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 “By branding, and simply illustrating the changes to our mixed-use mixed-income loan 
programs we have overcome a communications barrier.” 
– Dale Wittie, VHDA Director of Rental Housing 
 
 “I think a mix of incomes in an apartment community is healthy. That’s one reason we 
have a mixed-income component as part of our VHDA financing.  I also think including mixed-
use is a great idea, because it gives apartment residents the nearby amenities they’re looking 
for.” 
- Richard Souter, a developer with WVS Companies and Roanoke River Associates. 
 
Background  
VHDA’s marketing strategy included product name development, production of clear and 
concise marketing collateral, and reaching our target audience in an appropriate setting. 
 
Mixed income has different meanings to different audiences.  Our intent was to provide our own 
definition with the hope that one of our products would be suitable for locality preferences and 
plans, as well as local market conditions.  It was also our intent to clearly state the conditions 
under which VHDA provided below market financing for workforce housing development. 
 
The mixed-use mixed-income program is complicated, so we named it “Workforce Housing” as 
it’s easy to grasp the meaning the first time, and also distinguish the program from “low income” 
housing and the negative perceptions sometimes associated with it. Our goal was to distinguish 
this product from LIHTC workforce housing as this product serves the workforce housing 
segment between 60 and 150 percent AMI. 
 
Unique identities were created for each of the Workforce Housing loan products by creating 
sub-names that clearly identify the households served by the income ranges. For instance, 
there is a Workforce 20/20/60 meaning that 20% of households must earn less than 80% AMI, 
20% must earn less than 120% AMI, and the remaining household income levels are 
unrestricted. VHDA also created pie charts that illustrate Funding Sources.  
 

                  
 
These two items, the Households Served and Funding Sources illustrations, were included in a 
case study template designed to showcase VHDA financed mixed-use and mixed-income 
developments. 
 
In addition to the case studies, VHDA worked with the editors of the Virginia Municipal League’s 
(VML) Town and City Magazine to include a special 5 page section in their magazine which 
reaches Local Government Officials (one of our primary target audiences).  
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We also sponsored a bus tour at VML’s annual conference so attendees could see the results of 
our MUMI financing in person. 
 
Why VHDA’s Rental Promotion Strategy for MUMI is Meritorious and Meets NCSHA 
Judging Criteria  
 
Innovative  
VHDA branded our mixed-use mixed-income loan program, similar to how retailers brand pieces 
of clothing and furniture – with names. We developed cost effective promotional materials to 
convey the message in a clear and concise manner. 
Branding creates a deep emotional connection with the customer. By naming the financing 
products “Workforce Housing” it connects the product with the households it is intended to 
serve. As a result, local government officials and developers clearly understand the purpose of 
the product. 
 
Replicable 
VHDA focused on branding, positioning and pitching an article.  Any HFA can use this approach 
to promote their programs.  
 
Reach Targeted Audiences  
The target audiences were local government officials and developers. One challenge was 
reaching local government officials. To achieve this VHDA, pitched the benefits the new 
program would provide to localities and pitched the story idea to the editor of the Virginia 
Municipal League’s (VML) Town and City Magazine. It has a circulation of 4,500 (local 
government officials – one of our key targets).  As a result we provided 5 pages of editorial 
complete with a cover photo, illustrations and professional photography. VHDA was also able to 
sponsor a bus tour at VML’s annual conference. VHDA managers had a captured audience of 
passengers and explained the program as the participants toured VHDA financed properties. 
 
Achieve Measurable Results  
As a result of clear and concise communication about the MUMI expanded program VHDA 
increased our loan production. VHDA financed an additional 1,768 rental units in the amount of 
$249,110,000 in funding. 
 
Provide Benefits that Outweigh Costs  
While it is difficult to determine exactly how many of these loans are attributable to the 
promotional materials, we feel it has helped maintain momentum for the program. The response 
from local government officials and developers was so positive that we created a Workforce 
Housing landing page with a user friendly URL vhda.com\workforcehousing  so that VHDA 
development officers could easily send a link with all the information to interested parties. 
 
Demonstrate Effective Use of Resources  
In-house Creative Development: Creative for the illustrations, case studies and editorial was 
developed in-house. The majority of the photos were obtained from the developers at no cost. 
The case studies cost .14 each to print. 
 
Achieve Strategic Objectives  
By positioning the expanded MUMI program to local government officials as “Workforce 
Housing” they were able to understand the benefits that VHDA’s loan programs bring to their 
communities. As a result, they were more inclined to approve developments financed by VHDA 

http://www.vhda.com/workforcehousing
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and overcome their perceptions that VHDA only finances housing for households with low 
incomes.  
 
Conclusion 
MUMI financing is a powerful tool that localities can use to revitalize their downtowns. VHDA’s 
campaign helped overturn existing negative perceptions around affordable housing and did it 
with simple messaging that was directly targeted and delivered to our audience. Our campaign 
focused on adding a visual element that is so necessary when trying to change an existing 
perception. The case studies, articles in the Town and City Magazine, and the bus tour allowed 
local government officials to see with their own eyes that these properties were attractive and 
added value to the existing community. Showcasing the properties along with an easy to 
understand description of the financing mechanism allowed this campaign to be successful and 
generated more than $249 million in additional financing. 
 
The expanded MUMI program is changing the way local governments and developers look at 
revitalization and housing opportunities.  That’s because the properties they finance under the 
new program can serve a broader range of incomes than ever before.  In fact, all of VHDA’s 
mixed-income options now allow for a significant percentage of units to be rented to households 
with unrestricted income levels; the balance can serve low- to moderate-income households (in 
most cases, those with 80 to 100 percent of the area median income).  This increased flexibility 
allows for more income diversity, which is vital for addressing local economic development and 
revitalization objectives. 
 
To take advantage of the new program, local governments must designate areas or specific 
properties as revitalization areas, in accordance with the VHDA Act.  If such a designation 
already exists, then no additional action is needed.  Local governments across the state have 
already take this first step toward enhancing housing opportunities in their communities. 
 
“Seeing so many towns and cities take on this important revitalization really is a story worth 
telling,” said VHDA’s Director of Rental Housing Dale Wittie.  “These new financing options are 
creating possibilities for developers all over the state.  Our goal is to work closely with those 
developers and localities, and help them make their vision a reality – as well as a beautiful, 
welcome addition to the community.” 
 
Please click on the links to see the promotional materials: 
 
Landing Page 
vhda.com\workforcehousing   
 
Case Studies 
vhda.com\casestudies 
 
Virginia Municipal League Town and City Magazine Editorial 
vhda.com\vml2015 
 
 
 
 
 
. 

http://www.vhda.com/workforcehousing
http://www.vhda.com/casestudies
http://www.vhda.com/casestudies
http://www.vhda.com/vml2015
http://www.vhda.com/vml2015


Landing Page
http://www.vhda.com/BusinessPartners/MFDevelopers/Pages/Workforce-Housing.aspx#.VypVQGP1Gtk

http://www.vhda.com/BusinessPartners/MFDevelopers/Pages/Workforce-Housing.aspx#.VypVQGP1Gtk
http://www.vhda.com/BusinessPartners/MFDevelopers/Pages/Workforce-Housing.aspx#.VypVQGP1Gtk


Case Studies
www.vhda.com/casestudies

http://www.vhda.com/BusinessPartners/MFDevelopers/Pages/Workforce-Housing.aspx#.VypVQGP1Gtk
www.vhda.com/casestudies


VML magazine
http://www.vhda.com/BusinessPartners/GovandNon-Profits/CommunityOutreach/

REACHVirginia/Documents/VML-2015.pdf

http://www.vhda.com/BusinessPartners/MFDevelopers/Pages/Workforce-Housing.aspx#.VypVQGP1Gtk
http://www.vhda.com/BusinessPartners/GovandNon-Profits/CommunityOutreach/REACHVirginia/Documents/VML-2015.pdf
http://www.vhda.com/BusinessPartners/GovandNon-Profits/CommunityOutreach/REACHVirginia/Documents/VML-2015.pdf
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