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Organizational Description and Campaign Goal:

The Vermont Housing Awareness Campaign is a coalition of public and private interests working to address Vermont’s housing shortage by promoting planning and development of housing for all Vermonters.  

The overall goal of the Campaign is to broaden public acceptance for the necessity and value of affordable housing within all communities and to increase over time the availability and quality of affordable homes.

Positioning Statement:

Vermont is experiencing a severe shortage of affordable housing. This problem has many causes, and solving it will require many partners.

Vermonters who need affordable housing come from a variety of circumstances and backgrounds.  They include working families and individuals, senior citizens, children, recent high school and college graduates, people experiencing life transitions, people with disabilities, single parents and others.

Housing plays a critical role in Vermont communities.  Quality affordable housing promotes strong, stable, economically vibrant neighborhoods.  People who live in well-maintained, safe, affordable housing are better able to care for themselves and their families and contribute to their neighborhoods and communities.  Children growing up in quality affordable housing are more likely to be healthier and successful in school.

Vermonters value a rich community life with a high-quality natural environment.  Housing is integral to providing high-quality jobs.  Planning and producing affordable housing promotes healthy communities.  Locally-based affordable housing allows people to live in residential neighborhoods near a full range of business, educational and recreational activities.

Mission:

The Housing Awareness Campaign will build awareness of the current housing shortage, its adverse affects on people and communities, and the economic benefits of developing more housing. 

The Campaign will accomplish this through a variety of activities, including earned and paid media, public forums, meetings with public officials and representatives of various housing interest groups, and maintenance of a Campaign website as a clearinghouse for housing information and a tool for outreach.

These efforts are directed at four primary Campaign goals:

· Creating accurate impressions and altering misconceptions about affordable housing and the people who need it.

· Defining housing as an issue integral to economic development.

· Helping Vermont communities to understand the benefits of developing housing through the planning and zoning processes, emphasizing, for example, the benefits of clustering, mixed-use, infill, the use of existing infrastructure, and the need for housing to be located close to public services.

· Making people in general—and community leaders and policymakers in particular—more receptive to supporting housing development.

Target Audiences:

The Campaign has identified the following target audiences, broken down into six categories:

1. Producers—bankers, homebuilders, developers, realtors, etc.

2. Policymakers/regulators—local officials (especially select boards, planning commissioners and zoning boards), regional planners, regional planning commissions, regional development corporations, state agencies that deal with housing, state legislators, the governor, federal agencies and our Congressional delegation.

3. Interest groups—local advocates, environmental groups, neighborhood organizations, faith organizations, chambers of commerce, local service organizations, colleges, low-income advocates, Community Action agencies, organized labor, etc.

4. Employers

5. General public

6. Media

7. Campaign Members

Communications Objectives:

We will develop specific communications objectives describing what we want in the way of action from each target audience as the Campaign moves forward.  In general:

We want Producers, Employers and Interest Groups to join our effort, buy into our message and take various actions on our behalf.

We want Policymakers/regulators to hear the message and take steps to help make more housing possible.

We want the General Public to better understand the problem, feel a direct connection to it (if they don’t already), to understand the potential impact it has on them (if they don’t already) and to get accurate impressions of who it is that needs affordable housing.

We want the Media to publish and broadcast stories that accurately portray housing issues.

We want Campaign Members to stay engaged and take on assigned tasks as needed.

Campaign Messages:

The Campaign will have an “umbrella message,” a general theme from which we will craft slogans and targeted messages to individual audiences.  The umbrella message will be that housing that is affordable to all Vermonters is essential to promoting strong, stable and economically vibrant communities.

To reflect that, and for use in advertising and other vehicles, we will use the slogan “Housing – The Foundation for Vermont’s Communities”

Some general messages for target audiences, aimed at getting/keeping their participation:

Producers—Lack of housing is a key economic concern in Vermont and a potential economic threat.  Your leadership on this issue is crucial if we are going to find solutions.

Policymakers/regulators—A lack of housing is putting pressure on Vermont communities as they try to plan for responsible growth while retaining their local character.   We need to look at housing policies, the approval process, building code enforcement and other tools to help promote housing development and rehabilitation, and we need to continue to support funding for housing through all available avenues as well as look for new opportunities.

Interest groups—Housing is a basic need for all Vermonters, and developing more housing is an effort that requires everyone’s participation.  We need you to help solve this complex problem.

Employers—Your employees need to have places to live, and the lack of available housing has a direct impact on your ability to attract and retain workers.

General Public—All Vermonters need housing that is affordable to them.  Many people—teachers, bus drivers, police officers—you depend on in your communities cannot afford to live where they work.  Your children should have the option of continuing to live in the communities they grew up in.  It’s important that you make sure your local officials know how important housing is to your community.

Media—The problem of affordable housing in Vermont is not only an important issue; it’s a good story, with many different angles.

Campaign members—We have a terrific opportunity to make significant progress on this issue.  It’s important for you to stay engaged in this effort and help us find creative ways to reach our goals.

Our Communications Environment:

Internally, we have several strengths, including:

· Depth of experience in all facets of housing and a general recognition of the problem

· Established networks of contacts with members of the various audiences we are trying to reach

· Experience with Vermont politics at all levels

· Experience with communications

· Flexible organizational structure

We also have some weaknesses, including:

· Uncertain funding

· Very limited staff resources, since all of us have “day jobs”

· Potential conflicts concerning the individual priorities of the groups we represent, requiring careful crafting of the message so it is acceptable to the members of the Campaign without becoming so broad as to be meaningless.

· Uncertain ability to recruit local representatives, which will be essential to our success

· We are attempting to achieve ambitious goals with the above-described limited resources, which can lead to frustration and the resulting loss of enthusiasm for continued participation

Externally, we have a significant opportunity:

· Lack of housing is already an issue, although it needs a higher profile

· There should be a broad base of support, both in terms of numbers and in terms of the different interests that are affected, for this Campaign

· Logistically, it should not be difficult to reach different parts of the state, either physically or electronically

Likewise, there are challenges to our success:

· The NIMBY syndrome, which is a key target, is strongly resistant to our message

· Local officials, who we need to reach for our success, may be more motivated by what they hear from the neighbors than what they hear from “outside” interests

· We are entering an era when government funding for all areas may be reduced, housing included

· Media may see this as an “old” story, and will need educating/encouragement to cover it

Campaign Activities:

Ongoing:

· We will raise $100,000 to pay for Campaign activities through December, 2002

· We will work to bring more organizations—business groups, faith communities, etc.—into the Campaign

· We will encourage reporters to produce stories on housing issues, and we will track media coverage

September, 2001 – December, 2001:

· We will develop a Campaign identity with a logo and slogan

· We will create and distribute a public survey or partner with another polling effort, such as the Burlington Free Press, to determine the impact of our Campaign.

· We will develop a Campaign brochure and press kit

· We will create Campaign “trinkets,” such as bumper stickers, palm cards and other attention-getting items

· We will develop background “housing fact sheets” describing the housing shortage in Vermont and the rising cost of housing generally, broken down by county

· We will construct a Campaign website (initial)

· We will make a presentation to the Joint Housing Committee during its fall hearings

· We will develop press/outreach and potential partner lists

· We will create a Powerpoint presentation for use at meetings

January, 2002 – August, 2002:

· We will expand our website

· We will incorporate research and reports into our Campaign, and develop our own reports/issue briefs as necessary.

· We will find, record and archive “real life stories” of Vermonters who are having difficulty finding a place to live that they can afford.

· We will develop advertisements for statewide radio and print (newspapers, weeklies and bus advertising) and public service announcements for radio stations.  These will tell the “real life” stories described above. Additionally, we will target some of our media efforts in select areas of Vermont, where we determine the issue may have the greatest impact.

· We will recruit spokespeople from outside the immediate campaign membership to carry our message to selected audiences, such as local business communities, and train them in our Campaign message.

· We will host a legislative event for state legislators in the Capitol.

· We will educate law- and policymakers on the issue through print materials and meetings.

· We will work with local housing interests to hold public events, such as press conferences, educational forums, etc.

· We will develop a poster campaign, using children’s art illustrating the theme “What Home Means To Me.”  The posters will be used at the legislative event and will be packaged as a traveling art show.

· We will place Campaign representatives and other spokespeople on radio talk shows around the state.

· We will place letters to the editor and opinion columns about Vermonters’ housing needs in daily and weekly newspapers around the state.

