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MFA Promotional Video 

NCSHA 2016 Annual Awards Entry 
Communications: Creative Media 

 
The Challenge 
At the New Mexico Mortgage Finance Authority (MFA), it’s hard to count the number of times 
employees and board members have requested an “elevator speech” they can used when they’re asked 
to explain what MFA does. Staff and board members tell us that they usually fail to reply succinctly, 
accurately or at all. A similar scenario is played out at public presentations when program managers 
discussing specific topics are asked to provide an overview of our organization. A variety of inconsistent 
Power Point slides have been developed, and unpredictable explanations have been delivered. Content 
can meander through our 20-plus programs, organizational history, board composition, staffing, budgets 
and on and on…. 
 
Explaining what a HFA does can be a difficult task. The scope of our missions, the variety of programs 
and the diversity of the people we serve makes it hard to know where to begin. However, it’s crucial 
that we have a clear answer to the question, “What does your organization do?” Answering that 
question well can generate funding, inspire partners and generate new customers. Conversely, not 
answering means valuable opportunities are lost. 
 
Goal, Objectives and Target Audience 
Last year MFA began to strategize about how we could tell 
MFA’s story in a more effective and engaging way. Our goal was 
to increase understanding and create a positive perception of 
MFA and its work. Our audience was general by design. The 
audience would include everyone from community leaders and 
officials to potential funders and from people who work in 
affordable housing to those who know little or nothing about 
housing or MFA at all.   
 
In this age of YouTube and mobile streaming, the obvious 
solution was to create a video. Our objectives for the video 
were straightforward. We wanted to mention every category of 
services we provide without using a “talking head” or wordy 
captions. We wanted to communicate the human, emotional component of housing so that people 
would see themselves when they watched the video and realize that, like those people, they too could 

Goal 
Increase understanding and 
create a positive perception of 
MFA and its work.  
 
Strategic Objectives for the Video 
• Mention all categories of MFA 

services and programs 
• Avoid “talking heads” and 

wordy captions 
• Emphasize the human element 
• Be succinct 
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have quality affordable housing. And, from experience, we knew we had to be succinct. We set a limit of 
two minutes.  
 
The Process 
After researching local videographers, we hired a small, local company consisting of three videographers 
who knew nothing about MFA. They read through our website and developed a storyboard. It wasn’t 
even close to capturing the essence of our organization. An extensive educational process ensued and 
included field trips to emergency shelters, construction sites and rental properties.  
 
Gradually a plan emerged that involved “packing” MFA’s 20-plus programs into fewer categories that 
would be meaningful to a general audience. People and sites were chosen to represent the 
demographics and diversity of New Mexico. Except for the actor and her sons who were hired to play 
the homebuyers in the opening of the video, all of the people who appeared were connected to MFA. 
The actor reflects the largest demographic of people who use MFA mortgage products – single mothers. 
The emotion the actor portrays when she learns that her home loan has been approved sets the tone 
for the happy faces and scenes of home that follow. 
 
A decision was made to tell the entire story without spoken words. Lead staff and the videographers 
recognized that words had actually become hurdles to telling MFA’s story effectively. Writing a script or 
dialogue could push MFA into a characteristic mode of “overkill” where internal considerations such as 
who and what to include would dominate. Instead, we chose to keep the focus on conveying a clear and 
effective message for a general audience, many of whom would know little to nothing about affordable 
housing or MFA.  
 
Music was selected and edited to capture the emotion that people feel when they move into a home 
they love. The music gradually increases in volume and complexity, building to a highpoint when printed 
words appear for the first time. However, instead of captions, the words simply list our programs – in 
layman’s terms –over people who were established earlier in the video.  The single words and phrases 
are clearer -- and more impactful -- than dialogue and extended text could ever be. By the end of the 
video, the benefits of 10 housing programs and services have been demonstrated without speaking a 
single word. 
 
The video’s simplicity is what makes it at once innovative and replicable. We didn’t do anything fancy or 
expensive, which means that any other HFA could easily replicate it. Our most significant innovations 
were to use music instead of words for a clearer, more effective message, and people and places that 
reflect our state and the people we serve. The music and images naturally gave rise to the emotion and 
human element we hoped to communicate with very little effort or pretense. It goes to show that 
images of good work speak at least 1,000 words.  
 
To view MFA’s promotional video, go to our website, housingnm.org, and click on the second box titled 
“Want to know what MFA is all about?”   You can also click on the preceding link.  
 
Effective Use of Resources and Measurable Results 
The total cost to shoot and produce the MFA’s promotional video was $10,000. It has been viewed 
through our web site almost 700 times and shown at numerous trainings, trade shows, partner meetings 
and events. Invariably after showing the video, we hear the comment, “I didn’t know MFA did that!” It 

https://www.youtube.com/watch?v=OV372ujDm2M&feature=youtu.be
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also prompted tears to be shed by some of our staff and partners, which lets us know that the video is 
very tangible evidence of the impactful work we do.  
 
The value of MFA’s promotional video will extend years into the future. MFA will continue to use the 
video as its primary tool for general audience communication. This means thousands more viewings on 
the website and showings at public presentations and events. There is also the potential for MFA to use 
the video for advertising on television or during previews at local movie theaters—a successful, cost-
effective approach we’ve used in the past.  
 
MFA was recently asked by Freddie Mac officials if they could use the video to educate their staff about 
what HFAs do. The official said, “We were impressed by how well the video captured the work of HFAs.” 
Many staff members take a copy on a flash drive when they visit partners or potential customers, 
because it’s easier to show than tell. And now when the question comes, “What does your organization 
do?” we can tell them in 2:09 minutes.  
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