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AGENDA

‣  2019 Landscape  
‣  Building a Narrative 
‣  Housing Messages in Focus 

‣  The Current Conversation 
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THE LANDSCAPE
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Partisanship 
is up  

Engagement 
is up 

Middle 
ground
is down  

Media
stability
is down 

Pitfalls
are up 

2019

Stakes
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But… 
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Opportunity is abundant. 
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BUILDING A  
NARRATIVE
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What’s your objective?

BUILDING A NARRATIVE

organizational/programmatic first… then PR
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CREDIBILITY

reputation

2

DIFFERENTIATION

leverage

3
AWARENESS

eyes

1

INFLUENCE

action

4

BUILDING A NARRATIVE
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Who are your  
audiences? Developers

Public

Legislature

Community
Orgs

BUILDING A NARRATIVE
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What’s your message?  
Start with why (not what). 
  

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

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

Nicholas Kristof 

1

2

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

BUILDING A NARRATIVE
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STRATEGY + MESSAGING
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N A R R A T I V E

BUILDING A NARRATIVE
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Challenge Vision Solution Ask
(why / context) (opportunity) (your org’s role) (call to action)

1 2 3 4

BUILDING A NARRATIVE
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CORE

Manager 1

SUB 1 SUB 2 SUB 3

proof point 1 proof point 2 proof point 3

Challenge - 
Vision -  

Solution - 
Ask -

BUILDING A NARRATIVE
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Keep it simple and concise 

Focus on what’s unique to your org   

Leave stuff off the table 

Eliminate jargon  

Be bold  

BUILDING A NARRATIVE
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Most importantly, humanize. 

BUILDING A NARRATIVE
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HOUSING  
MESSAGES 

IN FOCUS
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HOUSING MESSAGES IN FOCUS
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“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.” 

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

Tiffany Manuel 

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

HOUSING MESSAGES IN FOCUS
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“Move from an affordability 
frame to a fairness frame.”

Source: Enterprise Community Partners and Frameworks Institute. Piecing It Together, 2018.

HOUSING MESSAGES IN FOCUS



 23
Source: Enterprise Community Partners and Frameworks Institute. Piecing It Together, 2018.

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

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

HOUSING MESSAGES IN FOCUS
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THE CURRENT 
CONVERSATION

2020 campaign 

hud developments 

opportunity zones
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“Moderators and candidates alike have largely 
ignored housing, an issue that has become incredibly urgent 
in Ohio and the rest of the country.” Mark McDermott

Enterprise Community Partners
via The Plain Dealer
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“Eleven presidential candidates have released major 
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 
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.

the  
good  
news 

2020 CAMPAIGN
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Turn housing’s absence from current 
campaign coverage into a news hook 
and use adjacent issues strategically. 

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

Americans’ top priorities for Trump + Congress in 2019

2020 CAMPAIGN
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HUD DEVELOPMENTS

Track news and 
commentary. 

Anticipate questions.

Have a plan. 

 



OZ are super hot right now.

M a r k  C u b a n

”“
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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.

…a heightened imperative to
communicate carefully

community impact 

who’s involved   

full transparency 
*
*
*

OPPORTUNITY ZONES
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ABOUT GROUP GORDON
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Dynamic 
Strategists

Best-in-Class 
Writers

Assertive 
Tacticians

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



 34

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

Strategy Media 
Relations Content Social

We are a full-service firm, offering the suite of communications 
services for our clients.
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A Best Agency To Work For in 
North America: 2011–2018

Top Five Corporate Agencies in 
North America: 2017-2018

“Group Gordon has a reputation as one of the industry’s good guys, both in 
terms of the clients it represents...and in terms of its own employee culture.”

-Paul Holmes, Chair, The Holmes Report
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CONTACT 
Elizabeth Gemdjian | SVP, Business Development 
EGemdjian@GroupGordon.com | 212.784.5722 

mailto:EGemdjian@GroupGordon.com


 37


