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The North Carolina Housing Finance Agency has deployed a four-page annual report—Investment and 

Impact—for the past decade to quickly engage an audience of legislators, elected officials, industry 

partners and housing advocates who don’t have time for more than quick bites of information. This 

report has been an effective on-the-go marketing tool, easy to pull out on a construction site with a 

visiting elected official or in the halls of the legislature to quickly educate lawmakers between sessions.  

While the report did its job of providing high-level impactful information, we were missing the 

opportunity to expand our message with this public. In addition, demographic changes in the audience 

meant that we couldn’t tell our story in the same vehicle—we needed to use a different, more engaging 

and interactive platform to educate newer, younger lawmakers and elected officials about affordable 

housing’s impact to showcase and solidify our brand with all audiences.  

Enter Housing Drives North Carolina, an interactive microsite that illustrates all facets of how 2018 

affordable housing investments in North Carolina are driving stability and success for individuals and 

families, better health and educational outcomes, neighborhood and community revitalization and 

growth for local and state economies. The result is a platform that demonstrates how affordable 

housing investments boost results far beyond homes and apartments and an experience that is 

continuing to generate buzz and better connect our audience to our story.  

Situational Analysis 
For years, our abbreviated annual report shared top-level accomplishments through brief snippets of 

text, infographics and photos. The report was extremely well-received by our state and federal 

legislators, who consistently told us they appreciated the report’s brevity and uniqueness among the 

many other lengthier publications they received.  

In 2015, 71% of our state legislators were born prior to 1964, an older demographic that preferred print 

documents over online information. At the same time, 59% of the state’s population were Generation X 

and Millennials who preferred digital communications. The 2018 election resulted in 45 new legislators 

from the state’s predominant generations, younger than the General Assembly’s long-time average age 

and mostly unacquainted with our Agency and affordable housing’s impact in the state.      

Given that Baby Boomers still comprise at least half of the General Assembly, we didn’t want to 

eliminate the printed report they preferred. But the shift in demographics would only increase going 

forward and meant we needed to innovate to reach and engage the new audience with our message. 

We determined the best approach would be a responsive microsite that showcased our 

accomplishments graphically and would allow us to share more extensive stories of our work and 

research about the benefits of affordable housing.  

Planning 
Our overall goal with the Investment and Impact report has always been to feature the previous year’s 

work and position the Agency as a leading source of affordable housing financing, resources and 

information in North Carolina. With the same goal but an evolving audience, we set two objectives for 

our 2018 report:  

• Create a thought-provoking, interactive online platform to complement our print piece, share 

our story and engage our target audience, securing visits from 25% of our normal print. 

https://2018.housingbuildsnc.com/
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audience—2,000 lawmakers, elected official, partners and housing advocates—in the first 

month after launch.  

• Use the platform to increase traffic to our website and social media channels by 10% and secure 

100 new followers on Facebook and Twitter in the first month after launch.  

To meet our objectives, we crafted the following strategies as our roadmap to build the microsite, 

create collateral supporting material and invite users for a test drive:  

• Focus on accomplishments and share stories of impact. 

• Use photography, icons and graphics to share data and create a visual experience. 

• Develop content for skimmers and for readers. 

• Incorporate calls to action. 

• Use marketing tactics to build excitement and launch the site. 

Implementation and Promotion 
Housing Drives North Carolina is a collaboration between our Agency, which crafted the content, and 

Brasco/// Marketing, a Raleigh firm that built the highway for our audience to navigate. We chose 

“Housing Drives…” as our theme because of housing’s role as a driver for everything from the economy 

to health and education outcomes. Our strategies provided direction as we gathered research, talked to 

partners and consumers and analyzed and interpreted data to weave together the story of how our 

Agency invested state, federal and private funds to impact families, communities and the economy. 

Focus on accomplishments and share stories of impact 
We started by capturing our Agency’s story in a video with our Executive Director that pops up early in 
the journey. Much of the video focuses on his pride with the Agency’s disaster recovery work after two 
hurricanes hit our state and the inspiration derived from two families whose homes had finally been 
made whole. After the video, as the drive begins again, stories of other families and individuals 
positively impacted by the Agency’s housing investments pop up along the way.  
 
Use photography, icons and graphics to share data and create a visual experience 
Colorful icons denote our production and accomplishment data while more extensive information is 
shared with road signs that appear as the drive continues. Photography visually shares our stories with 
images of the people our housing helps as well as the properties we have helped finance.  
 
Develop content for skimmers and for readers 
As the user drives through the site, top-level information is brief but impactful and details the success of 
the Agency and its partners. Users who want a deeper dive can click on “more” and “i” for specific 
impacts on North Carolinians and communities as well as research that connects housing investments 
with health care outcomes and cost savings, education outcomes and future achievements for children. 
 
Incorporate calls to action (CTAs) 
Expanding our message into a digital format isn’t just about telling more, it’s about showing more of the 

profound impact of housing investments. As users drive the site, they encounter CTAs that lead them to 

standalone pieces on our website that complement and supplement the “Housing Drives…” message.  

Affordable Housing Benefits… reports link housing to better health outcomes and cost savings, improved 

education outcomes and increased economic development and growth. Program Impact Reports drill 
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down into our main housing activities—home ownership, rental housing, supportive housing, home 

rehabilitation and repair and rent assistance—with additional facts, numbers and research that highlight 

success.   

Use marketing tactics to build excitement and launch site 

• The Agency held its annual legislative breakfast two weeks before the launch of Housing Drives 

North Carolina. To spark legislator interest, we designed a placemat illustrating production and 

economic numbers and told them to be alert for more extensive information to come.  

• We used the same approach with social media followers, publishing a countdown of graphics 

illuminating specific accomplishments with messages promoting Housing Drives North Carolina.  

• When the site was close to complete, we held a rollout for our leadership team.  

• Once the site was ready, we made it live and mailed the printed piece, which included a CTA to 

learn more at 2018.HousingBuildsNC.com and a QR code for users who want to scan and go.  

• A few days after this soft launch, we held two staff events, passing out the print piece and 

demonstrating a slow drive through the site to increase familiarity with all aspects. We issued an 

eblast to our partners, promoting the microsite, the print piece for those who wanted more 

copies and the collateral Affordable Housing Benefits… and Program Impacts pieces. 

• After the launch, we sent weekly eblasts conveying different aspects of the microsite and 

deployed a social media campaign of informational posts to drive users to the site. We boosted 

one post per week to reach users beyond our followers to not only drive them to the microsite 

but to inspire them to follow the Agency and regularly engage with us on social media. 

Cost for development of the microsite, video, and design, printing and mailing of the print piece was 

$14,500, below some of the initial bids due to in-house creation of the collateral materials and filming 

for the video. We also expect to reuse the framework of the microsite which will decrease future costs. 

Results 
In the first month after Housing Drives North Carolina launched, 748 users visited the site, with 10% of 

those returning to drive through it again. This initial traffic surpassed our 25% goal, representing 35% of 

our print audience.  

We also surpassed our objective of driving traffic to our website, specifically the research pages with the 

collateral material: visitors to those pages increased 60% in March 2019 over March 2018. In addition, 

our social media followers and engagement increased: Facebook followers increased 300% more than in 

an average month (200 versus an average of 50), and engagement on the platform (as measured by 

likes, shares and comments) was 30% higher than in the previous month. We also picked up more than 

three times as many Twitter followers as normal (33 versus an average of 10).  

The Agency realized an unexpected benefit regarding reputation management. Our promotion of the 

microsite occurred immediately following the publication of a negative report on one of our programs, 

and this strategy refocused media and public interest on the Agency’s accomplishments.  

Housing Drives North Carolina provided our Agency with a new platform to tell the story of affordable 

housing success, connect with an evolving demographic of legislators and stakeholders and create a 

dynamic environment for raising awareness about our Agency’s accomplishments and affordable 

housing’s impact that may foster increased housing investments for North Carolina and its citizens. 

https://2018.housingbuildsnc.com/
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