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CATEGORY: HOMEOWNERSHIP

SUBCATEGORY: HOME IMPROVEMENT and REHABILITATION
SUBMITTED FOR: ALASKA HOUSING FINANCE CORPORATION

Background

Alaska Housing Finance Corporation (AHFC) is responsible for providing energy and weatherization
programs, low-income rental assistance in 17 communities, and programs for homeless Alaskans seeking
to become self-sufficient. In addition to the direct services AHFC provides, the organization has contributed
close to $2 billion to Alaska’s state budget revenues through cash transfers, capital projects and debt-
service payments since 1986.

AHFC’s mission is to provide Alaskans access to safe, quality, affordable housing. In the last 30 years, this
mission has expanded in scope expanding to public housing programs, adding robust energy efficiency
programs, senior and special needs housing programs, and professional development opportunities.

Situation

Since oil was discovered in Alaska in 1968 and with the corresponding construction of the Trans-Alaska
Pipeline, Alaska experienced extreme growth through the 1970s. Today, nearly half of all homes in Alaska
were built in the 70s and many are now in need of renovation and energy efficiency improvements.

AHFC provides renovation options covering three scenarios:
1. Purchase renovation loan;
2. Renovations to be completed in conjunction with a purchase; and
3. Second mortgage for renovation

AHFC was primarily known amongst Alaskans for its first time homebuyer loan, its HomeChoice
homebuyer education classes and its rebate program made available to Alaskans making energy efficient
improvements. AHFC’s breadth of products and services accommodate many more needs. In the
mortgage department specifically, various loan options, such as the renovation loans, were not well known
among AHFC’s target audience. AHFC knew that the aging housing market was peaking during a time
when consumer trends for “DIY” and home remodels were gaining lots of traction — an ideal time to
promote renovations for these older homes.

Our Challenge

AHFC needed to increase awareness of its mortgage renovation products. One of the most visible and
cost-effective tools for AHFC was to promote renovation loans during the busy home show season and
encourage people to speak to an AHFC representative about energy efficiency and renovation loans while
attending the shows. The home shows, however, were full of other trade booths and people trying to get
homebuyers’ attention, so AHFC needed something that would set the agency apart and spark homebuyer
interest.

Insight
The idea of an outdated home is one of the most cringe-worthy experiences for homebuyers — everything
from the dated look and feel to the expensive energy inefficiencies makes those looking for a home
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frustrated and left feeling like they'd have to settle or compromise on one of the most emotionally charged
decisions they will ever make.

Solution

AHFC wanted to normalize the cringe-worthy feeling of buying a ‘70s style home while introducing the idea
of a renovation loan to ease the pain and make the idea of a home update fun. The campaign, “The 70s
called: They want their house back,” showcased the outdated styles of the ‘70s in order to call attention to
the evident need for renovation, and to connect with Alaska homebuyers who were more than likely all too
familiar with seeing dated styles in their home search.

Visually, home show campaign materials were interesting. They included two large backdrops, contrasting
a '70s themed home with a modern home to show the difference between a “before” renovation and "after”
renovation. An online energy efficiency quiz was created and available on iPads at the booth so attendees
could test their energy knowledge while they waited to talk to an AHFC representative. AHFC staff dressed
up in ‘70s costumes and handed out brochures with more ‘70s themed images and headlines.

AHFC also decided to increase its outreach among lenders since this group was on the front-lines and
actually issuing loans to homebuyers. Through a two-pronged approach, AHFC's strategy was to increase
awareness among both homebuyers and the lenders who were actually issuing the loans. This way, both
avenues in the consumer journey were covered with the message, making it more likely that 1) consumers
would ask their lenders about a renovation loan and 2) lenders would have these loans top-of-mind and be
more likely to offer the renovation loan to homebuyers.

Results
Renovation loans increased 130 percent from 2014 to 2015.

Total Renovation Loans (including MF)

Year Number of Loans Mortgage Value
2014 36 $11,904,463
2015 83 $25,533,692

In 2014, the total number of loans was 36 or three per month. In 2015, the volume jumped to 81 loans. The
trend continued in 2016 with the first four months showing 33 new renovation loans, almost on par with the
entire 2014 number produced.

Campaign costs were limited to a total 2015 budget of $32,600. The campaign materials were re-used for
the 2016 season. The total budget that year was only $10,900. AHFC met its budget target both calendar
years.
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