from two Political Action Committees (PACs) formed to focus on California affordable
housing issues. Senator Burton helped raised significant funds from labor unions, and State Treasurer
Phil Angelides worked with the investment community to raise additional funds as well.

The biggest expense for the campaign was purchasing television air time – over one million dollars was
spent running a commercial in six targeted media markets in the state. Three commercials were produced
by a professional production company, but due to a shortage of funds for the campaign only one aired.

Mass mailings were also a major expense, and were done very scientifically, said Spaulding. Mailings
were targeted to lists of people such as those with the highest propensity to vote, she said. Supportive
organizations did mailings of their own as well, such as a 25,000 piece mailing sent by SEIU to their own
mailing list and members in the East Bay of Northern California.

The message of the television ads and the published materials that the campaign distributed focused on
the benefits the bond issue would have on housing for seniors, the homeless, those at risk of homeless-
ness and shelters for battered women. That emphasis wasn’t truly representative of the breakdown of
how the funds were earmarked in the legislation, said Spaulding, but focus groups and polls conducted
by professional firms showed that this message would bring the greatest number of supporters to the
polls. While that proved successful, “seniors had a lot of expectation that more senior housing was going
to get built,” even though that wasn’t necessarily the case, she said. “A lot of people were disappointed,
and that was a political lesson for us.”

The campaign met with the editorial board of every major newspaper in the state and earned positive
editorials in every paper except the Orange County Register. On Election Day Orange County was also
the only county out of 58 in the state to not support the bond issue with over a 50% affirmative vote.

An extensive, professionally designed website was also a key part of the campaign’s communications
effort. It was updated frequently with profiles of individuals and families who were representative of the
types of people who would be helped by the funds raised by the bond issue. Also available online was a
PowerPoint presentation created by the state’s housing department, showing a breakdown of how the
funds would be spent.

Also a plus for the campaign was Proposition 47, an almost $13 billion general obligation bond issue to
support public schools, which was on the same ballot. While there were no formal connections between
the two, there was a great deal of overlap among supporters and so efforts to get out the vote comple-
mented each other well.

While the campaign was most intense for the few months between the Governor’s signature and the gen-
eral election, Spaulding said that it was the five years of working with the legislature to get the measure
even placed on the ballot that really made it happen. “You have to keep your eye on the prize and be in
it for the long term,” she said.

Having a really strong champion, as this campaign had in Senator Burton, is also critical, she added.
Bringing together such a broad coalition of stakeholders was also a key factor in the success, she said,
and the breadth of the coalition is visible in how the money raised by the bonds is being spent. “We
couldn’t have won with the Realtors or home builders against us, and if you look at the measure $450
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million is going to homeownership programs.”

•••

For more information, contact:

Dianne Spaulding, Executive Director
Non-Profit Housing of Northern California

dianne@nonprofithousing.org
http://www.nonprofithousing.org/

369 Pine Street, Suite 350
San Francisco, CA 94104

tel 415.989.8160
fax 415.989.8166

(While the website for the campaign is no longer active, it has been archived at
http://web.archive.org/web/*/www.prop46yes.org)
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On November 5th, Californians will vote for a...

$2.1 BILLION affordable housing bond
The Problem:

� California has 9 of the
10 least affordable
housing markets in the
nation.

� The state ranks last in
homeownership. Only
56% of Californians
own their homes,
compared to 67%
nationwide.

� More than half of the
state’s renters, and 91%
of low-income renters,
pay more than 30% of
their income on rent.

� On any given day, there
are 361,000 homeless
persons in California.

How the bond will help:

� 131,000 units of
affordable housing will
be produced or
preserved.

� 65,000 families will be
able to purchase their
own home.

� Housing assistance will
be provided for 12,000
farmworkers and their
families.

� 20 million shelter bed
days for the homeless
population will be
created.

“From homeless individuals
struggling to find shelter, to
families being priced out of

neighborhoods, helping people
find safe, affordable housing is one

of the key challenges facing
California…”

-John Burton, CA State Senate

Prop 46 - Housing & Emergency Shelter Trust Fund Act of 2002

Help pass the bond on November 5th.
To pledge your support, get involved, or for more

information, contact Tom Scott at
(619) 239-6693 or sdhfexec@housingsandiego.org

San Diego Housing Federation
450 B Street, Suite 1010
San Diego, CA 92101
(619)239-6693
www.housingsandiego.org

ALL TYPES OF HOUSING WILL BE FUNDED

Rental Housing
Program $910 M

Homeownership
Programs $495 M

Housing Programs $390 M

Farmworker Housing
Programs $200 M

Housing Near Jobs
$105 M

Bond Allocations

Emergency & Supportive

THE BOND WILL RESULT IN:

� 131,000 units of
affordable housing

� $14 Billion in economic
leverage

� 276,002 full-time jobs

� $42 Billion in consumer
spending
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 Housing and Emergency Shelter Trust Fund Act of 2002

Fact Sheet

To meet a portion of the state’s housing needs, a coalition of business groups, senior
organizations, nonprofit housing developers, homeless advocates, and labor organizations are
sponsoring the Housing and Emergency Shelter Trust Fund Act on the November 2002 ballot.

What does the Trust Fund Act do?

Finances $2.1 billion in affordable housing construction through a state bond:
• $910 million for rental housing for low income seniors, disabled persons, and families with

children.
• $495 million for homeownership programs, including sweat equity housing and

downpayment assistance for low and moderate-income families.
• $390 million for emergency shelters and permanent housing with services for homeless

seniors, battered women, mentally ill people, and veterans.
• $200 million for farmworker housing (rental and homeownership).
• $100 million for incentives for local governments to approve affordable housing

developments.
• $5 million for local code enforcement to revitalize neighborhoods.

Why is it needed?

In 2001, the state’s chief economist cited a lack of affordable housing as the second biggest
threat to the state’s economic prosperity, ranking behind only the energy crisis.  Few areas of the
state are unaffected by California’s growing housing crisis.  To address the crisis, housing
construction must increase significantly to meet the needs of a growing population.  Key
indicators of the need include:

Only 29% of Californians can afford the median priced home in the state, compared to 55%
nationally.
One-third of all renters, 1/2 of all low-income renters, and 3/4 of all very low income renters
spend more than 50% of their income for housing. (30% is considered “affordable.”)
Over 360,000 Californians are homeless, according to the Department of Housing and
Community Development.  The most rapidly increasing segments of the homeless population
are seniors and families with children.

How will passage of the bond address the housing crisis?

By creating up to 22,000 permanently-affordable rental units
By enabling more than 65,000 California families to purchase their own house
By providing housing assistance for 12,000 to 24,000 farmworker families
By creating 20 million shelter bed days for homeless people

What other benefits will it generate for California?

• New Investment: At least $6 billion in private investment and federal funds
• Jobs: Approximately 276,002 full time jobs and $9.38 billion in wages
• Spending: $42 billion in spending for home-related goods and services
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Supporters of the Housing and Emergency Shelter Trust Fund Act of 2002

as of June 20, 2002

Business Organizations

California Apartment Association

California Association of Realtors

California Building Industry Association

California Council for Environmental and

Economic Balance

Silicon Valley Manufacturing Group

Wine Institute

San Diego Regional Chamber of Commerce

San Diego Regional Economic Development

Corporation

Labor Unions

AFSCME

California Conference of Carpenters

California State Council of Laborers

California Teachers Association

State Building and Construction Trades

Council

Senior Organizations

Congress of California Seniors

Gray Panthers

Local Governments

California Redevelopment Association

City of LA

City of Long Beach

City of Morgan Hill

City of Oakland

City of Sacramento

City of Santa Rosa

Contra Costa County

County of Orange

League of California Cities

Santa Clara County

Santa Cruz County

Nonprofit Housing Organizations

Affordable Housing Collaborative

California Coalition for Rural Housing

California Rural Legal Assistance Foundation

Ecumenical Association for Housing

Friends of the Homeless

Housing for Independent People

Housing California

Marin Continuum of Housing Services

National Housing Development Corporation

Non-Profit Housing Association of Northern

California

Pacific Housing

San Diego Housing Federation

Southern California Association of Nonprofit

Housing

The Marin Housing Council

Western Center on Law and Poverty

Other Organizations

Asian Law Alliance

Board of Trustees of the CA State University

California Coalition for Youth

California Mental Health Planning Council

Catholic Charities

Homeward Bound of Marin County

Jericho

Santa Barbara County KIDS NETWORK

•
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Winning Elected Officials’ Votes for
Housing Policy or Land Planning

Case Studies:

Charlotte: Setting a City-Wide Agenda

Dallas: Streamlining the Process for Developers

New York City: Housing First!

Florida: Writing the Book for Officials in Florida
(Florida Housing Coalition)
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CHARLOTTE, NC: Setting a City-Wide Agenda

Winning Elected Officials’ Votes for Housing Policy or Land Planning

In Charlotte, North Carolina, the impetus for developing an afford-
able housing agenda came from the city itself, said Stanley Watkins,
head of Charlotte’s Neighborhood Development Department.

Watkins addressed the City Council at an annual retreat in 1998, and
said that something needed to be done about the gap between the city’s
supply of affordable housing, and the demand. While the council was-
n’t ready to take up the issue at that time, the conversation that began
launched a multi-year process, which has resulted in major policy
developments in the city.

The Neighborhood Development convened a 25-member Housing
Strategy Stakeholders group to develop a strategy to increase the sup-
ply of low and moderate-income housing. The first step for that group,
said Watkins, was educating community leaders about affordable hous-
ing, by researching what other cities around the U.S. were doing to
address the issue. The group came up with five strategies for the city to
address: revise the city’s planning, zoning, and building requirements to
promote affordable housing; increase the leverage of city subsidy pro-
grams; revisit existing housing policies; increase education, outreach
and advocacy; and highlight the role of affordable housing in revitaliza-
tion. The group presented these points at a public hearing, and the city
council adopted the strategies.

The next step was to draft recommendations, said Watkins, and anoth-
er 25-member group, this time called the Affordable Housing Strategy
Implementation Team, was formed to do so. The Team developed 11
specific recommendations, including establishing density bonuses, set-
ting up a housing trust fund, and developing locational policies for
affordable housing.

In November of 2001 the city council adopted five of the recommendations. The housing trust fund established
at that time has had $30 million committed to it thus far. A housing locational policy was adopted that includes a
fair share formula in order to avoid over-concentration of new affordable, multi-family housing in neighborhoods.
And a major effort has been undertaken to develop affordable housing along the city’s new light-rail transit lines.

The key to the success of the two stakeholder groups, said Watkins, was their broad base and the inclusion or
representatives from institutions that didn’t necessarily agree that the city should be spending money on afford-
able housing. Their presence, he said, helped ensure that the strategies and recommendations drafted were rea-
sonable and would be widely supported. “Everyone we approached about participating stepped up and did so,
and they all hung on through the whole process.”

Also critical to the widespread support the proposals had was that their work was all grounded in independent
research. In order to ensure that the stakeholder groups were basing their work on accurate information about

CASE STUDY IN BRIEF

• Charlotte convened a broad
stakeholders group, including
representatives of groups not
necessarily in favor of spend-
ing public funds on afford-
able housing, to draft the
city’s housing strategy.

• The group’s work was based on
data collected and analyzed by
a non-partisan researcher,
which earned the process a
great deal of credibility.

• It was effective to highlight
the fact that affordable hous-
ing is not just needed for very
poor families, but also for
working families such as fire-
fighters and teachers.

• An important factor in win-
ning over support for afford-
able housing developments
lies in ensuring that existing
affordable housing is well
managed and looks good.
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the housing problems in the city, the city contracted with a well-respected demographer to produce a report that
would help participants get an accurate picture of the affordable housing gap, said Watkins. “We wanted it to be
from a credible source, and not just from a government agency or university. That helped us get a lot of buy-in
from a lot of people.”

An important message generated by that research, said Watkins, was that affordable housing wasn’t just an issue
for very poor households, but was a problem for firefighters, teachers, police, and other important members of
the community. Also highlighted was the issue that many families were finding that their grown children could-
n’t afford to live in Charlotte, and so were forced to live farther from their families than they would like to.

The groups’ efforts were well covered by local media, said Watkins, including newspapers and public-access cable
television. City staff were regularly invited to speak to community and civic organizations about the work of the
stakeholder groups, and the city made public all of the reports detailing the work of the groups.

At the same time, the Charlotte-Mecklenburg Housing Partnership (CMHP) has been developing new affordable
housing, said Pat Garrett, president of CMHP, and learned early on how important a successful track record is
when it comes to winning support from communities. After their first few project were completed, she said,
CMHP was able to tell residents concerned with the siting of affordable housing in their community to go visit
some of the existing sites and see for themselves that their concerns about the quality or appearance of the hous-
ing were unfounded. “We try to have our apartments be better managed than most market-rate units,” she said.
“Maybe there’s not as much brick, and maybe there’s not a pool, but it’s crucial for us to be able to say that our
housing looks good and is exceptionally well managed.” Some residents and even some city council members
who were initially opposed to CMHP projects were won over when they saw how well the developer’s existing
projects were designed and maintained.

While it is too early to tell the effects of this work, Watkins points to the fact that voters approved a $20 million
affordable housing bond issue in 2002 by a wide margin as evidence of the fact that residents of Charlotte have
embraced the city’s efforts to address the affordable housing challenges. The bond was promoted through a city-
wide mailing of an informational brochure developed by the Chamber of Commerce. The city plans on con-
ducting a market study in 2005, said Watkins, to help determine how well the newly adopted measures are
addressing the need.

•••

For more information, contact:

City of Charlotte
Department of Neighborhood Development

http://www.charmeck.org/Departments/Neighborhood+Dev/Home.htm
(704) 336-3380



For affordable housing advocates in Dallas, the campaign to get
the city to implement a set of policies and regulations that
streamlined the process of developing affordable housing began

in 1998. That’s when Don Williams, CEO of commercial real estate ser-
vices and investment firm Trammel Crow and founder of the
Foundation for Community Empowerment, and Jon Edmonds, presi-
dent of that foundation, made it a priority to address the housing needs
of poor households in the city.

The Foundation’s goal was to revitalize what’s known as the southern sec-
tor of Dallas, a struggling, underdeveloped set of communities that makes
up 49% of the city geographically, but comprises only 16% of the city’s
tax base. While developers and CDCs were interested in developing
affordable housing in this area, the challenges of dealing with the city
bureaucracy made such projects prohibitively complicated, lengthy and
expensive. Williams and Edmonds began meeting with officials in the
city’s housing department as well as assistant city managers, in an effort to
express their concerns about the city’s regressive development policies.

For a year those meetings were fruitless, said Edmonds, and they were
told that the issues would be looked into or that efforts were underway,
but no progress was ever demonstrated. That’s when the two, along
with allies in the business sector, CDCs, neighborhood associations and
others decided to take a different approach. They began contacting local
media, and soon the Dallas Morning News had taken an interest in the

issue, printing articles about the meetings the two had had, and the issues they were trying to address.

The articles spurred Mayor Ron Kirk to agree to meet with Edmonds and Williams to begin discussing how city
policies could be changed to address their concerns. When Laura Miller was elected mayor and took office in
February of 2002 she asked Williams to chair The Mayor’s Taskforce on Affordable Workforce Housing, charged
with developing recommendations to address the city’s affordable housing needs.

The consulting firm McKinsey & Co. donated what Edmonds estimates to have been $700,000 worth of work
in developing a report for the Taskforce, laying out 33 recommendations for changes in the city’s policies.
Proposed changes included speeding up the time it took to turn over a lot for development from the current two
and a half years to just 60 days. Other recommendations dealt with issues of utility hook-ups, street width
requirements, regulations regarding alleys, and how the city coordinates the development process among agen-
cies and departments. The changes, said Edmonds, would ultimately benefit all developers, not just those who
build affordable housing.

The city council promptly adopted the report and its recommendations in September of 2002, and Mayor Miller
appointed an implementation committee, to be chaired by Edmonds, to oversee implementation of the recom-
mendations. In early 2004 the committee issued what a report on what Edmonds said have been “sweeping
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DALLAS: Streamlining the Process for Developers

CASE STUDY IN BRIEF

• When advocates felt that city
officials were being unrespon-
sive to their concerns about
affordable housing, they turned
to the press and succeeded in
generating a number of articles
about the issue. This attention
made the officials take notice
and agree to meet with advo-
cates.

• Advocates’ decision to frame
the issue as an economic one,
rather than only a social justice
one, proved successful in win-
ning over allies. A wide range
of stakeholders supported the
effort to adopt city policies
designed to foster affordable
housing development, helping
the mayor see that the issue was
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changes in practice and attitude in the city government. There have been big operational and policy changes,
including a state law establishing a land bank and passage of a bond issue to support affordable housing. We
think we’ve gotten this ship turned around and going in the right direction.”

The turnaround in the attitude of the mayor over the course of these few years was remarkable, said Edmonds.
Miller was a city council member prior to becoming mayor, and was opposed to policies designed to promote
affordable housing. When she spoke to a group of developers, civic leaders, lenders, and nonprofits at a housing
summit in January of 2003 she admitted that before establishing the Taskforce she knew little about the issue
and “didn’t get it. Now I get it,” she said. She has gone on to become a vocal proponent of the changes needed
to promote the development of affordable housing.

Two messages accounted for the mayor’s transformation from obstacle to ally, said Edmonds. First, she saw that
the issue was a popular one and one that would benefit her politically. “She saw that it was a platform that lifted
her up and also strengthened the city.”

Second, advocates for the changes aggressively promoted the fact that the development of affordable housing was
not just a social justice issue, but an economic one as well. McKinsey & Co.’s research for the Taskforce includ-
ed detailed analysis of the economic impact of the development of affordable housing on unused land in Dallas,
and showed that the return in terms of property taxes, jobs in the construction trades, and businesses that would
form as a result of the new communities being built would be significant.

Edmonds added that Miller’s participation in the U.S. Conference of Mayors played a role in convincing her that
Dallas needed to take action. Many of the organization’s reports highlighted the good work of some cities in pro-
moting affordable housing, and also pointed out the cities that fell short. “I think she felt embarrassed about
Dallas being listed as bad, and that peer pressure helped,” said Edmonds.

There hasn’t been any opposition to the work of the Taskforce and there have been no significant NIMBY battles
either, said Edmonds, and so a public education campaign has so far been unnecessary. The press attention given
to the effort has made people aware of what’s going on, he said, but no paid advertisement or additional public
relations efforts have happened.

As of March of 2003 3,700 units of affordable housing were under construction in the southern sector of Dallas,
and Edmonds said that by the end of the year that number would be closer to six or seven thousand. Just three
years ago no more than 50 affordable units were being built each year in that same area. Dallas still needs an addi-
tional 30,000 affordable housing units, said Edmonds, but attaining that goal in the next five years are so is pos-
sible, thanks to the changes that have come about from the work of the Taskforce.

•••

For more information, contact:

Jon Edmonds, President
Foundation for Community Empowerment

2001 Ross Avenue, Suite 3350
Dallas, TX 75201

http://www.fce-dallas.org/
jedmonds@fce-dallas.org
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In the fall of 2000 housing advocates in New York City seized
upon a “terrific political opportunity,” said Joe Weisbord, and
formed Housing First!, an alliance of community, business, civic,

labor and religious organizations concerned with stimulating signifi-
cant new investment in New York’s housing infrastructure. With the
city’s new term limits law, the mayor and 35 of 51 city council mem-
bers were all set to turn over, and Housing First! set about to frame
affordable housing as a critical policy issue that officials and candi-
dates must address.

Housing First! is particularly unique in the breadth of its base.
Supportive housing groups, CDCs, homeless organizations, interme-
diaries, and banks are all “the usual suspects” said Weisbord, staff
director, but the coalition also includes other types of community-
based groups, tenants, landlords, developers, and faith based groups.
“It is monumental to have all these groups on the same page.”

That breadth helped the coalition quickly gain credibility, said
Weisbord. “Because candidates saw that we had everybody in the
room, they saw meeting with us as a way to latch on to housing and
please everybody. We helped candidates see the political upside to
carrying this message. It is a real issue with voters, particularly as
increasing numbers of middle income people realize they can’t afford
housing in the city anymore.” Candidates would then campaign and
proudly state that they had met with Housing First! when they
sought credibility on their affordable housing platforms.

The coalition’s first order of business was to develop a policy agenda
that would drive their public education campaign. “You can’t just
have advocates running around yelling ‘housing!’” said Weisbord.
“You need something new. So we sat down with representatives of
dozens of groups and framed a very specific plan, a ten-year, ten-bil-
lion dollar initiative to produce and preserve 185,700 units of hous-
ing.”

The first message in Housing First!’s platform is that affordable housing is an issue that affects everyone, from
firefighters to teachers to businesspeople, and therefore includes a broad continuum of housing choices,
including rental, homeownership, special needs housing, single family and multifamily housing. “This was
successful because it took housing out of the poverty box,” said Weisbord. “Talking about how housing is
about everybody, about choice and opportunity, pulls the issue to the center.”

The second part of the message had to do with the very name of the organization, said Weisbord. “We never
intended to suggest that housing is more literally important than top issues, like jobs, education, safety or

NEW YORK CITY: Housing First!

CASE STUDY IN BRIEF

• Housing First! relies on a
broad base for earning credi-
bility among elected officials.

• The group has a very narrow
focus, targeting just the
mayor and city council.

• By developing a detailed
plan to produce new afford-
able housing and building its
campaign around that plat-
form, Housing First!’s mes-
sage is specific, clear and
resonates well with public
officials.

• The campaign “takes afford-
able housing out of the
‘poverty box’” and stresses
that this is an issue that
affects everyone.

• Housing First! emphasizes
the links between good hous-
ing and other important
issues, such as education,
health care, and public safe-
ty.

• The group also stresses that
the affordable housing crisis
is a solvable problem.
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health care, but that they are all joined at the hip with housing. We demonstrated the connections between
affordable housing and educational attainment, reduced crime, positive health outcomes, and workforce suc-
cess.”

Finally, Housing First! sought to project the message that the affordable housing crisis is a solvable problem.
“If you talk about an issue like education,” said Weisbord, “there’s discussion about governance and control,
safety, teacher recruitment and training, and all these unresolved issues about which there’s great debate. You
don’t have that in housing. All you need is political will and resources. We know we have the infrastructure
to do it. It’s a black and white issue, rather than one of conflicting strategies and approaches.”

Housing First! has quickly become established as a major voice on affordable housing in New York City, and
can point to significant successes. Housing First! kept pressure on Mayor Michael Bloomberg to release a
housing plan by the end of his first year in office. When the Mayor accepted an invitation to speak at the
New York Housing Conference’s annual luncheon, “we spun it as ‘the mayor will be making a major policy
address on housing’ and it effectively upped the ante. He came out with a big plan, and since we were all
over the media it was all framed in terms of our analysis and commentary.” Press releases and personal con-
tacts with the media help ensure that the organization is contacted whenever housing issues are being cov-
ered. 

“Our aim was to dominate the media around housing issues,” said Weisbord. When the mayor released a
report on his housing plan, Housing First! was quoted in newspaper articles before the administration. When
the mayor held a press conference about housing, said Weisbord, the reporters’ follow up questions were all
about housing, rather than the usual attempts to change the subject to something else. “We could take 100%
credit for that.”

Housing First! carefully tracks the Mayor’s statements and remarks on housing and uses his own quotes lib-
erally. “When he says ‘housing is critical to the city’s economic future’ we use that. Nothing is better than to
have the mayor restating your messages for you.”

By exclusively targeting the mayor and city council, and more broadly the candidates for these positions,
Housing First! has relied mostly on direct contact with officials for pressing its agenda. “We’re not trying to
shift mass public opinion, but to influence key decision makers and thought leaders,” said Weisbord.

“To get penetration with a message in a market like New York City is a very different proposition than in a
smaller city,” said Weisbord. “Advertising costs and the amount of background noise makes it very difficult.”
Instead, by working to drive the city’s policy agenda around housing, the organization has strong name
recognition and has successfully advanced its agenda through free media..

“The way to be successful in getting that kind of free media is by being a credible source of information, and
by being forthright about your advocacy agenda but not being seen as ideological,” he said.

Weisbord is Housing First!’s sole staff member, and the group is able to keep costs low since they don’t pro-
duce large publications or buy advertising. The group relies on partner organizations for policy research, and
contracts with individual consultants for media outreach work and other support.

Ten foundations and banks have each committed $50,000 over the past three years for operational funding
for the organization. Weisbord said that success measures that he reports to funders include hard commit-
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ments on developing new housing from the city; the degree and quality of media coverage of the organiza-
tion and the issues it is promoting; the extent and quality of dialogues and contacts with high level officials;
and what he called a “ripple effect,” the number of groups that have not traditionally taken on housing advo-
cacy but are beginning to do so. In all of these areas, Weisbord said, Housing First! can point to some degree
of success after only a few years of operation.

•••

For more information, contact:

Joe Weisbord, Staff Director
Housing First!

http://www.housingfirst.net/
718-388-6551
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New York City’s Affordable Housing Crisis (June 2004)

Housing supply begins rebound, but remains far short of demand and out of reach for too many households…

Housing stock is at an all–time high
3,208,587 total units1

1,123,818 ownership units; 32.7% homeownership rate, up .8; but inverse of overall U.S. rate2

2,084,769 renter units; 2.94% rental vacancy rate; down .18; lowest since 19853

Production has accelerated in recent years
Average of 8,200 units produced each year between 1990 and 19994

Average of 13,400 produced each year between 2000 and 20035

But still low compared to 1960s when an average of 36,000 units were produced each year6

Prices up & low cost units disappearing
1.42% vacancy rate for units renting from $500 to $7007

Expiration of affordability restrictions on subsidized units exacerbates the shortage; e.g. 40,000 Mitchell-Lama units at risk by 20158

Large numbers of NYC households experience endemic affordability problems…

Incomes remain stagnant as housing costs increase
Median household income was $39,953 in 1989 and $38,293 in 1999 (both in adjusted 1999 dollars)9

Between 1975 and 1999 inflation- adjusted rents increased 33%; renter incomes up only 3% inflation-adjusted10

Hundreds of thousands of households pay excessive housing costs
47% of renter households pay over 30% of income in rent11

23% of renter households pay over 50% of income in rent12

286,000 households with incomes at or below the poverty line pay over 50% of income in rent and do not receive federal 
assistance although they are eligible for it.13

Homelessness continues at record levels
39,000 individuals including 16,000 children sleep in shelter on an average night14

Affordability problems affect all New Yorkers
18% of all NYC households (more than 1 in 6) have severe housing cost burdens (renters pay more than 50% of income; owners 

pay more than 60% of income) or live in substandard conditions15

Quality improves slightly, but crowding and illegal occupancy on the rise…
2.8% of units have >5 maintenance deficiencies; down from 3.1% in 199916, but pockets of poor quality remain17

41% of all units built before 193018

34% increase in “severe crowding” (>1.5 persons/room) between 1990 and 2000; 10% of all Bronx households report severe crowding19

At least 100,000 illegal housing units city-wide20

Sources:
1 U.S. Census Bureau, New York City Housing and Vacancy Survey, 2002.
2 U.S. Census Bureau, 2000 Census and New York City Housing and Vacancy Survey, 2002.
3 U.S. Census Bureau, New York City Housing and Vacancy Survey, 2002, 1999, 1985.
4 New York City Rent Guidelines Board, 2004 Housing Supply Report.
5 Ibid
6 Ibid
7 U.S. Census Bureau, New York City Housing and Vacancy Survey, 2002.
8 Office of the New York City Comptroller; Affordable No More: New York’s Looming Crisis in Mitchell-Lama and Limited Dividend Housing, 2004.
9 U.S. Census Bureau, 2000 Census.
10 Analysis of Census Bureau data by Coalition for the Homeless in Housing a Growing City, 2002.
11 U.S. Census Bureau, New York City Housing and Vacancy Survey, 2002.
12 Ibid
13 Analysis of 2002 New York City Housing and Vacancy Survey by NYC Rent Guidelines Board staff.
14 NYC Dept. of Homeless Services.
15 U.S. Census Bureau, New York City Housing and Vacancy Survey, 2002.
16 Ibid
17 Association for Neighborhood and Housing Development, Inequitable Enforcement, 2004.
18 U.S. Census Bureau, New York City Housing and Vacancy Survey, 2002.
19 U.S. Census Bureau, 2000 Census.
20 Citizens Housing and Planning Council, “New York’s Underground Housing,” 
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In 2002 the Florida Housing Coalition published “Creating
Inclusive Communities in Florida: A Guidebook for Local Elected
Officials and Staff on Avoiding and Overcoming the Not in My

Backyard Syndrome.” The publication was intended to give local offi-
cials an understanding of affordable housing and that their fears
about affordable housing would be alleviated. It was also meant to
show that there are scary legal implications for cities that bend to
constituencies that fight against affordable housing developments.

“It’s written in a manner that’s not in their face,” said Jaimie Ross,
author of the book. “It’s more like, we understand your pain and
want to help you so you don’t have liability issues. It’s about how they
can do the right thing, and why.”

The book tries to get two main points across to local officials. First,
that affordable housing is a good thing, it can be attractive, and it’s
something desirable for any community. Second, that affordable
housing is the law. Even the table of contents page drives these mes-

sages home, with images of attractive houses alongside an icon of the scales of justice.

Chapters focus on what affordable housing is; who lives in affordable housing; the advantages of having it in
a community; how it is developed; how to include the community in the development process; the role of
design; the connection between affordable housing and fair housing; and how local government can avoid
legal liability. Appendices offer detailed information on financial resources for affordable housing; land devel-
opment regulations, resources, and additional contacts.

While the book is not written for developers, said Ross, it is definitely a tool for developers to use. “In the
right hands, this book can make life a lot easier for developers of affordable housing,” she said, “so it’s real-
ly great for them to have to give out in cities where they’re working on projects.”

For this project, said Ross, appearance mattered a great deal. “We’re trying to overcome the perception that
affordable housing is cheap and ugly, so we wanted the product to be the opposite. It’s a high-end publica-
tion, with lots of photos, a die-cut cover, and glossy paper.

Funding for the project included $45,000 from the state Department of Community Affairs (DCA) as well as
additional resources from local banks and the Florida Housing Finance Agency. “It was important to have
DCA’s name on this, because it gives it credibility with officials.” All of the money raised went to production
costs and distribution, said Ross, who did the research and writing for the project pro bono. The book is dis-
tributed upon request, free of charge.

Response to the book has been very positive, said Ross, and the initial run of 4,500 copies was used up
quickly. The Coalition mailed six copies to every county and every entitlement city. Ross said that in order

FLORIDA: Writing the Book for Officials in Florida
Florida Housing Coalition

CASE STUDY IN BRIEF

• Helping public officials under-
stand their legal obligations to
support affordable housing is
an effective way to broaden
such support. It also helps
make developers’ jobs easy, as
they don’t meet as much resis-
tance when dealing with local
jurisdictions on issues such as
siting and zoning.

• Materials published about
affordable housing should have
a professional appearance.
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to be efficient and cost-effective all six copies going to a jurisdiction were sent to a single person, with sug-
gestions of how to distribute the copies internally, but that in hindsight that was not the best strategy. In many
places, she found, none of the copies were distributed to individuals in positions that the book was intend-
ed for.

Ross has heard from many developers and others who have used the book and found it helpful. Reporters
have also found the book extremely useful, said Ross. “It really gives all the nuts and bolts about develop-
ment, and is proving useful to anyone who wants to know about affordable housing.”

Ross is now working to raise money for a second edition of the book, revising and updating it and focusing
on getting better photos and identifying each photo in the text. “The Department of Community Affairs got
a big feather in its cap for this book, and it has been such a success that raising money for it is a piece of
cake.” In approaching banks for funding for the next press run, she said, she intends to only ask banks that
have “earned it,” in that they have been supportive of affordable housing in the past. Allowing them to have
their logo on an already successful publication, she said, will be a way of showing appreciation for their sup-
port.

•••

For more information, contact:

Florida Housing Coalition, Inc.
1367 E Lafayette Street, Suite C

Tallahassee, FL 32301-4774
Phone: 850-878-4219

http://www.flhousing.org

Winning Elected Officials’ Votes for Housing Policy or Land Planning
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Sustaining Public Support Through
a Statewide Campaign

Case Studies:

Illinois: Finding the YIMBYs (Yes, In My Backyard)
(Housing Illinois)

Maine: Housing Campaign Confront NIMBYism
(Maine State Housing Authority)

Minnesota: Campaign Pledges “Homes for All”
(HousingMinnesota)

Vermont: Targeting Local Leadership
(Vermont Housing Awareness Campaign)

Rhode Island: Building Awareness of the Importance 
of Workforce Housing to Rhode Island’s Future

(Housing Works)

New Hampshire: Building Awareness 
from the Grassroots Up 
(New Hampshire Housing)

North Carolina: Because Everything Begins at Home
(The Campaign for Housing Carolina)
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The lack of affordable housing in the Chicago
metropolitan region is a problem of enor-
mous proportions. Housing costs continue

to escalate while the supply of rental housing has
declined. Gentrification is beautifying many neigh-
borhoods but pushing long-time residents out. And
the high cost of single-family housing throughout
the region is causing some families to double up.
Many families have little money for food and cloth-
ing because they spend so much on rent. A mini-
mum-wage worker would have to work 140 hours
a week to afford the average two-bedroom apart-
ment.

To Housing Illinois, these problems are exacerbated
by a lack of public awareness about the issue, and
the group is working to change that. Housing
Illinois is a coalition of over 30 housing advocates,
planning organizations, faith-based institutions,
non-profit developers, public agencies and financial
institutions from the Chicago area seeking to raise
public awareness and encourage leadership on
behalf of affordable housing through research,
advertising, and communications.

Housing Illinois was launched in 2002 and is staffed
by Chicago Rehab Network, a 26-year-old citywide
coalition of 43 non-profit groups dedicated to
increasing affordable housing and support for its
creation. The Housing Illinois communications
challenge is to change people’s perceptions about
affordable housing. “We need a compelling message
that will break down misunderstandings and mis-
leading stereotypes,” said Chicago Rehab Network
Executive Director Kevin Jackson.

Housing Illinois has formulated a multi-stage plan
to develop and implement its communications
strategy. Phase I entails public opinion research.
Phase Two concerns message development, and

ILLINOIS: Finding the YIMBYs (“Yes, in My Backyard”)
HousingIllinois

CASE STUDY IN BRIEF

The Housing Illinois’ campaign seeks to:

• make the public and policy makers more aware
of the need for affordable housing and convince
them it is both important and feasible to solve
the problem

• increase community acceptance of affordable
housing among residents and local leaders.

Phase I consisted of extensive consumer research.
Conducted during 2002, focus groups and tele-
phone interviews led to the publication of
“Valuing Housing: Public Perceptions of
Affordable Housing in the Chicago Region.” The
report revealed that the majority of Chicagoans is
aware of and troubled by the lack of housing for
people of low- and moderate-incomes, and would
accept the development of affordable housing in
their neighborhoods if it were well-designed and
maintained. Forty percent of those polled were
undecided and need additional information to be
convinced.

Phase 2 of the campaign, underway in 2004, seeks
to influence the undecideds in order to gain their
active support of affordable housing. This phase
includes development of creative communications
materials, training and support for Housing Illinois
members to increase their capacity to communi-
cate effectively with the public, and the develop-
ment and implementation of a communications
campaign that couples mass media strategies with
face-to-face efforts of Housing Illinois members.

Television and radio commercials, print ads, and a
brochure are all being developed, aimed at
addressing two fundamental issues limiting the
acceptance of affordable housing: the appearance
and design of the housing itself and the nature of
the people who live in it.

Sustaining Public Support Through a Statewide Campaign
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Phase III involves media planning and campaign implementation.

With support from foundations, banks, and other private and public sources, Housing Illinois hired a
Washington, D.C.-based public opinion polling firm, Belden, Russonello & Stewart (BR&S), to conduct
research into public awareness and attitudes toward affordable housing in the Chicago metropolitan region.

In October 2002, BR&S conducted ten focus groups and surveyed 1,000 residents in the six-county metro
region. The findings were published in a report, “Valuing Housing: Public Perceptions of Affordable Housing
in the Chicago Region.”

The research revealed that the majority of Chicagoans is aware of and troubled by the lack of housing for
people of low- and moderate-incomes and would accept the development of affordable housing in their
neighborhoods if it were well-designed and maintained. Eight in ten said it is important to have more hous-
ing for low- and moderate-income people.

The research also revealed challenges to building community support for affordable housing. Fully one-third
of those surveyed opposed building more affordable housing. The most often-cited concerns were poor
maintenance and appearance of affordable housing and increased crime. These attitudes were most strongly
held among upper-income respondents, particularly suburbanites.

In addition to quantifying the attitudes and support for affordable housing, the survey also looked at mes-
sages that could build support for affordable housing. The most important values people cite for providing
more affordable housing are fairness and opportunity. More than eight in ten agree that “Having a decent
place to live is a key to opening the door to opportunity for people to better themselves.” Among the
strongest reasons to support more affordable housing is the desirability of diversity and the importance to
children’s well-being.

Despite the fact that the majority supports affordable housing and the positive outcomes it brings, the
researchers caution that a vocal minority can stymie such efforts. They recommend building support among
those who are currently undecided on the advisability of affordable housing in their community.

Hoy McConnell, Executive Director of Business and Professional People for the Public Interest and Housing
Illinois co-chair, noted that while more than 25% of people surveyed about affordable housing are unquali-
fied proponents wanting to “just do it,” some 40% of those polled are undecideds who would become sup-
porters with the proper message. “We need to convince these fence-sitters and activate their support,” he
said.

In 2004, Housing Illinois is in the process of developing creative materials to support a multi-media com-
munications campaign. It has hired Zimmerman & Markman, a California-based public policy and commu-
nications consulting firm, to create television, radio and print advertising as well as brochures and posters
for local distribution. At the same time, Housing Illinois members are being trained to use the local Valuing
Housing research results to educate communities and their leaders about affordable housing.

During this time, creative materials will be completed; media strategies and plans will be finalized, setting
the stage for launching the Housing Illinois communications campaign. Overall, success of the campaign will
be measured against two main goals: its ability, first of all, to make members of the public and local leaders
alike more aware of the benefits of affordable housing; and second, to build support for innovative policies

Sustaining Public Support Through a Statewide Campaign
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that promote development and/or preservation of affordable housing in communities throughout the
Chicago region.

•••

For more information, contact:

Kevin Jackson
Chicago Rehab Network

53 West Jackson Boulevard - #739
Chicago, IL 60604

312/663-3936
kevin@chicagorehab.org

Hoy McConnell
Business and Professional People for the Public Interest

25 East Washington Street - #1515
Chicago, IL 60602

312/759-8259
hmcconnell@bpichicago.org

Sustaining Public Support Through a Statewide Campaign
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Low-income housing gains favor  
Poll sees a shift in public opinion 

By William Grady 
Tribune staff reporter 

April 11, 2003 

A newly released poll has found surprising support among Chicago area residents for building affordable
housing in their communities.

About two-thirds of the poll's respondents said they would favor more low- and moderate-income housing
in the towns and neighborhoods where they live, according to a survey done last fall for a coalition that 
includes leading Chicago banks as well as civic and religious groups. 

The survey suggests that residents increasingly value diversity in their communities, but it also found 
evidence of persistent fears about affordable housing. 

Two-thirds of those polled believe low-income housing is poorly maintained and 52 percent said low-
income housing brings an increase in crime. 

"These are two of the concerns that advocates really have to address in order to make their efforts 
successful," said Nancy Belden, a partner at Belden Russonello & Stewart, a public-opinion research firm
in Washington, D.C.

The firm did the poll on behalf of Housing Illinois, a coalition formed in the fall of 2001 to raise public 
awareness of affordable-housing issues. 

Among its 30 members are the Chicago Rehab Network, Business and Professional People in the Public
Interest, the Chicago Department of Housing, the Roman Catholic Archdiocese of Chicago, the Jewish 
Federation of Metropolitan Chicago, Harris Trust and Savings Bank, the Lake County Affordable Housing
Commission, the Metropolitan Planning Council and Protestants for the Common Good. 

The coalition's report, "Valuing Housing: Public Perceptions of Affordable Housing in the Chicago
Region," is to be released Friday . 

Hoy McConnell, executive director of Business and Professional People for the Public Interest and co-chair
of the coalition, said he was encouraged by the percentage of people who recognize that affordable housing 
is an issue worth supporting. Despite sometimes vocal opposition to proposals for multifamily or other 
types of affordable housing, McConnell said the survey indicates that often there is strong, if silent, support 
for high-quality projects among a significant number of people. 

The poll found that 31 percent of those surveyed would strongly support building low- or moderate-income 
housing in their communities and 35 percent would offer some support. Only 17 percent would strongly 
oppose low- or moderate-income housing. "The results are surprising and fly in the face of stereotypes," 
McConnell said. "It suggests there are a lot of YIMBYs out there--yes, in my back yard."

The coalition's efforts come amid a flurry of affordable-housing initiatives in the Chicago area. 

On Wednesday, the Chicago City Council approved an ordinance that would require developers who 
received subsidies from the city to set aside at least 20 percent of their units for affordable housing. The
ordinance would apply to new or substantially rehabilitated buildings and condominium conversions with 
at least 10 units. 

Sustaining Public Support Through a Statewide Campaign
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Sustaining Public Support Through a Statewide Campaign

The Maine State Housing Authority is spearheading the effort in
that state to educate residents about the need for affordable
housing in the state. An extensive marketing campaign empha-

sizing the lack of affordable housing for working people has been the
core of the group’s efforts.

MSHA, in Augusta, is an independent state agency. It is largely self-
funded through bond issues, and while the director is appointed by the
governor, the approximately 100 staff members are not state employed.

In fall 2001, MSHA undertook a marketing campaign to raise public
awareness of the need for affordable housing in Maine communities and
overcome misperceptions of who affordable housing residents are.
While the campaign was not an effort to advance a particular project or
housing initiative, one impetus for the work was community opposi-
tion that had stalled an affordable housing development in Portland,
necessitating a referendum to allow the project to continue.

In an attempt to overcome similar resistance in the future, the agency
developed a series of three newspaper ads produced by Hauptman &
Partners, a Portland advertising agency. The ads each featured a person
who would be served by affordable housing—a nurse, a firefighter, and
a teacher—and who would not likely be able to afford to live in the
communities where they work. The ad featuring the firefighter, for
example, read: “You can call him a hero ... but you can’t call him a
neighbor.” The copy for each ad emphasized the benefits of affordable
housing, citing a healthy business climate, diversity, growth, and vital-
ity among the benefits to communities providing affordable housing.
Each ad read, “Your community’s ability to provide safe, decent hous-
ing is critical to its success.”

The ads ran in newspapers around the state for about a month.
Development and media costs totaled $15,000. Additional ads are
being considered, which would feature people specific to Maine com-
munities, such as fishermen.

As part of its outreach efforts, MSHA also produced a 17-minute video
called “Work Force Housing and Maine’s Future,” intended as an infor-
mation tool for local planning boards and other local governing bod-
ies, groups with an interest in affordable housing, and the general pub-
lic. The video was created in 2002 and shown at that fall’s housing con-
ference. MSHA’s marketing firm, which is now NL Partners of Portland,

MAINE: Housing Campaign Confronts NIMBYism
Maine State Housing Authority

CASE STUDY IN BRIEF

• Maine’s marketing campaign
began in 2001. $15,000 was
budgeted for the project.

• Newspaper ads featuring people
who would be served by afford-
able housing— nurses, firefight-
ers, and teachers—and who
would not likely be able to
afford to live in the communities
where they work. The ads
emphasized the benefits of
affordable housing, citing a
healthy business climate, diversi-
ty, growth, and vitality among
the benefits to communities pro-
viding affordable housing. Each
ad read, “Your community’s abil-
ity to provide safe, decent hous-
ing is critical to its success.”

• A video called “Work Force
Housing and Maine’s Future,”
intended as an information tool
for local planning boards and
other local governing bodies,
groups with an interest in
affordable housing, and the
general public. MSHA is con-
sidering broadcasting the video
on local cable TV stations, and
the video is available to anyone
who is interested at no charge.

• MSHA is also considering pur-
chasing a new software program
that would allow local planners
to view different scenarios for
growth and siting development
in their communities.
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created the video. MSHA is considering broadcasting the video on local cable TV stations. The video is available
to anyone who is interested at no charge.

An additional concern for the housing authority is Maine’s rapid growth and sprawl development, which is espe-
cially acute in the southern part of the state. MSHA sees sprawl as one consequence of NIMBYism and resistance
to affordable housing. The agency hopes to see smarter growth where needed, using planning and local ordi-
nances that favor clustered neighborhoods and public open spaces. MSHA helps groups working on these issues
by providing a variety of census data to local communities trying to get a handle on their housing needs.

MSHA used this and other data to create a PowerPoint presentation that the agency Director uses during pre-
sentations to local civic, fraternal, and planning organizations who have an interest in affordable housing. The
presentation includes information on local housing needs and issues.

More information on Maine’s housing, including a report produced by the Maine State Housing Authority, “The
State of Maine’s Housing, 2002” is available online at www.mainehousing.org.

•••

For more information, contact:

Daniel Simpson, Director of Public Information
207 626-4600

dsimpson@mainehousing.org
www.mainehousing.org

Inquiries about housing related census data should be directed to:

John A. Wainer
Research Analyst

Maine State Housing Authority
353 Water Street

Augusta, Maine 04330-4633
Phone: 207-624-5790

Fax: 207-626-4678
Email: jwainer@mainehousing.org

Michael Finnegan
Maine State Housing Director
mfinnegan@mainehousing.org

or write to him c/o MSHA
353 Water Street

Augusta, Maine 04330

Sustaining Public Support Through a Statewide Campaign
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She is a certified nurse’s assistant at an 

assisted-care living facility, in one of Maine’s more

affluent communities. She loves her job. She loves

the people she helps. But what she could do without

is the hour-long commute to and from work each day.

Diversity within Maine’s communities is key to

their continued growth and vitality. When a segment

of the population is forced to live elsewhere, the

community ultimately suffers. Businesses can’t find

the employees they need to expand, community-based 

volunteer services disappear, and the community 

that was once so desirable isn’t anymore.

In Maine, the ability of your community to 

provide safe, decent and affordable housing is 

critical to its success. If you’d like to see your

community do more, call the Maine State Housing

Authority for 

more information 

at 800-452-4668. 
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She teaches advanced mathematics at a high school

in Maine. Through numbers, formulas and theories, 

she stretches the minds and imaginations of her 

students. Unfortunately for her, a very important

number doesn’t add up — the number of available

apartments in the town in which she teaches.

Diversity within Maine’s communities is key to

their continued growth and vitality. When a segment 

of the population is forced to live elsewhere, the

community ultimately suffers. Businesses can’t find

the employees they need to expand, community-based

volunteer services disappear, and the community that

was once so desirable isn’t anymore.

In Maine, the ability of your community to provide

safe, decent and affordable housing is critical to 

its success. If you’d like to see your community 

do more, call the Maine State Housing Authority 

for more information

at 800-452-4668. 
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In 1999 the Minneapolis Foundation requested proposals to
address what it saw as a critical need—to overcome mispercep-
tions and a lack of understanding about people who need

affordable homes. From that request, HousingMinnesota was born.

A project of the Minnesota Housing Partnership, HousingMinnesota
received an initial grant of $250,000 to engage a professional adver-
tising agency. Additional grants came from the Family Housing
Fund and the Greater Minnesota Housing Fund, and the state hous-
ing agency. The group has grown into a large coalition, with a steer-
ing committee of 30 representatives reflecting a broad range of part-
ners.

The goals of HousingMinnesota include developing a policy plat-
form to improve housing conditions in Minnesota over the next ten
years. Because of the diversity of its members, which include rural
and urban housing interests, first-time homebuyers, advocates for
the homeless, and neighborhood development groups, there were
many “currents and streams of thinking to reconcile,” according to
Chip Halbach, who oversees HousingMinnesota, along with a staff
of three and a VISTA volunteer.

The group selected the public relations firm Tunheim Partners to
develop a campaign designed to “build support by building under-
standing” said Halbach. Aimed at business and political leaders, vot-
ers, and the media, the multi-year campaign seeks to bring togeth-
er diverse constituencies to promote and achieve Homes for All by
2012.

“We believe that affordable housing at all income levels is key in the
creation and sustainability of stable families, healthy communities, and statewide economic prosperity,” said
Halbach in describing the essence of the campaign.

The campaign materials are designed to put people in need of affordable housing in a positive light. They
feature young teachers, firefighters, police officers, seniors, cooks, day-care workers, and health-care atten-
dants who serve the community but can’t afford to live there.

The three-phased campaign helped build momentum leading up to a very successful conference on afford-
able housing, held in the Twin Cities in 2002.

The first phase involved reaching out to the public and developing materials for the advocacy groups in the
HousingMinnesota network. The materials included a brochure, radio ads, billboards, and ads on public
transportation.

MINNESOTA: Campaign Pledges “Homes for All”
Housing Minnesota

CASE STUDY IN BRIEF

Begun in 1999, Housing
Minnesota’s campaign consisted
of three phases:

• Phase 1: Reaching out to the
public and developing a
brochure, radio ads, bill-
boards, and ads on public
transportation for the advocacy
groups in the
HousingMinnesota network.

• Phase 2: Engaging the labor,
business, education, and faith
communities, low-income
housing advocates, local gov-
ernment, and people directly
affected by the housing short-
age.

• Phase 3: Emphasizing
research, community organiz-
ing, and legislative initiatives
that support the production
and preservation of affordable
housing for lower-income resi-
dents.
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The second phase focused on engaging the grass tops and grass roots of seven community sectors—labor,
business, education, faith communities, low-income housing advocates, local government, and people
directly affected by the housing shortage.

Now in the third phase, the group is emphasizing research, community organizing, and legislative initiatives
that support the production and preservation of affordable housing primarily benefiting lower-income resi-
dents.

Anecdotally, there has been a very favorable response to the ad campaign within Minnesota and nationally,
said Halbach. The group tracked how many times their ads ran and the potential audiences reached. They
found that the press conference to launch the campaign was picked up by 24 media outlets.

HousingMinnesota has recruited a group of trustees from among the top leaders in the state, including the
president of Wells Fargo Bank of Minnesota, the president of the state’s AFL-CIO, and the state’s bishops, one
of the many positive outcomes Halbach attributes to the campaign. The past five Minnesota governors were
also involved and supportive of the campaign and co-convened the 2002 conference, which attracted 1,300
people from across the state—from individuals living in shelters to more than 200 business representatives.

HousingMinnesota conducted minimal research into attitudes toward affordable housing before or after its
campaign. It relied on existing research, including a poll conducted by the Metropolitan Council, the region-
al planning body for the Twin Cities, that pointed to the shortage of affordable housing as a key concern of
Twin Cities residents, who were found to be largely sympathetic to the issue.

In 2004, HousingMinnesota is undertaking another round of research and message development reflecting
the changed economic times and more conservative political environment.

The HousingMinnesota Web site, www.housingminnesota.org, provides examples of ads and communica-
tions materials, information on housing in Minnesota, affordable housing resources including federal agen-
cies and national lenders, and talking points that address misperceptions about affordable housing.

•••

For more information, contact:

Chip Halbach
Executive Director

800-728-8916, ext. 101
chalbach@mhponline.org
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To raise awareness of the need for more affordable housing in
Vermont and build support for more housing development, a
coalition of 43 organizations—including banks, business

groups, state agencies, environmentalists and housing activists—creat-
ed the Vermont Housing Awareness Campaign.

The coalition, which has no full-time staff of its own, relies on the
resources of its members to fund and staff the campaign. Contributions
from the Vermont Housing and Financing Agency, Fannie Mae, the
Vermont State Housing Authority, Banknorth, and Chittenden Bank, as
well as environmental, housing, and business groups, totaled about
$85,000 from 2002 through 2004. The campaign received an initial
$8,000 grant from the Vermont Community Foundation.

Housing in Vermont is out of reach for many of its citizens. The medi-
an price of a single-family home in Vermont has jumped 54% between
1996 and 2003, and 11% between 2002 and 2003 alone, and the Fair
Market Rent on a two bedroom unit increased 28% between 1996 and
2004. Fully 61% of Vermont workers are employed in jobs with a
median income insufficient to afford the rent for a basic two bedroom
apartment at the Fair Market Rent.

As a first step, the coalition commissioned a public opinion poll in
January 2002. Creative Strategies and Communications, Inc., a
Massachusetts firm, conducted a survey of 300 people from around the

state about their knowledge and perceptions of housing needs and what kind of housing they would be willing to
accept in their communities. The pollsters also tested messages the coalition would later use in its outreach campaign.

Among the poll’s findings:

• People believed that there were housing problems in the state but not in their communities.

• Once people understood the problem, 79% supported more housing.

• People strongly supported state funding for affordable housing.

• People responded strongly to messages describing the need for housing and the economic benefits of afford-
able housing.

• They also voiced a strong desire for housing development that doesn’t encourage sprawl development or over-
take agricultural land.

Armed with that information, the coalition identified its primary audiences— town officials, local planning bod-
ies, civic leaders, and the media—who had local influence and could help create a climate favorable to affordable
housing. Because housing development is strongly tied to local control, the coalition’s strategy is to reach leaders

VERMONT: Targeting Local Leadership
Vermont Housing Awareness Campaign

CASE STUDY IN BRIEF

A public opinion poll in
Vermont found that:

• People believed that there were
housing problems in the state
but not in their communities.

• Once people understood the
problem, 79% supported more
housing.

• People strongly supported state
funding for affordable housing.

• People responded strongly to
messages describing the need
for housing and the economic
benefits of affordable housing.

• They also voiced a strong desire
for housing development that
doesn’t encourage sprawl
development or overtake agri-
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at the local level.

Coalition members specifically targeted the leadership in towns with housing projects already in the pipeline,
according to John Fairbanks, director of public affairs for VHFA. “Local officials decide what gets built,” he said.
“We want to reach them and reach other community leaders who can create support for housing development.”

The strategy includes what Fairbanks calls the “ground game”—public forums and breakfasts with the Rotary
Clubs, Chambers of Commerce, and other civic and religious groups to make them aware of the need for afford-
able housing throughout the state.

A committee of coalition members developed a campaign theme “Housing is the Foundation of Vermont’s
Communities,” and produced a PowerPoint presentation describing the housing shortage and its economic impacts.

The campaign also produced a brochure addressing the myths of affordable housing, several radio and newspa-
per ads, and a series of posters featuring people who need housing but can’t afford it. One of the radio ads fea-
tured then-Governor Howard Dean, as well as the state’s two U.S. Senators, talking about the need for affordable
housing in Vermont, and the other included individuals, one of them a single mother, talking about the difficul-
ty they were having finding housing they could afford. “We wanted to put a human face on the problem,”
Fairbanks said. Thousands of posters were distributed, largely to several banks that are members of the coalition.
The banks posted them in their branches. More than $25,000 was spent running the newspaper and radio ads.

In the advertising and in their day-to-day communication the campaign makes an effort to avoid using the term
“affordable housing,” said Fairbanks, because of the pejorative nature of the term to many people. Instead they
talk about “housing that average Vermonters can afford.”

The campaign was also very successful garnering earned media coverage, said Fairbanks. In 2002 the press paid
little or no attention to the issue of affordable housing, he said, but the campaign’s efforts to build relationships
with reporters paid off, and now every major media outlet in the state regularly reports on the campaign’s efforts
and the need for affordable housing.

And the coalition’s work is continuing. A small working group is collaborating with a professional videographer
to produce two videos describing Vermont’s housing shortage. The first is 9 minutes long and can be viewed now
on the Web site. The other will be 20 to 30 minutes long and will be distributed to 19 local cable stations around
the state. The budget for the videos is $12,000.

In February, 2004, the coalition published the third annual edition of its report, “Between A Rock and A Hard
Place,” produced in cooperation with the Vermont Housing Council, a state government advisory group. The
next installment of this report will be available next winter.

•••

For more information, contact:

John Fairbanks, Director of Public Affairs
Vermont Housing and Financing Agency

P.O. Box 408
Burlington, VT 05402

802-652-3449
jfairbanks@vhfa.org

www.housingawareness.org
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When hard-working Vermonters can’t

afford decent housing, we all risk losing

essential services, community vitality,

and economic energy.

We need to build more housing and we

need to do so in a way that respects our

state’s character and environment.

There’s a severe shortage of affordable

housing  in nearly every part of Vermont.

And it affects everyone.

Our communities need emergency medical

technicians, child care workers, and police

officers. Yet none of these professions earns

an average wage high enough to afford a

modest two-bedroom apartment, at

statewide average rents.

We need emergency workers.
They need affordable homes.

HOUSING–THE FOUNDATION OF VERMONT COMMUNITIES

Vermont Housing Awareness Campaign
802 652•3449  www.housingawareness.org
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There’s a severe shortage of affordable

housing in nearly every part of Vermont.

And it affects everyone.

Builders and nonprofit housing

organizations need you as a partner.

When affordable housing is proposed in

your community, go out and support it.

Speak up! Write letters! Circulate a petition!

And keep going to public meetings until it’s

approved. It matters.

When hard-working Vermonters can’t

afford decent housing, we all risk losing

essential services, community vitality,

and economic energy.

If you’d like to become part of the solution,

please call, or visit our website.

To build affordable housing,
they need your support.

HOUSING–THE FOUNDATION OF VERMONT COMMUNITIES

Vermont Housing Awareness Campaign
802 652•3449  www.housingawareness.org
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We need child care workers.
She needs an affordable home.

When hard-working Vermonters can’t

afford decent housing, we all risk losing

essential services, community vitality,

and economic energy.

We need to build more housing and we

need to do so in a way that respects our

state’s character and environment.

There’s a severe shortage of affordable

housing in nearly every part of Vermont.

And it affects everyone.

Our communities need child care workers,

emergency medical technicians, and police

officers. Yet none of these professions earns

an average wage high enough to afford a

modest two-bedroom apartment,

at statewide average rents.

HOUSING–THE FOUNDATION OF VERMONT COMMUNITIES

Vermont Housing Awareness Campaign
802 652•3449  www.housingawareness.org
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Does your town need affordable housing?
Let your local officials know.

There’s a severe shortage of affordable

housing in nearly every part of Vermont.

And it affects everyone.

Let your local officials know you support

housing development, and that it’s good for

your community. Support them when they

support housing.

Work with your town officials to create

zoning laws that encourage housing

working families can afford.

When hard-working Vermonters can’t

afford decent housing, we all risk losing

essential services, community vitality,

and economic energy.

If you’d like to become part of the solution,

please call, or visit our website.

HOUSING–THE FOUNDATION OF VERMONT COMMUNITIES

Vermont Housing Awareness Campaign
802 652•3449  www.housingawareness.org
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Sustaining Public Support Through a Statewide Campaign

Launched in April, 2004, HousingWorks! is a statewide advo-
cacy effort led by a coalition of government, business and
nonprofit organizations aimed at increasing awareness of

Rhode Island’s affordable housing crisis. in the state. The campaign’s
objectives are to encourage the involvement of the business com-
munity in addressing the housing shortage, to create links between
economic development decisions and housing policies, to reduce
barriers to the production of housing, to create incentives for the
production of housing and to build awareness of the importance of
workforce housing to Rhode Island’s future.

“It has become increasingly difficult to find communities willing to
host affordable housing,” said Chris Barnett, communications direc-
tor for Rhode Island Housing, which staffs HousingWorks!
“Opponents write letters, show up at public hearings, and even hire
consultants to testify against affordable housing proposals.” There
has been a dramatic reduction in the number of new housing units
being created and an increase in the number of households in the
state, added Barnett. The growing imbalance between housing sup-
ply and demand has caused housing prices to rise six times faster
than income since 1998. And the number of clients at homeless
shelters increased more than 25% between 2002 and 2004.

Beginning in late 2003, Rhode Island Housing - a quasi-public housing finance corporation and the state’s
principal housing agency - began recruiting partners to design and launch the campaign. The Coalition grew
quickly as members like Fleet Bank, the Rhode Island League of Cities and Towns, the Rhode Island State
Council of Churches and numerous local chambers of commerce came on board. The group researched com-
munications efforts around affordable housing in other states and drafted a plan for Rhode Island.

While Rhode Island already has a strong housing advocacy network, which includes social service agencies,
CDCs and other nonprofits, Barnett said “we needed to reposition affordable housing as something other
than ‘the right thing to do.’ That argument isn’t as compelling as it needs to be in today’s no-growth envi-
ronment.” As such, the campaign looked at the issues that municipal and state policy- makers value most,
and found that economic development was clearly a priority. “This had to be a campaign about the impor-
tance of housing to the state’s economic growth and the economic benefits of housing beyond just con-
struction.”

The campaign has a two-part approach: an advocacy element and a communications element. Barnett called
the advocacy effort “the heart of the campaign,” wherein the Coalition makes presentations to chambers of

RHODE ISLAND: Building Awareness of the Importance
of Workforce Housing to Rhode Island’s Future

Housing Works

CASE STUDY IN BRIEF

• Framing the issue around the
fact that housing is unafford-
able for people with jobs in
the service, hospitality and
healthcare sectors rather than
focusing on the needs of the
very poor has proven to be an
effective message.

• By making connections with
local business associations the
campaign is able to speak
directly to a critical audience.

·• Rhode Island’s small media
market allows for total market
coverage with modest media
purchases.development or
overtake agricultural land.
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commerce, trade organizations, civic groups and other business associations on a regular basis about the
housing needs of the state. The presentations, which include a video, PowerPoint presentation and literature,
is geared toward putting the housing crisis in terms that make business people understand what it means to
them. “We emphasize that skyrocketing rents and housing prices mean consumers have less to spend on
goods and services and make it harder for businesses to recruit and retain employees.”

The six-minute video is comprised of a series of 20-to-30-second sound bites from a range of individuals: a
service worker looking for rental housing; another one hoping to buy a home; a health care worker who lives
in substandard housing; the president of the state’s largest bank; the executive director of the Rhode Island
Public Expenditures Council, a research and advocacy group funded by the state’s businesses; and a small
business owner. Each of these sound bites addresses public policy points relating to affordable housing and
show business leaders and policymakers how the shortfall in housing production affects them. “We stress that
this is not about poor people; it’s more about middle class people who viewed homeownership as a
birthright, and are now finding they can’t afford it,” said Barnett.

The presentations are followed up with a request that businesses and associations join the Coalition and com-
mit to help spread the campaign’s message through their own newsletters or email lists, by hosting additional
meetings on the issue or contributing money to the campaign.

The communications effort consists of print, TV and radio ads, all of which follow the same theme as the
campaign video. They detail the struggles working people face when trying to find housing in Rhode Island.
Because the small state is a single media market, a relatively modest buy reaches the entire population.

Prior to placing the ads, the visuals and text of the ads were tested on the three key publics - state policy
makers, municipal officials and business leaders. Their input not only helped to guide the use of photos and
language, but also which ads were most effective. An ad featuring a photo of a young woman graduating from
college and a headline reading “I grew up in Rhode Island, but I can’t call it home” resonated the most with
the focus groups, and was used in all three media.

Copy and rough design of the ads was done in-house. Outside designers and producers were hired to fine-
tune them and professionally produce them.

Finally, HousingWorks! has a website with information about the campaign, housing data and talking points
enumerating the steps the business community, municipal officials and state policymakers can take to
encourage housing production.

The campaign’s budget is about $150,000, including a 10 percent contingency. Rhode Island Housing com-
mitted up to $120,000; the balance came from other Coalition members. Of that budget, $90,000 has been
spent on placement of ads, $11,000 on the ad production. In addition, $10,000 is earmarked for a housing
study, which has not yet been designed or commissioned, but will serve as a springboard for additional
earned media coverage of the affordable housing crisis in the state.

The group measures its success by monitoring op-ed pieces written for newspapers by individuals who have
attended a presentation, letters written to public officials and businesses speaking out in support of afford-
able housing in their communities. As the campaign continues, leaders will also look for increased discus-
sion of municipal and state housing polices and increased financial support ranging from the purchase of fed-
eral housing tax credits to employer-assisted housing programs to donations to community development cor-
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porations and other nonprofit organizations with affordable housing missions.

Since the issue of economic development resonates more with business leaders and public officials, the cam-
paign crafted a message about the economic benefits of supporting affordable housing.

•••

For more information, contact:

Chris Barnett
Communications Director

Rhode Island Housing
401-457-1219 (Phone)

401-457-1136 (Fax)
cbarnett@rihousing.com

www.rihousing.com
44 Washington St.

Providence, RI 02903-1721
Turning Hope into Homes

Sustaining Public Support Through a Statewide Campaign
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Find out more at:

www.housingworksri.com

Real estate prices are climbing 

out of sight. And that means it’s 

getting harder and harder for Rhode

Islanders to find a place they can

afford. Today the average price of a

single family home in Rhode Island

is more than a quarter of million 

dollars. That means you’ve got to

earn about $80,000 a year to buy 

the average home. But, 95 percent

of Rhode Island jobs pay less. The

economy can’t grow if there’s no

place for the workforce to live. And

that affects everyone. We need to

create more housing the workforce

can afford. The HousingWorks

Coalition is doing something about it.

You can help.

I can save your life, but 
I can’t call you neighbor. 

”“

Sustaining Public Support Through a Statewide Campaign
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I grew up in Rhode Island,
but I can’t call it home.“ ”

Find out more at:

www.housingworksri.com

Rhode Island ranks dead last in 

housing growth. That’s 50th out of

the 50 states. And Rhode Island

ranks almost as low in job creation.

No wonder our young people are

worried. All they want is the same

shot at the American Dream their

parents had. They don’t want to

leave friends and family behind, 

but skyrocketing rents and real estate

prices may leave them little choice.

The economy can’t grow if there’s no

place for our young people to live.

And that affects everyone. We need

to create more housing the workforce

can afford. The HousingWorks

Coalition is doing something about it.

You can help.

Sustaining Public Support Through a Statewide Campaign
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Every business wants to grow and
prosper. If the lack of affordable housing is
holding us back, that is our business.“

”

Find out more at:

www.housingworksri.com

Skyrocketing rents and real estate

prices are hurting Rhode Island’s

economy. Housing prices grew

faster here than anywhere else in

the nation last year. And business 

is feeling the impact. Consumers

have less disposable income and 

it’s harder to recruit and retain 

good employees. The economy 

can’t grow if there’s no place for the

workforce to live. And that affects

everyone. We need to create more 

housing the workforce can afford.

The HousingWorks Coalition is

doing something about it. 

You can help.

Neil Steinberg
CEO, Fleet Bank

Sustaining Public Support Through a Statewide Campaign



Housing Advocacy Catalog • The Campaign for Affordable Housing104

The bar graph above shows the drastic

drop in housing construction relative 

to job creation in Rhode Island over

the past two decades. National studies

have shown that about 700 new housing

units are required for every 1,000 jobs

added to a local economy. However,

from 1992 -2002, Rhode Island added

only 415 housing units for every 1,000 

jobs created in the state. The U.S. Dept.

of Commerce estimates that each public

dollar invested in housing leverages 

an additional $9 dollars as it ripples

through the economy.

Lack of residential growth means lost

retail sales, less business expansion

and foregone tax and other revenue. 

The state’s goal of creating 20,000

new jobs over the next four years 

will mean a need for roughly 3,500

new housing units per year.
10

However,

only about 2,500 new housing units

are being built in Rhode Island per

year. It is estimated that construction 

of another 1,000 homes would 

generate 2,448 full - time jobs, $79.4

million in wages and $42.5 million 

in revenue.
11
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U.S. Census Bureau, “2001 Supplementary Survey,” Rhode Island statewide data.
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U.S. Census Bureau, “2001 Supplementary Survey.” 
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U.S. Census Bureau, “2001 Supplementary Survey.”

07
U.S. Census Bureau, Table ST-EST2002-07 - Estimated Components of State Population Change: 
April 1, 2000 to July 1, 2002, released 12/20/02.

08
U.S. Census Bureau, Table HU-EST2002-03 - State Housing Unit Estimates, Population Division, 
U.S. Census Bureau, Release Date: July 18, 2003; http://eire.census.gov/popest/data/household/
HU-EST2002-03.php

09
Rhode Island Emergency Shelter Information Project, Annual Report, 
July 1, 2002 – June 30, 2003.

10
U.S. Census Bureau, CPS Annual Demographic Supplement, Table HINC01: Selected
Characteristics of Households, by Total Money Income in 2001; RI Dept. of Labor &
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“Housing: The Key to Economic Recovery,” National Association of Home Builders,
http://www.nahb.com/
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A Jobs-Housing Imbalance Is Taking Hold In Rhode Island
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For more information on the Rhode Island housing market, please visit the HousingWorks! web site at www.housingworksri.com
or contact Michael Doherty, Research Coordinator at Rhode Island Housing, 401-457 -1267 or mdoherty@rihousing.com. 

A Jobs-Housing Imbalance Is Taking Hold In Rhode Island 
New Housing Units Constructed Per 1,000 Jobs Added, 1982-2002

HousingWorks!
401-457-1146
info@housingworksri.com
www.housingworksri.com 
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Last year, Rhode Island’s home prices

grew faster than any other state in the

country.
1

In 2003, half of all single

family homes in Rhode Island sold for

more than $230,000, a $42,000

jump over 2002.
2

In 2003, average

two-bedroom rents in the state reached

$1,032 per month, including utilities, 

a jump of $155 since 2002.
3

Every day, Rhode Islanders are being

squeezed by this relentless run-up in

housing prices. The bar graph below

illustrates the affordability gap for

many crucial employment categories.

Customer service and day care 

workers cannot afford typical rents. 

Computer support personnel and

licensed practical nurses cannot afford

the median-priced single family home. 

Due to Rhode Island’s high prices,

many renters and homeowners pay 

too much for housing, cutting into what

they can spend on other goods and 

$0

$100

$200

$300

$400

$500

$600

$700

$800

$900

$1,000

$1,100

$1,200

$1,300

$1,400

$1,500

$1,600

$1,700

$1,800

M
id

dl
e 

Sc
ho

ol
 T

ea
ch

er
s

A
ud

ite
rs

Fi
re

 F
ig

ht
er

s

Lic
en

se
d 

N
ur

se
s

C
om

pu
te

r S
up

po
rt

So
ci

al
 W

or
ke

rs

C
ar

pe
nt

er
s

D
en

ta
l A

ss
ist

an
ts

Re
ta

il 
M

an
ag

er
s

In
su

ra
nc

e 
C

le
rk

s

C
us

to
m

er
 S

er
vi

ce

Sc
ho

ol
 B

us
 D

riv
er

s

In
sp

ec
to

rs
 &

 T
es

te
rs

Sh
ip

pi
ng

 C
le

rk
s

C
oo

ks

Re
ta

il 
Sa

le
s

D
ay

 C
ar

e 
W

or
ke

rs

Statewide Average
2 BR Rent = $1,032

Estimated Total Monthly
Costs for $230,000 Median

Price Home = $1,784

� � � � � � � � � � � � � � � � �

� � � � � � � � � � � � � � � � �

Home Prices In Rhode Island Jump Dramatically Far Outpricing Household Incomes
All data as of 2003.
Affordable housing 
payment defined as 
30% of monthly wages.
Home payment assumes
30-year, fixed-rate 
mortgage of $207,000 
at 6.5%; annual 
property taxes and 
insurance =$4,500;
annual private mortgage
insurance =$1,100.

Housing Fact Sheet
Rhode Island’s skyrocketing housing costs are undermining the state’s economic competitiveness. The state ranks near
or at the bottom of many national housing indicators such as homeownership rate, housing growth and affordability. 
A growing imbalance between supply and demand is driving up rents and real estate prices. And that is slowing 
economic growth. This fact sheet reports on the magnitude of the state’s housing crisis and its impact on Rhode
Island’s workforce and business community.

How bad is the housing crisis in Rhode Island?

HousingWorks!
401-457-1146
info@housingworksri.com
www.housingworksri.com 

The Gap Between Affordable vs. Actual Housing Prices
For Selected Rhode Island Workers
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� Make state and municipal officials aware

of the importance of public policies and

resources that support the development 

of workforce housing. 

� Urge your local Chamber of Commerce

to form a committee to advocate for 

policies and programs that create 

workforce housing.

� Donate money, materials, services and

expertise to nonprofit housing providers 

in your markets. 

� Invest in state and federal tax credit 

programs that provide equity for housing

development while reducing corporate 

tax liability. 

� Serve on boards of nonprofit housing

providers and invest in programs 

that build their capacity or enhance 

housing opportunities.

� Create employer-assisted housing 

programs that provide down payments

and security deposits and sponsor 

employee participation in home-buyer 

education classes.

� Participate in local planning efforts, sit 

on local housing-related boards and 

sponsor and allow staff to volunteer for

community housing activities such as

Habitat for Humanity.

� Get to know the organizations in your 

markets that provide housing and invite

them to make presentations at meetings 

of business organizations to promote a 

better understanding of the housing needs

of the community.

What the business community can do.

HousingWorks!
401-457-1146
info@housingworksri.com
www.housingworksri.com 
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What municipal officials can do.

� Recognize that economic growth and 

housing growth are directly linked.

� Exempt affordable housing from fees 

and building caps, and create flexibility 

in other requirements to bring down the

cost of creating workforce housing.

� Work with nonprofit housing providers to

convert municipally owned land and build-

ings suitable for residential use to housing.

� Update your community’s Comprehensive

Plan and development regulations to ensure

there is adequate housing to accommodate

future job growth.

� Make affordable housing a priority for

CDBG and other municipal resources.

� Work with local colleges and universities

to ensure that they are producing an 

adequate supply of student housing.

What municipal

� Promote strategies such as inclusionary

zoning, which requires new housing 

developments to include a certain amount

of housing for low- and moderate-income

households, and mixed-use zoning, 

which allows commercial and residential

development in a town center.

� Provide nonprofit housing providers 

with regulatory, financial and technical

support to help meet your community’s

housing needs.

� Provide home-buyer assistance to municipal

workers through down payment or closing

cost subsidies, tax incentives and home

repair funds.

HousingWorks!
401-457-1146
info@housingworksri.com
www.housingworksri.com 
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Statewide Organizations

Housing Network of Rhode Island
Brenda Clement, Executive Director
48 Nashua Street 
Providence, RI 02904
(401) 521-1461
www.housingnetworkri.org

Local Initiatives Support 
Corporation (LISC)
Barbara Fields Karlin, Director
229 Waterman Street
Providence, RI 02906-5297
(401) 331-0131
www.liscnet.org/rhode_island

Rhode Island Coalition 
for the Homeless
Noreen Shawcross, Executive Director
50 Niantic Avenue
Providence, RI 02907
(401) 421-6458
www.rihomeless.com

Rhode Island Housing and 
Mortgage Finance Corporation
Richard Godfrey, Executive Director
44 Washington Street 
Providence, RI 02903
(401) 751-5566
www.rihousing.com

Rhode Island Housing 
Resource Commission
Susan Baxter, Chair
41 Eddy Street 
Providence, RI 02903
(401) 450 -1356
www.hrc.state.ri.us

Statewide Housing 
Action Coalition (SHAC)
44 Washington Street
Providence, RI 02903
(401) 457-1285
www.shac-ri.org

Blackstone Valley
Blackstone Valley 
Community Action Program 
Vincent Ceglie, Executive Director
32 Goff Avenue 
Pawtucket, RI 02860
(401) 723 -4520

Pawtucket Citizens 
Development Corporation
Nancy Whit, Executive Director 
210 West Avenue 
Pawtucket, RI 02860
(401) 726 -1173

REACH
Bill Siemers, Executive Director 
445 Dexter Street 
Central Falls, RI 02863
(401) 723 -8730

Valley Affordable 
Housing Corporation
Peter Bouchard, Executive Director
573 Mendon Road
Cumberland, RI 02864
(401) 334 -2802

Bristol County
East Bay Community 
Development Corporation
Kathy Bazinet, Executive Director 
150 Franklin Street 
Bristol, RI 02809
(401) 253 -2080

Newport County
Church Community Housing Corporation
Stephen Ostiguy, Executive Director 
50 Washington Square 
Newport, RI 02840
(401) 846 -5114

Northern Rhode Island
Woonsocket Neighborhood
Development Corporation
Joseph Garlick, Executive Director
141 Olo Street 
Woonsocket, RI 02895
(401) 762-0993 

West Bay & Northern Rhode Island
Habitat for Humanity
P.O. Box 6743
Warwick, RI 02887- 6743
(401) 732- 6407

Nonprofit Housing Providers/Resources
(For a comprehensive resource listing visit www.shac-ri.org)

Nonprofit Affordable Housing Developers

HousingWorks!
401-457-1146
info@housingworksri.com
www.housingworksri.com 
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What state policymakers can do.

� Establish a long-term commitment to fund

housing programs and make housing a 

priority for state government.

� Provide at least $5 million annually to fund

the Neighborhood Opportunities Program.

� Improve the Low And Moderate Income

Housing Act and the incentives it provides

for all communities to provide a range of

housing opportunities.

� Support housing and community 

development as an integral part of 

economic development policy.

� Establish policies that support workforce

housing production such as exempting

affordable housing from impact fees and

building caps and maintaining the 

8% property tax assessment limitation 

for affordable housing.

What state policy

� Encourage cities and towns to increase

their workforce housing stock by providing

education aid bonuses for every family

unit created and technical assistance

updating the housing and land-use 

elements of their Comprehensive Plans.

� Support statewide policies such as 

restricting predatory lending and maintaining

balanced landlord/tenant laws that help

people find and keep housing.

� Support the role of the Housing 

Resources Commission with adequate

staffing and resources.

� Establish a permanent legislative 

commission or caucus on housing.

HousingWorks!
401-457-1146
info@housingworksri.com
www.housingworksri.com 
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Sustaining Public Support Through a Statewide Campaign

In New Hampshire, a state-chartered agency champions local efforts to educate the public about the need
for affordable housing. Now in its third year, New Hampshire Housing’s Housing Awareness Project pro-
vides local workforce groups with information and up to $5,000 in grants for community education

about the need for affordable housing.

The project was founded for the purpose of educating and raising awareness about the need for affordable
housing in the state. Communications Administrator Jane Law describes the project as a “grassroots effort,”
targeting civic organizations, church groups, and local governments with information and small grants to
build understanding of and support for affordable housing in local communities. The awareness project thus
far has steered away from advertising, preferring instead to empower local groups and civic leaders to carry
the message.

The grant program utilizes a simple, user-friendly three-page application so that those applying can spend
their time in pursuing their mission rather than in grant writing, explained Ms. Law. To date eleven grants
have been awarded. The groups have sought grants for a variety of purposes including producing workshops
and educational materials, running forums on housing issues, and otherwise broadening the arena to bring
businesses and other nontraditional players into the housing discussion. 

New Hampshire Housing, an independent public-benefit organization established by the state legislature in
1988, receives no state funds and employs 110 people. The group conducts research, which it updates and
republishes annually, presenting analyses on New Hampshire’s job growth and housing market conditions.
The data demonstrates that the housing supply has not kept up with job growth, resulting in a critical short-
age in rentals and single-family homes affordable to low- and moderate-income workers.

The project has produced a pamphlet, “The State of Housing in New Hampshire,” containing statistics on
the state’s housing needs and the relationship of housing to economic growth. The pamphlet accompanies a
PowerPoint presentation, which the New Hampshire Housing staff uses in its educational efforts and makes
available to local groups, who use the materials to make the case with Rotary Clubs, church groups, schools,
nonprofits, town councils, and planning and zoning boards. 

Housing production has met with strong resistance, particularly where residents are concerned about main-
taining the rural character of their communities. Development in any form is often unwelcome. According
to Claira Monier, executive director of New Hampshire Housing, “It has been easier to build affordable hous-
ing for the elderly than lower-priced, single-family housing, which many see as a strain on local schools.” 

A key goal of the Housing Awareness Project is building support among business and community leaders
who can effectively lobby the legislature for funding and support. They have found allies among local busi-
ness people who are failing to recruit employees because of the lack of affordable housing. 

The Housing Awareness Project’s budget is $150,000, which includes funds for the grant program and for
research conducted by New Hampshire Housing itself as well as a variety of outside consultants. Funds are

NEW HAMPSHIRE: Building Awareness 
from the Grassroots Up

New Hampshire Housing’s Housing Awareness Project
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Sustaining Public Support Through a Statewide Campaign

from New Hampshire Housing’s own resources. The organization is currently seeking funding partners for
several specific research studies.

•••

For more information about the New Hampshire Housing Awareness Project, visit www.nhhfa.org/hap

Jane Law, Communications Administrator
jlaw@nhhfa.org

New Hampshire Housing Finance Authority
P.O. Box 5087

Manchester, NH 03108
603-472-8623

fax 603-472-8501

Claira P. Monier, Executive Director
603-472-8623
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Februaryy 20033 

THE STATE OF HOUSING
IN NEW HAMPSHIRE

          New Hampshire Housing Finance Authority
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Sustaining Public Support Through a Statewide Campaign

With a broad group of supporters and funders, including corporations, foundations, and public
agencies, a North Carolina group has undertaken an ambitious advocacy and education cam-
paign aimed at broadening acceptance of affordable housing among the public, elevating the

housing issue in North Carolina politics, and increasing the approval and production of affordable housing
at the local level. 

The Campaign for Housing Carolina is a project of the North Carolina Housing Coalition, a 15-year-old
statewide nonprofit based in Raleigh.  The campaign advocates for the preservation of the existing affordable
housing stock and the creation of new housing for low-income North Carolinians. It also promotes policy
and funding initiatives for affordable housing.

Original Design

The Campaign was originally designed after the successful HousingMinnesota campaign.  However, the cam-
paign never really got off the ground due to the lack of funding to undertake such a broad, media-driven
marketing campaign. Once the startup funding was spent on the design and layout of materials and a Web
site, there were not enough remaining resources to undertake the cost-intensive media campaign that was
originally envisioned.

The Campaign was originally designed to take shape in three phases:

• Phase I (spring 2002 to spring 2003) was to focus on campaign development, including fundraising, audi-
ence surveys, media plans, and developing community partners. 

During this phase, the Coalition was able to generate enough resources to hire a full-time Campaign
Coordinator, design and put up a Web site for the Campaign, design and print campaign materials and hold
a kickoff event announced by the Secretary of State at the Coalition’s Annual Conference in May 2003.
However, at that point the Coordinator had already left the organization, the Executive Director and Policy
Director announced they were leaving at the Annual Conference and there was no more money to carry on
the campaign as originally envisioned. Public Service Announcements had been created but proposals for
donated media time had been rejected.

The other two phases were designed as follows:

• Phase II (spring 2003 to spring 2004) was to commence after the Media Campaign Kickoff and was to focus
on grassroots organizing, public education, and expanding partnerships. 

• Phase III (spring 2004 into the future) was to focus on innovative affordable housing programs and poli-
cy and legislative initiatives that increase opportunities for affordable housing. 

Reshaping the Campaign

Four months after the former Executive Director resigned, Chris Estes took over as director and has worked

NORTH CAROLINA: Because Everything 
Begins at Home

The Campaign for Housing Carolina
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to refocus the campaign to have the greatest impact given the resources that were available. The Campaign
will now be identified solely with the Coalition (it had been originally set up as almost a separate entity from
the Coalition with its own logo, materials, and Web site) and will focus on assisting local communities where
housing issues are at the forefront.  

In 2004, the Coalition will target four communities where affordable housing is a topic of major interest or
there is significant debate over the approval of an affordable housing development by the local public.  The
goal will be to assist local organizations to educate and advocate for affordable housing by providing them
with research, statistics, and strategic guidance on how to educate the local public and local political lead-
ers.

The primary barriers to the development of affordable housing in local communities are negative perceptions
about potential residents and the predicted loss in property values in surrounding communities.  To combat
these negative stereotypes, the Coalition is collecting research from around the country that demonstrates the
economic and social benefits of affordable housing to communities and refutes the fears of property value
loss.  

The campaign will also feature people who live in affordable and subsidized housing telling their stories
about how access to good housing has made a difference in their lives. The campaign emphasizes housing as
essential for jobs, families, and education and will advocate for increased funding for NC’s Housing Trust
Fund as one of its primary policy items.

With additional funding the message will be reinforced through billboards, bus posters, Public Service
Announcements for television and radio, and campaign buttons, all utilized on the local level where afford-
able housing issues are up for consideration.

The campaign is also a vehicle to distribute data and research on the state of housing in North Carolina’s 100
counties and impacts of affordable housing on communities.  The National Low Income Housing Coalition’s
report, Out of Reach 2003, documents that 41% of North Carolina’s renter households (393,460 households)
cannot afford a two-bedroom apartment at fair market rate.  The average wage needed to afford a two-bed-
room apartment is $11.60 an hour.  This is twice the minimum wage, and is beyond the reach of many work-
ers, including many teachers, janitors, police, and day-care workers.

While the new focus of the campaign is to target local communities, the Coalition will continue to promote
affordable housing through media, conferences, and speaking engagements across the state.  A key strategy
of the campaign is to inspire champions for the cause among business and community leaders, foundations,
policymakers, media, faith-based activists, and affordable housing advocates.  The campaign has 170 “sign-
on” partners including Habitat for Humanity, the North Carolina Housing Finance Agency, North Carolina
Justice and Community Development Center and the state Association of Educators.

Tools and Resources

As the this new focus for the Campaign is developed and implemented in 2004, staff will document the entire
process and develop a Campaign Resource Manual, which will allow other states to replicate the campaign.
The manual will compile materials with information on strategic planning processes, fundraising, partner-
ship development, public relations and marketing plans, campaign structure and strategies, outreach and
grassroots organizing, policy development, campaign tools and products. Additional tools incorporated in
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Sustaining Public Support Through a Statewide Campaign

the handbook will include a media toolkit, NIMBY guide, a guide to development of an interactive Web site,
statewide housing database, and an online clearinghouse.

•••

For more information, contact:

Chris Estes, Executive Director
North Carolina Housing Coalition
3948 Browning Place, Suite 210 

Raleigh, NC 27609
TEL: 919.881.0707 
FAX: 919.881.0350
cestes@nclihc.org
www.nclihc.org
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Housing Carolina is a network of organizations

dedicated to educating residents and elected

officials about the inherent value of affordable

housing. To view a current list of partners or

for more information, please contact us at:

3948 Browning Place , Su i te 210 / Ra l ei gh , NC 27609

P h : (919) 881-0707 / Fa x : (919) 881-0350

Vis it ou r web si te at www. Ho u s i n g Ca ro l i n a . or g
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your community.

E N C O U R AG E local group
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to the creation of housing tha

J O I N other North Carolinia
issues. Visit the HousingCaro
background information, reso
opportunities for action.

PA RT I C I PAT E in Housing 

Policymakers, businesses, and nonprofit organizations are finding
solutions that preserve existing affordable housing and promote the

creation of a wide range of affordable housing.

The North Carolina Low Income

Housing Coalition and the Center

to Create Housing Opportunities

are collaborating with a network of

organizations on a statewide pub-

lic awareness and education cam-

paign that significantly impacts

the way people perceive affordable

housing and those who live in it.

This multi-year campaign encour-

ages the general public and policy

makers to identify and ultimately

support solutions to the state’s

affordable housing dilemma. Building on a successful model in

Minnesota, Housing Carolina combines a media campaign, community

outreach & grassroots organizing,and education to eliminate public

apathy toward housing issues.

THERE IS H O P E FOR THE FUTURE

HOUSING CAROLINA GOA L S :
� Generate increased receptivity and more

positive attitudes toward affordable housing 

in North Carolina.

� Stabilize and expand supportive housing 

for vulnerable families.

� Increase the amount of affordable 

housing preserved and produced.

� Improve institutional infrastructure

necessary to sustain safe, affordable 

housing through legislative and policy 

initiatives, community organizing,

and education.

� Achieve permanent elevation of the 

states’ affordable housing issue in the 

public sphere.

� Elevate housing to a higher priority for

policymakers by emphasizing that 

housing is essential for jobs,families,

and education.

� Increaste policymakers to champion

affordable housing.

� Promote community understanding,

engagement and support of affordable 

housing through media, community

relations,public relations,and advertising.

A M I R AC L E H OM E
Trenita and Eric Rogers can’t

stop smiling. They have a beautiful nine-

month-old daughter, and have moved into

their first home.

“This is a miracle house,” said Trenita, a

34-year-old medical assistant in Greenville.

“My pastor has prayed with us.I was

denied so many times.I was told this

would never happen right now, that we

needed to wait a f ew years.”

Trenita and Eric,a 28-year old courier,

had wanted to buy a house for almost two

years. After being turned down several

times,they spent five months persistently

searching for homes and lenders, while

consolidating bills and cleaning up their

credit. And now, for only $25 more than

their previous rent charges,they are invest-

ing in their own brand new three-bed-

room,two-bathroom home.

“I know where my money is going,”

Trenita said.“It’s going [toward] something

that I can one day give to my children.’

“ We as a community
and as human beings
need to come together
and let people know …
We’re here to help…”

—Rev. Thomas Walker,
Rocky Mount Telegram 3/09/2003

W H AT WE CAN DO…

S O U RC E S�2000 Cen sus �2000 Cen sus Su pp l em en t a ry Su rvey �2001-2005 NC

�Na ti onal Low In come Housing Coa l i ti on , Out of Re a ch Repo rt �AARP �NC Divi s i

Housing Ca ro l i n a –
Because Everything Begins At Home

This pu
grants fr
Z Smith
Federal 

web:ww
email:gp

web:ww
email:ho

Sustaining Public Support Through a Statewide Campaign
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L i ke the state’s coast and mountains, its people are our
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H O U S I N G C O S T S

M E D I A N H O U S I N G VA L U E I N 1990:

$ 6 5 , 3 0 0

MEDIAN HOUSING VALUE IN 2000:

$ 1 0 8 , 3 0 0

AVERAGE HOURLY WAGE NEEDED TO AFFORD
A TWO-BEDROOM APARTMENT AT FAIR MARKET

RENT IN 2002:

$ 1 1 . 5 7

A L MOST 4,000
DEVELOPMENTALLY DISABLED PEOPLE ARE

IN NEED OF RESIDENTIAL SERVICES

6 73
S U B S I D I Z E D H O U S I N G P ROJ E C T S E X I S T

E XC L U S I V E LY FO R E L D E R LY

A N S S I R E C I P I E N T CA N AF FO R D MO N T H LY R E N T O F
N O MO R E T H A N $ 154, W H I L E T H E FA I R M AR K E T R E N T

FO R A O N E-B E D ROOM U N I T I S

$ 49 7

OW N E R-OC C U P I E D H O U S I N G U N I T S:

70 %

RENTER-OCCUPIED HOUSING UNITS:

3 0 %

MOBILE HOMES AS A PERCENTAGE
OF ALL HOUSING UNITS:

1 8 %

H O U S I N G P R O B L E M S

I N C R EAS E I N N U M B E R O F “H I G H LY C ROW D E D

H O U S E H O L DS” W I T H MO R E T H A N 1.5 P E O P L E

F ROM 1990 TO 20 0 0 :

1 6 3 %

H O U S E H O L DS L AC K I N G I N D OO R P L U M B I N G:

1 3 , 1 5 6

HOUSEHOLDS WITHOUT HEAT:

8 , 8 9 1
EXISTING HOUSING STOCK WITH LEAD PAINT:

2 2 %

S P E C I A L N E E D S H O U S I N G

G E N E R A L D A T A

B E C A U S E E V E R Y T H I N G B E G I N S A T H O M E

C Con s o l i d a ted Plan

i on of M H / D D / S A

blication made possible by
from Warner Foundation,
h Reynolds Foundation and 
Home Loan Bank of Atlanta.

ww.center2create.org 
pkane@center2create.org

ww.nclihc.org
ousing@nclihc.org
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