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AGENDA

» 2019 Landscape
» Buillding a Narrative

» Housing Messages In Focus

» The Current Conversation



THE LANDSCAPE



Pitfalls
are up Stakes

Engagement
IS Up

Partisanship
IS Up

2019

IS down

Middle
ground
IS down



But. ..



Opportunity is abundant.



BUILDING A
NARRAITIVE



BUILDING A NARRATIVE

What's your objective”

Ls organizational/programmatic first... then PR



BUILDING A NARRATIVE

AWARENESS DIFFERENTIATION

eyes CREDIBILITY leverage INFLUENCE

reputation action




BUILDING A NARRATIVE

Who are your
audiences”




BUILDING A NARRATIVE

What's your message”’
L Start with why (not what).



BUILDING A NARRATIVE

Nicholas Kristof

“We intervene not because of stories of desperate circumstances
1 but when we can be cheered up with positive stories of success
and transformation.”

9 “Storytelling needs to focus on an individual, not a group. ... One
death is a tragedy, a million deaths is a statistic.”

Source: Kristof, Nicholas D. Nicholas Kristof’s Advice for Saving the World. Outside. November 30, 2009.
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BUILDING A NARRATIVE

" W W B
Challenge Vision Solution Ask

(why / context) (opportunity) (your org’s role) (call to action)

1




BUILDING A NARRATIVE

Challenge -
Vision -

Solution - CORE
ASK -

oroof point 1 proof point 2 proof point 3



BUILDING A NARRATIVE

Keep It simple and concise
Focus on what's unique to your org

| eave stuft off the table
Eliminate jargon

Be bolo

17



BUILDING A NARRATIVE

Vlost Importantly, humanize.



HOUSING
MESSAGES
IN FOCUS



HOUSING MESSAGES IN FOCUS

N TERAME]

1 1Enterprise L “You Don’t Have
to Live Here”

Why Housing Messages Are Backfiring
and 10 Things We Can Do About It

PIEGING IT
TOGETHER

A A FRAMING PLAYBOOK FOR AFFORDABLE HOUSING ADVOCATES

In partnership with Enterprise Community Partners

N\

Z

1 1Enterprise

Tiffany Manuel, PhD
Vice President Nat Kendall-Taylor, PhD
Knowledge, Impact, and Strategy Chief Executive Officer

Enterprise Community Partners, Inc. FrameWorks Institute
TManuel@EnterpriseCommunity.org Nkendall-Taylor@FrameWorksinstitute.org OCtObel' 201 6




HOUSING MESSAGES IN FOCUS

Tittany Manuel

“When we try to raise awareness and offer potential solutions, we
often find ourselves largely in a conversation with ourselves.”

“To advance support for policies and programs that need scale, we
must do a better job of navigating the three dominant narratives
(individual responsibility, mobility, and racial difference) that
complicate our ability to communicate why solutions matter.”

Source: Manuel, Tiffany. “Who Gets to Live Where, and Why?” Shelterforce, January 30, 2018.
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HOUSING MESSAGES IN FOCUS

‘Move from an affordability
frame to a fairness frame.”

Build messaging around the values of
Fairness Across Places and Regional
Interdependence.

Position community development
organizations as solving the puzzle
of varying concerns, expertise, and
resources.

Source: Enterprise Community Partners and Frameworks Institute. Piecing It Together, 2018.
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HOUSING MESSAGES IN FOCUS

Some “Meh” Messages

FrameWorks tested several values messages with a nationally representative sample. These four values had little
or no positive effect on people’s attitudes or policy preferences about affordable housing.

Economic Participation

Researchers found no effect from

a message about how affordable
homes strengthen the economy by
allowing people to participate in the
economy more fully through work
and purchasing.

Opportunity Community Bonds
Researchers found no effect from a Researchers found no effect from a
message about how homes are the message about the importance of
foundation that allows people to social interaction and community
take advantage of opportunities and bonds, and the ways in which afford-
pursue pathways to success. able housing helps to create stable,

connected communities.

Source: Enterprise Community Partners and Frameworks Institute. Piecing It Together, 2018.
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HOUSING MESSAGES IN FOCUS

The
Mobility, Personal
Responsibility and
Self-Makingness Backfire

Buy the house you can afford
The Separate or move. Stop making poor The NIMBY and
Fates and Zero-Sum decisions and asking Natural Segregation
Thinking Backfire me to pay for them. Backfire

This issue has nothing
to do with me. it's not Who wants to live next

my responsibility to poor people? |
to solve other worked to get out of

people’s problems. HOU Sl NG that ghetto.
MESSAGE
BACKFIRES

The Thin The Facts Don’t
Understanding of Cause Fit the Frame Backfire
and Effect Backfire

Most people | know
What h_as changgd? are doing pretty OK.
Why is this happening to The Crisis and These data don't sound

e ' ' right to me.
these days? ~ Fatalism Backfire

So, you're saying we have to
address poverty and change
the housing market? Good

luck! How can we ever
hope to change
issues this big?

Source: Manuel, Tiffany and Nat Kendall-Taylor. You Don’t Have to Live Here, October 2016.
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HOUSING MESSAGES IN FOCUS

Recommendation #1: Tell stories that balance the people, places and
systems perspectives.

Recommendation #4: Bring the connection between housing and other

Issues into sharper focus.

Recommendation #9: Avoid leading with or over-relying on the terms
“housing” or “affordable housing.”

Source: Manuel, Tiffany and Nat Kendall-Taylor. You Don’t Have to Live Here, October 2016.

25



THE CURRENT
CONVERSATION

eeeeeeeeeeeeeee

opportunity zones



“Moderators and candidates alike have largely

glgnored housing, an issue that has become incredibly urgent

N Ohio and the rest of the couNtry. Emiviar McDermot g —

Enterprise Communlty Partn

via The Plain Dealer |§




2020 CAMPAIGN

“Eleven presidential candidates have released major

g OO d plans or other proposals to address the housing crisis, with most
of the plans centering on the needs of the lowest-income renters

and people experiencing homelessness and more candidate
ﬂ eWS housing proposals are coming soon.”

Diane Yentel
NLIHC

Source: Novogradac, Michael J. “How do Democratic Presidential Candidates Compare on Affordable Housing?” Novogradac Journal of Tax Credits, October 2019.
28



2020 CAMPAIGN

% of Rep/Lean Rep
100" Americans’ top priorities for Trump + Congress in 2019

Reps place greater
priority than Dems

Terrorism O Economy
onomy:
75
Immigration  Social .
. O Security ©
Military © Crime o Medicare
O O @Health care
Turn housing’s absence from current Budget deficitO ., Education
campaign coverage into a [zl alele] s > Globaltrade o ¢ 0 oor e
and use zlelzlesiin EENES] strategically. Transportation©  DrUE addiction
reﬁ?{f:n: O Environment
25

) ) O Climate change
Republicans and

Democrats place Dems place greater
roughly e.q ual priority priority than Reps
25 50 75 100

% of Dem/Lean Dem

Source: Pew Research Center. Survey of U.S. adults conducted January 9-14, 2019.



HUD DEVELOPMENTS

Track news and
commentary.

Anticipate questions.

Have a plan.

Ehe New Nork Eimes

HUD Says Its Proposed Limit
on Public Housing Aid Could
Displace 55,000 Children

By Zolan Kanno-Youngs and Glenn Thrush

May 10, 2019

POLITICO

HUD to propose more hurdles to prove
housing discrimination

By KATY O'DONNELL | 07/31/2019 04:20 PM EDT
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OPPORTUNITY ZONES

OZ are super hot right now.

..a heightened imperative to
communicate carefully

community impact
who'’s involved

full transparency

Mark Cuba

Source: Drucker, Jesse and Eric Lipton. “How a Trump Tax Break to Help Poor Communities Became a Windfall for the Rich.” The New York Times, August 31, 2019.
31



ABOUT GROUP GORDON



Some firms emphasize strategy; others prioritize execution.
At Group Gordon, we excel at both.

i |

Dynamic Best-in-Class © Assertive
Strategists * Writers Tacticians

' -
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We are a full-service firm, oftering the suite of communications
services for our clients.

Planning
Reputation management
Campaign development

Thought leadership

Messaging

Features

Trend stories
Media tours
Expert commentary

Op-eds

Media / marketing materials
Visuals
Original research

Video

Speeches / presentations

Website content
Blogs
Community management
Campaigns

Paid social
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‘Group Gordon has a reputation as one of the industry’s - both In

terms of the

t represents...and in terms of its own employee

-Paul Holmes, Chair, The Holmes Report

Top Five Corporate Agencies in A Best Agency To Work For in

North America: 2017-2018 North America: 2011-2018
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CONTACT

Elizabeth Gemdjian | SVP, Business Development
| 212.784.5722
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mailto:EGemdjian@GroupGordon.com
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