
Housing For All 
September 16, 2019 Meeting Agenda 

8:30-10:00 
 

Hawthorne Conference Room 
334 NE Hawthorne Ave. 

Bend, OR  
 
 

Zoom meeting link: https://zoom.us/j/103423904 

Dial in for audio: 1 669 900 6833 || Meeting ID: 103 423 904 
 
 

 
8:30-8:35 1.  Welcome/Introductions – Co-Chair Nick Snead 

 
8:35-8:45 2.  Last Meeting Outcomes, and Updates on Action Items – Scott Aycock, others 

• OHCS QAP Program: update A_7-15-19 Draft Notes 
• MMT Equitable Housing Summit 
• HB 2003 

 
8:40-9:00 3.  H4A DEI Assessment – Molly Heiss, NeighborImpact 
 
9:00-9:20 4. Outcomes of Strategic Survey and Meeting – Scott Aycock, COIC 

o Survey Findings  B_H4A Survey Summary 
o “Middle Doing” 
o Workshops 
o Regional Housing Councils C_Regional Housing Councils Pilot 

 
9:20-9:30 4. H4A Regional Campaign – Leslie Carlson, Brink Communications 
 D_Brink Scope of Work 

• Relationship with H4A Grant Program – Scott Aycock 
 

9:30-9:55 5.  Project Updates and Roundtable 
• Open for meeting participants’ announcements, requests of H4A, etc. 

 
9:55-10 6.  Recap Action Items; Next Meeting 
 
 

Next meeting: October 21, 2019 

https://www.google.com/url?q=https://zoom.us/j/103423904&sa=D&ust=1568737890215000&usg=AOvVaw0WhAq0LP7KgZNS-m-KDQkf
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Housing For All 
July 15, 2019 Meeting Agenda 

8:30-10:00 
 

Hawthorne Conference Room 
334 NE Hawthorne Ave. 

Bend, OR  
 
 

Zoom meeting link: https://zoom.us/j/561413494 
Dial in for audio: 1-669-900-6833 || Meeting ID: 561 413 494 

 
 Attendees: Nick Snead, Madras/H4A Co-Chair; Jeff Kitchens, BLM; Lisa Dobey, St. Charles Medical 

Center; James Cook, HLC; Debra McMahon, City of Redmond; Patty Wilson, NeighborImpact; 
Tyler Neese, COAR; Morgan Greenwood, City of Madras; Bruce Abernethy, Health Council 
Housing Workgroup; Karna Gustafson, COBA; Moey Newbold, Central Oregon LandWatch; 
Georgia Smithee, Legal Aid. 
 
Joining via phone/Zoom: Ken Fahlgren, Crook-Jefferson Local Public Safety Coordinating Council; 
Annette Liebe, Regional Solutions; Patrick Davenport, City of Sisters; Sonia Capece, 
NeighborImpact; George Myers, HLC; Erin Doyle, League of Oregon Cities; Heather Dewolf 

  
Staff: Scott Aycock, COIC; Dana Greenwald, COIC; Janel Ruehl, COIC. 

 
 Welcome & Introductions: Co-Chair Nick Snead 
 The meeting was called to order at 8:33 am with a welcome by Nick Snead.  
 
 Last Meeting Outcomes, and Updates on Action Items: Scott Aycock  
 Scott Aycock, of COIC, shared that last month Erin Doyle provided the group with updates on 

potential housing legislation. At that time it was unclear exactly which housing-related funding 
and policy initiatives would go through, so Erin Doyle will be providing updates today. Scott also 
noted that he would be reaching out to Kenny LaPoint, Oregon Housing and Community Services 
(OHCS), for more info. Amy Warren, from Kor, shared the Korazon housing plan and the 
Community Land Trust Model. Lynne McConnell, from City of Bend, shared 2 Bend updates: 1) 
Funding for affordable housing (LIHTC), and 2) Bend’s housing goals. The meeting ran over with 
Subcommittee updates, so we have added them to this meeting’s agenda. 

 
 Legislative Wrap-Up: Erin Doyle, League of Oregon Cities  
 Erin Doyle, from League of Oregon Cities, began by referencing a 4-page handout from OHCS 

titled, “Oregon Housing and Community Services 2019 Legislative Highlights.” It is available on 
the COIC website under Housing for All: https://coic2.org/community-development/housing-for-all/ 

 
 Erin stated that HB 2001 passed, which means cities with a population larger than 10,000 must 

allow certain types of “missing middle” housing (e.g. duplexes, triplexes, etc.) to be built in areas 
zoned for single-family homes within the urban growth boundary. $3.5 million dollars has been 

https://coic2.org/community-development/housing-for-all/
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allocated to the Department of Land Conservation and Development (DLCD) to provide technical 
assistance to support this effort.  

 
 Erin said that HB 2003 also passed, which mandates the development of regional housing needs 

analyses. Rules/procedure are being developed with OHCS and DLCD the Department of Land 
Conservation and Development. The RHNA will also assist local governments in cities larger than 
10k to develop a housing production strategy. Scott asked Erin who will lead the development of 
the RHNA. Erin replied that OHCS will lead with the assistance of regional contacts and experts in 
the field. Annette Liebe added that the methodology will be developed within the Department of 
Land Conservation and Development, then there will be a process with local partners to 
implement it. She then went on to say she believes it is important for local partners to have input 
into the methodology, and believes there will be opportunities for that as well.  

 
 HB 2055, the Greater Oregon Housing Accelerator, did not pass, but money was provided for the 

same type of work. The $5 million will help local governments and employers develop new 
housing for workers so they can live in the communities where they work. Erin said that the 
implementation will be similar to Regional Solutions use and allocation of small pots of money.  
Ie: going out for RFPs, looking for projects that would have a greater variety of prospects and 
would reach traditionally underserved individuals and families. It would be the kind of project 
that would need just an extra boost of funding to get it going.  

 
 HB 2360, HB 3349, SB 10, and SB 595 did not move forward.  
 
 Erin stated that when we first started, someone asked about HB 2916. This is a bill that the 

League actually asked for, on behalf of a number of our cities. Before this statute, transitional 
housing was defined as, “yurt camping within the City,” which Erin stated is really not useful as a 
permission. In addition, it wasn’t what transitional housing was intended to be. HB 2916 expands 
transitional housing accommodations allowed inside urban growth boundary to include other 
structures. Those structures can include tiny homes, tents, etc.  Erin noted that having someone 
in transitional housing helps folks move into permanent housing faster because programs are 
able to find their clients and maintain contact with them. Transitional housing has been 
particularly helpful with Clackamas County’s veteran homelessness. Clackamas County built a 
tiny home/pod village for veterans experiencing homelessness, and they find it easier to 
maintain contact and to provide services.  

 
 In regards to OHCS’s budget, Erin shared the following (also available in OHCS’s “2019 Legislative 

Highlights handout posted on the Housing for All website: https://coic2.org/community-
development/housing-for-all/) : 

 
 ADRESSING AND PREVENTING HOMELESSNESS 

• $45M for the Emergency Housing Account (EHA) and the State Homeless Assistance 
Program (SHAP) to provide assistance to Oregonians who are homeless or unstably housed 
and at risk of becoming homeless. 

• $5M dedicated to strengthening shelter capacity. 

https://coic2.org/community-development/housing-for-all/
https://coic2.org/community-development/housing-for-all/
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• $14.5M of federal Temporary Assistance for Needy Families funds to help families avoid or 
escape homelessness through partnership with the Department of Human Services. 

• $6M in rental market resources so housing insecure families and individuals can access 
housing. 
 

ACCELERATING DEVELOPMENT IN GREATER OREGON 
• $5M The Greater Oregon Housing Accelerator will help local governments and employers 

bring new housing for workers so they can live in the communities where they work. 
• House Bill 2056 Modifies the Housing Development Guarantee to lessen the risk for 

housing developers in rural communities. The account has an existing coffer of $15 
million. 

• House Bill 2003 OHCS will create regional housing needs analyses with the Department of 
Land Conservation and Development and assist local governments in the development of 
a housing production strategy. 

 
INCREASING THE SUPPLY OF AFFORDABLE HOUSING 

• $150M The Local Innovation and Fast Track (LIFT) Housing Program provides housing to 
underserved populations, namely communities of color and rural communities. Critically, 
the LIFT program also includes homeownership opportunities that allow families to build 
intergenerational wealth and stability. 

• $25M The first step in increasing supply is preserving existing affordable housing. 
Affordable rental homes are part of our community’s infrastructure and these 
investments will ensure access for generations to come. 

• $15M Acquisition of attainable rental market housing will ensure communities are not 
displaced by speculative market practices and will allow OHCS to quickly increase the 
supply of affordable housing. 

• $15M House Bill 2896 and Senate Bill 586 provide additional protections and 
opportunities for residents of manufactured housing. 

• $15M Funding to support the Oregon Foreclosure Avoidance program and other 
homeownership counseling. 

 
INVESTING IN PERMANENT SUPPORTIVE HOUSING 
Permanent Supportive Housing (PSH) provides housing stability to Oregon’s most vulnerable 
residents through service-enriched affordable housing. A successful PSH program includes three 
distinct investments: development funding, rent subsidy, and supportive services. 

• $50M funding for development. 
• $4.5M for operations and supportive services in partnership with the Oregon Health 

Authority. 
 
Scott restated that he thought it jwould be a good idea to bring Kenny LaPoint from OHCS back 
to Housing for All to talk about the funding and opportunities to strategize together.  
 

 Public Lands and Homelessness – Jeff Kitchens and Dennis Teitzel, BLM 
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 Jeff Kitchens shared a PowerPoint presentation on the experience of individuals working in Public 
Lands, interacting with homeless folks living in Public Lands titled, “Homelessness on Public 
Lands.” (The presentation can be found in pdf form at https://coic2.org/community-
development/housing-for-all/). The PowerPoint was created based on information gathered at a 
meeting in which numerous Central Oregon public lands agencies and government entities met 
to discuss and strategize the issue of homeless people camping on public lands.  

 
 Dennis Teitzel, Prineville BLM District Manager, started off by stating that the meeting and 

presentation are about the people and resources, not about just kicking people off public lands. 
He said the next step is to bring in non-governmental agencies and service providers, and to 
continue the conversation and come up with an action plan. Dennis said they are looking for land 
to provide a transitional facility, but that using BLM is difficult as they have no authorities to 
allow habitation on federal public lands. 

 
 Bruce Abernethy asked if the BLM had a mechanism to create such a facility. Bruce referenced 

Mt. Bachelor and the land that is leased for the ski resort. Dennis conceded that land is leased for 
Mt. Bachelor, but that it does not provide a facility for people to reside in. Scott said there are 
forest residences with long-term leases, such as cabins, and added maybe it is a different 
scenario for the BLM. 
 
The focus of Jeff’s presentation is that he believes that public lands are seen as the solution to 
homelessness. He believes that Central Oregon agencies are sending homeless individuals to 
public lands, specifically to waterways for water, etc.  
 
Public Land Impacts: 

• Trash accumulations and abandoned property 
• Hazardous waste; chemicals and feces 
• Dedicated staff time 
• Resource damage 
• Fear and avoidance; less usage of public lands by individuals not experiencing 

homelessness 
• Wildfires 

 
BLM’s goal in this arena is “to protect public land resources and get needed resources to those in 
need.” 
 
Solutions/Actions posed by BLM: 

• Access – Block off and close access to public lands by vehicle 
• Build Partnerships 
• Communication – broader discussions between policy makers, public land managers, and 

law enforcement about the ongoing situation and resources available to assist homeless 
individuals 

• Messaging – Consistent messaging from law enforcement, local support groups, 
agency/government staff, and the general public. 

https://coic2.org/community-development/housing-for-all/
https://coic2.org/community-development/housing-for-all/
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Nick Snead, at the end of the presentation, said he understands that the BLM doesn’t really 
understand the issue of homelessness, and that this process will require education and 
collaboration.  
 

 Qualified Allocation Plan – Sign-On Letter (Follow up from 6/17) – Lynne McConnell 
In Lynne’s absence, Scott gave an update. He said that the QAP is currently up for review by the 
state. Currently, affordable housing funding is allocated in three pots – Participating Jurisdictions 
(a HUD designation currently including Salem and Eugene, with Corvallis electing to leave this 
designation); the Portland Metro Area, and the balance of state. Often, Central Oregon’s projects 
are rated much higher the projects awarded in the Participating Jurisdictions, but our projects 
are not being funded because of the geographic breakout. Scott states he is going to author a 
letter of request to OHCS asking that they maintain the Metro breakout, but to pool the Balance 
of state and Participating Jurisdiction applications, and asked if Housing for All members would 
like to sign on as individuals. 
 
Nick asked if it would make sense to also send the letter to our delegates? Scott answered that 
he thought it would probably be helpful, and additionally garner support from Central Oregon 
Cities Organization.  
 
Action: Scott to draft and distribute a QAP letter for consideration by H4A members. 

 
 H4A Subcommittee Reports 

Diversity, Equity, and Inclusion Subcommittee – Janel Ruehl RFP Handout 
 

Janel reviewed the RFP handout: Housing for All is seeking an experienced Diversity, Equity, and 
Inclusion (DEI) consultant to provide guidance, analysis, and training to H4A members. The 
consultant will work in close collaboration with H4A’s DEI subcommittee to gather information 
and data, and guide the development of three key project deliverables: 

1. H4A Organizational Assessment: Work with the DEI subcommittee to design an 
assessment to measure current awareness of an engagement with DEI principles, provide 
an analysis of results, and suggest specific recommendations about next steps.    

2. H4A DEI Policy Statement: Work with the DEI subcommittee to develop a meaningful DEI 
policy statement and desired outcomes to be adopted by the full H4A membership. 

3. H4A DEI Toolkit: Advise the DEI subcommittee on the development of a “toolkit” of current 
best practices to implement the policy in a consistent, measurable, and meaningful way. 
Among other topics, toolkit will include best practices in relationship and trust building with 
diverse populations, and measurement of progress/evaluation.   

In addition, the consultant will advise the H4A Outreach Subcommittee and social marketing 
consultant on best practices to engage diverse populations adversely affected by the housing 
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crisis in an outreach campaign and advocacy training event, by participating in 3-4 planning calls 
over the course of the contract.   
 
The timeline for the project consultation will begin August 1, 2019 and end December 1, 2019.   
 
Outreach and Engagement Subcommittee – Scott Aycock  RFQ Handout 
 

Scott presented the work of the Outreach and Engagement Subcommittee. He shared that the 
group is ready to select an outreach consultant. The RFQ is going out on Wednesday of this week. 
He asked for the group to provide feedback on the process. Scott said the group is also looking to 
host a training in October on a housing issue, specifically on messaging and advocacy with time 
set aside for action. Scott stated that the last piece is the information clearinghouse and what 
that looks like, whether website, community calendar, etc. To this, Karna stated the RHNA is 
outdated, and that the data is outdated. Both Bruce Abernethy and Scott responded that it is the 
best data available, and the group needs to move forward with action. Karna then asked who we 
were trying to inform. Scott said anyone who googles “Central Oregon Housing Crisis,” and 
decision makers, providers, users, etc. 
 
Strategy Subcommittee – James Cook D_Strategy Committee Memo 
James was not able to present the work of the Strategy Committee, as we ran out of time. Tabled 
to next meeting.  
 

 MMT Housing Equity Summit Opportunity – Scott Aycock 
To close the meeting, Scott shared that MMT was hosting a Housing Equity Summit, and asked if 
anyone would be interested in attending. COIC has 2 tickets. James Cook expressed interest.  

 
 
 
 

 

Next meeting: August 19, 2019 adjourned at 10:03 am 
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H4A Strategic Assessment Survey – Summary Report 
September 12, 2019 

Survey Response 

This is a repeat survey (last surveyed May 2018), with a couple new questions. 

• 13 responses to the survey, only 10 of which provided names.  
o  9 of the 10 are current H4A members – one is a former member. Unsure who 

the other 3 were. 
 

Multiple Choice Questions 
 

Q4 - Below are the H4A work plan activities from the current H4A Charter. Which would most 
benefit you, your organization, or others in your sector? Specifically, through a coordinated, 
regional approach via H4A? 
 

Respondents indicated that the campaign would be most helpful, followed by additional data 
analysis, tied with policy and resource development and advocacy (which is very broad). 
Research and best practices came in 4th, with regional info clearinghouse 5th. 

 
 

Q6 - If you indicated "policy and resource development and advocacy" in question 4, are you 
more interested in local or state advocacy? 
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Open-Ended Questions - Themes 

 

Q1 – Asked for name and organization 
 

Q2. Please tell us the reason that you are participating in the Housing for All (H4A) regional 
housing consortium. What is your interest in H4A and what are your desired outcomes? 
 

No clear theme - many respondents indicated that they are at the table to network with other 
housing professionals, and to learn about what’s happening.  Some indicated a desire for H4A 
to be more of a working group, actively engaged in identifying and pushing solutions. 

 

Q3. How would you like to spend your time at H4A meetings? 

Responses to question 2 mirrored respondents’ answers to Q1 – some wanted more 
information and others wanted to be working during the meetings. 

 

Q4 – See previous section 

 

Q5. If you indicated "data analysis" in question 3, please provide some types of data that you 
would like to see H4A develop. 
 

Again, no clear themes – 5 provided some additional data that they’d like us to gather. 2 noted 
that it would be useful to assess the impact of local policies – which are working? 

 

Q6 – See previous section 

 

Q7 – Are you or your organization preparing to engage in state-level advocacy regarding state 
legislation, regulations, or rules in the upcoming calendar year? If so, please describe what you 
would like to accomplish. 
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Most respondents were not preparing to engage in state advocacy, or did not yet know what 
their legislative priorities would be. One respondent indicated an interest in developing their 
organizations’ capacity for advocacy. Two respondents indicated that they would be engaging 
on rural Accessory Dwelling Units (ADUs), but potentially on the opposite sides of that issue. 

 

Q8 - The H4A Strategy Committee has identified a few strategies that appear promising for 
addressing issues identified in the RHNA. (See the .pdf that was sent with this survey). Do you 
support having H4A take on program development activities to implement these strategies? Or 
should H4A only endorse or communicate promising strategies? Please explain. 

 

Responses:  

Only endorse   3 

Do program development 5 

Do both   1 

Unsure    1 
 

This indicates at least some interest in having H4A engage in program development-type 
activities. 

 

Q9 – Other activities: Are there other work plan tasks that you think H4A should take on?  

Five respondents suggested activities: 

• Promote the development of manufactured home parks and RV parks 
• Build political will toward housing – engage elected officials and county/city staffs 
• Promotion of policies and code changes that have been developed and then gather data 

in a year to see how effective they are. 
• Find funds for a regional homeless coordinator and a place to house them – this is 

related to an existing work plan item 
• Legislative advocacy – this related to an existing work plan item  

 

Q 10 – Representation at H4A: Are there any other individuals, organizations, communities, etc. 
that you feel should be represented at the H4A table? 

Responses were mixed: 

• Better engagement of those already at the table. 
• Engage more elected officials. 
• Engage the faith community – big audience. 
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• Warm Springs and persons with lived experience in achieving homeownership or homelessness 
• Bethlehem Inn 
• More builders and developers 
• Less builders and developers. 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

CENTRAL OREGON 
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Materials 
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Brink Communications 
1300 SE Stark Street, Suite 201 

Portland, OR 97214 
 
 
REVISED:  August 12, 2019 
 
Dana Greenwald 
COIC CED Manager 
Via email to dgreenwald@coic.org 
 
Dear Dana,  

Thank you for the opportunity to provide Brink’s qualifications for the Housing for All Outreach and 
Engagement Campaign Strategy. We’re a mission-driven, woman-owned business comprised of 25 
dedicated communications and creative professionals. Here are a few reasons we think we’re a good fit for 
your project:  

We’re a little different. While we’re a full-service communications firm, providing graphic design, brand 
development, social media, media relations, video and web design, we also have extensive experience in 
public policy. Brink staff have worked on presidential campaigns, and for several governors, a U.S. senator, 
a mayor and multiple Oregon legislators. Our clients include organizations representing diverse issues and 
cultural communities: non-profits like Basic Rights Oregon, Main Street Alliance, One Oregon and Health 
Share of Oregon; public sector agencies like Clean Water Services, the Portland Bureau of Transportation 
and Washington’s Employment Security Department; and national philanthropy such as the Knight and JPB 
foundations. Our public policy and issues experience has given us strategic insight into branding that 
reaches residents of all backgrounds, and serves the needs of multiple and diverse stakeholders.  

We have deep experience in housing. We’ve built our practice working on the core issues that face all 
residents of the Pacific Northwest and today, one the most urgent issues facing our region is housing and 
homelessness. We’ve helped the Oregon Community Foundation and ECONorthwest release a 
comprehensive report on the causes and solutions to homelessness across the state; created an 
integrated and targeted outreach campaign for low-income homeowners at risk of losing their homes for 
the Oregon Housing and Community Services department and we are beginning work on a campaign to 
help Metro educate Portland area residents on the multiple solutions available to solve the housing crisis. 
We base our work on the principles of behavior change psychology and community-based social 
marketing, always seeking to provide both information and a call to action in our work.  

We are committed to racial justice. At Brink, we put racial justice first—fostering an equitable workplace 
that benefits our team members, clients and communities, and we actively seek projects and clients that 
strive to lift up communities of color, people from low-income communities, people with disabilities and 
LGBTQ communities. In 2018, we were named the second most diverse privately held company in Oregon 
by the Portland Business Journal. We’re excited about the opportunity to work with you, and we’re ready to 
roll up our sleeves to get to work. 
 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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Sincerely, 
 

Leslie Carlson 
Principal 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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OUR APPROACH 
  
Housing and houselessness aren’t just problems for people at risk of becoming unhoused—they are a 
problem for every resident of Central Oregon. And while it’s difficult in a communications campaign to 
help people understand the roots of the housing crisis and the multiplicity of policy levers we can pull to 
solve it, we can help residents understand why it matters that we address the housing crisis equitably, 
efficiently and humanely.  
 
Brink does this work by appealing to people’s core values—fairness, support for families, a belief in 
Oregon’s ability to solve problems in new ways—and helping people understand how it benefits them 
personally. The good news is that polls show that for Oregonians, housing and houselessness are on top 
of the concern list. Now we need to convince people that solutions exist and that progress is being made.  
 
We’ve outlined a potential process for ensuring that the Housing for All Outreach and Engagement 
campaign is successful at reaching its audiences, has compelling messaging and has a roadmap to 
success. Because we’re a firm that builds all our plans on a solid foundation of data, we can’t tell you 
what the final campaign will look or sound like but we have outlined our thinking and approach in this 
statement of qualifications, which should give you an idea of how the project would unfold.  
 
 

CONTACT 
  
Leslie Carlson, Principal 
Brink Communications 
1300 SE Stark Street, Suite 201 
Portland, OR 97214 
leslie@brinkcomm.com 
503.805.5560 
 
 
 
 
 
 
 

  

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
mailto:leslie@brinkcomm.com
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STATEMENT OF QUALIFICATIONS 
  

Right Time, Right Place, Right Message 

Brink was established in 2011, growing from a 2-person partnership to a full-service marketing firm 
employing 25 people. Our urban innovation team is focused on the issues that make cities great: 
transit & active transportation, urban planning, affordable housing, climate change and quality public 
spaces.  

Brink is not your grandmother’s agency—we’re a unique blend of professionals who bridge the gap 
between the science of behavior change, public policy and creative communications. We never seek 
only to raise awareness—we want our work to change policy and behavior. Because of our focus, we 
understand the political and policy arenas in which our clients work and are skilled at shepherding 
marketing campaigns through organizations with complicated governances and with a need for public 
accountability and transparency.  

Brink operates under an “audience first” model of marketing. We determine where and how a client’s 
audiences receive information—be it through presentations, social media, digital sources, television, 
radio, neighborhood newsletters or in-person events and discussions—and then create 
demographically and psycho-graphically targeted strategies to get the right messages to the right 
audience.  

Because the way people receive information has created a new environment for marketing, Brink has 
responded to changing technologies and consumer behavior in the following ways:  

• We try to include digital advertising and/or social campaigns in our work. These mediums 
provide the opportunity to effectively target specific audiences, track a campaign’s 
effectiveness, and refine as we go.  

• We incorporate visual communications into almost everything we do, using data graphics, 
infographics, compelling photography and video into our campaigns.  

• We often build campaigns around video, which can be used in multiple ways (social posts and 
buys, television, YouTube pre-roll, in movie theaters and events.) 

Our Focus 

Our work focuses on three key sectors: 

1. Social Justice. This includes work focused on the alleviation of poverty (paid sick days, higher 
minimum wages, family medical leave).  

2. Healthy Communities. This includes work to reduce the risk of harm to targeted communities 
(opioid overdose prevention) and campaigns to promote public health.  

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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3. Urban Innovation.  We focus on work that makes cities more equitable, sustainable and just, 
including building more affordable housing, creating better public spaces in low-income 
neighborhoods and building the next generation of carbon-free transportation.  

 

 

Project Management 

We employ a variety of tools to ensure close collaboration and seamless information sharing among project 
teams. First, we are big believers in the regular check-in call (even if that all is only for 15 minutes, we find 
valuable information-sharing takes place). We keep all calls and meetings organized with agendas shared 
prior to a meeting for input and planning. We are happy to do video calls if that is helpful, using Zoom and 
our conference room camera.  

We also use technology to organize information sharing and communications (relieving people of trying to 
find messages in crowded inboxes) through online project management on a project Basecamp site. If 
folders are being shared regularly we recommend Dropbox. If needed, we also use several tools including 
Hootsuite and Trendkite to manage social media, create media lists and track media coverage.  

For this project, we recommend 1 -  2 in-person meetings. We would come to Bend for the kickoff as well 
as for any critical partner meeting. Please note that our budget for this project does not yet include travel—
we would need to finalize that during the contracting process. 

  

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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OUR WORK 
 
: 

CLIENT: WA STATE EMPLOYMENT SECURITY DEPARTMENT 
 
Clare DeLong 
Communications Manager 
Washington’s Paid Family and Medical Leave Program 
CDelong@ESD.WA.GOV 
360-878-0637 
 
Washington Paid Family and Medical Leave Campaign 
Washington is the fifth state in the country to pass a paid family and medical leave 
program and the first to build one without an existing disability program in place. 
Washington’s Employment Security Department hired Brink to deliver a marketing 
campaign to support the implementation of the new law, envisioning a program 
that serves the people who were most likely to need the program, but least likely to 
use it. 
 
Recognizing that most employees would first learn about the program at work, we 
recommended a phased campaign that first educated employers on the value of 
paid leave to their business. Our partner, FM3 Research, conducted in-depth 
research with employers to undercover barriers, test messaging and identify 
shared values that would shift the culture around paid leave. Within 10 weeks, we 
launched a targeted digital, print and radio campaign in English and Spanish. 
Display ads ran in business and ethnic publications and via Facebook, display and 
search-engine marketing. With limited internet access in rural communities, we 
produced radio ads targeting businesses across Eastern and Central Washington. 
We also created paycheck inserts in 13 languages as part of an employer toolkit 
and placed media stories on TV, radio and business publications and newspapers 
across the state. 
 
The first phase included a $460,000 paid media campaign targeting employers. 
The campaign drove 192,462 new users to the program’s website, a 42% 
increase. Display and social media ads generated 8,257,619 impressions with 
44,361 clicks. The search engine marketing performed exceptionally well with an 
18.14% click through rate. 

 
Services: 
Advertising for digital, print and radio 
Campaign development and planning 
Copywriting  
Design  

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
https://paidleave.wa.gov/
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Earned media 
Print collateral 
Public service announcements 
Research 
Strategic counsel 
Video concept & production  
Website content 
 
 

 

CLIENT: FOSTER PLUS  
 
Karen Pomerantz 
Director of Quality and Evaluation 
503-542-2313 
kpomerantz@boysandgirlsaid.org 
 
Boys & Girls Aid: Foster Plus Campaign 
We worked with Boys & Girls Aid to create, develop and implement a statewide 
campaign for Foster Plus, a new effort of 13 social service agencies collaborating 
to connect kids in need with the support and stability of committed foster families. 
The need for foster families in Oregon is great, especially for kids who’ve 
experienced trauma in their lives, and the campaign needed to be approachable, 
compelling and informative in order to attract and retain foster families. The Brink 
team began the project by conducting state-wide research to understand the 
values and demographics that make someone a great candidate to be a 
successful therapeutic foster parent, and to identify opportunities to share 
information and the appropriate messaging to reach candidates. From the 
research findings we developed a compelling set of key messages and language 
to use within the campaign as well as a distinct design language that informed the 
website, collateral and four videos.  
 
During the first month of the Foster Plus campaign, digital ads drove 3,848 users 
to the website. Over 130 of those users took the first step toward fostering: filling 
out a form for more information. Search engine marketing in particular has 
performed very well, allowing for 80 form submissions in the first month (5.83% 
conversion rate). The campaign will continue through June 2019 and Brink will 
closely monitor and adjust the creative and strategy as necessary. 

 
Services: 
Advertising 
Brand Development 
Communication Planning 
Copywriting 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
mailto:kpomerantz@boysandgirlsaid.org
https://fosterplus.org/
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Design 
Earned Media Strategy 
Naming, Messaging and Positioning 
Research (state-wide focus groups)  
Video Conception and Production 
Web Design and Development 

 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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CLIENT: OREGON HOUSING AND COMMUNITY SERVICES  
 
Carmel Charland 
OHSI Administrator 
503-986-6776 
Carmel.charland@oregon.gov 
 
Oregon Homeowner Stabilization Initiative  
Too many Oregonians struggle to make mortgage payments—including those on 
fixed incomes, in the midst of a health crisis or having lost a job. When the Oregon 
Homeowner Stabilization Initiative (OHSI) had additional funds to support 
Oregonians at risk of losing a home, Brink was tasked with helping them target 
those people who needed the funds most.  

 
Our strategy started with guided conversations with past OHSI participants and 
service providers across the state tasked with helping people into OHSI’s 
program. We learned that overcoming the shame and embarrassment of a 
financial crisis required that we demonstrate understanding and compassion, and 
that we use non-traditional channels, since homeowners threatened with 
foreclosure often stop opening snail mail. We also learned that reaching people 
earlier was better, when they had only missed one payment or were at risk of 
missing a payment, since financial institutions have accelerated foreclosure 
proceedings in recent years. 
 
Our campaign was two-pronged. First, we developed and implemented a Search 
Engine Marketing campaign (SEM) designed to help people in Oregon searching 
for a variety of keywords related to personal financial distress that served them the 
OHSI website easily and near or at the top of search results. Second, we created 
a social campaign centered around the emotional meaning of “home”—family, 
safety and security—using web video that targeted our audiences geographically 
and psycho-graphically on Facebook and YouTube. This also included a Spanish 
language version. 

 
To date, our search engine marketing and social campaign have generated over 
400,000 impressions and over 12,000 clicks to the OHSI website, helping Oregon 
Housing and Community Services generate warm leads and new applications for 
funding. 
 

 
Services: 
Advertising 
Brand Development 
Communication Planning 
Copywriting 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
https://www.youtube.com/watch?v=Oly2yP2uMRs
https://www.oregonhomeownerhelp.org/
https://www.youtube.com/watch?v=Oly2yP2uMRs
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Design 
Earned Media Strategy 
Naming, Messaging and Positioning 
Research (guided interviews)  
Video Conception and Production 
Web Design and Development 

 
 
CLIENT: OREGON HEALTH AUTHORITY 
 
Laura Chisholm 
Oregon Health Authority 
Laura.F.Chisholm@dhsoha.state.or.us 

 

Note: the visuals included here are in the development stage and not for public use 

 
Heal Safely Campaign 
Brink is currently working on a culturally-responsive, prevention-based consumer 
outreach campaign for the Oregon Health Authority. The campaign will raise 
awareness about the risks and downsides of using opioids to manage pain and 
empower Oregonians to use a non-opioid option for pain management. The 
project includes a focus on populations that have experienced disparities in health 
and health care. Our approach started with assembling a Change Advisory Team 
(CAT): a core group of experts and members of our priority communities who 
were already working in the content area. We worked with the CAT to inform the 
development of our campaign at every phase, including the research which we 
conducted over 16-months and four iterations of testing. Our research included 
online and in person focus groups plus message testing with key communities, 
including rural Oregonians, American Indian/ Alaska Natives, member of the 
Latinx community and Black Oregonians. The research served as the foundation 
for the campaign brand framework, messaging, campaign name and tagline, a 
campaign URL and calls to action. The creative development includes digital, 
video and print work and the pilot creative campaign will launch in April 2019 in 
seven targeted Oregon counties, allowing Brink to test and refine the messaging 
based on metrics. 

 
Services: 
Campaign development 
Collateral creation 
Community engagement 
Messaging 
Research 
Transcreation

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
mailto:Laura.F.Chisholm@dhsoha.state.or.us
https://healsafely.org/
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PROPOSED STATEMENT OF WORK 
  
 
PROJECT LAUNCH & DISCOVERY  
Timeframe: 2 weeks 

Budget: $3,655 

We kick off every engagement with project planning to set the stage and make sure we’re all on the same 
page about what to expect and when. We will lead a launch meeting to define roles and responsibilities and 
review deliverables, goals, and audiences. The purpose is to come to a shared understanding about what 
stakeholders, partners and the informed public need to understand about Central Oregon’s affordable 
housing process and define the call-to-action for our various audiences. 

Prior to our meeting, we will review the Regional Housing Needs Assessment and any other documents, 
plans or research available from H4A partners.  
Key Tasks: 

• Launch meeting to kick off and inform our work 
• Define core team, roles and the decision-making process 
• Create agreement on deliverables and timelines  
• Create a workplan for the project that includes specific milestones, deadlines, and responsibilities 
• Review and identify key audiences and stakeholders 

 
Deliverables: 

• Launch meeting 

• Workplan 

 
 
INTERVIEWS + MESSAGING  
Timeframe: 3 weeks 

Budget: $9,720 
 
In collaboration with a core group of staff from partner organizations that make up H4A, Brink will design an 
interview process for 8-10 existing stakeholders/interested members of the public. Our goal will be to 
understand the challenges and opportunities in talking about the housing crisis in Central Oregon. We'll 
want geographic, demographic and psychographic diversity in our interviews to ensure we get a broad-
based understanding of how the issue is viewed across various organizations and among thought leaders.  
 
We’ll also begin to create the strong partnerships around communications that will help the campaign be 
successful going forward. 
 
Our first step will be the development of an interview guide that provide us with a roadmap for apples-to-
apples comparison of answers across the interviews. Once the interviews are complete, we'll meet with you 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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to present our findings as well as how those findings will influence our strategic communications plan. 
These findings will include a key message grid—a concise document that will include primary messages 
and supporting proof points to be used for all communications moving forward, including website, 
collateral, video, social media content, and narrative storytelling.  
 
Key Tasks: 

• Design interview guide 
• Stakeholder/partner interviews 
• Key message development 
• Audience identification 
• Deliver findings   

 
Deliverables: 

• Interview findings presentation 

• Audience map 

• Key message grid 

 
 
CAMPAIGN COMMUNICATIONS STRATEGY  
Timeframe: 4 weeks 

Budget: $6,085 

 
Our communications plans are created as a blueprint for communicating with clarity and effectiveness. 
They include tactics that influence your audiences through storytelling, thought leadership, digital and 
traditional channels, and in-person marketing/events. We'll give H4A the right mix of earned media, digital 
outreach, social strategy, message guidance and impactful copy, as well as ongoing metrics to gauge 
success.  
 
We envision the plan could include the following components: 

• Goals and objectives 
• Recommended strategies and tactics 
• Campaign printed materials 
• Earned media outreach strategy and calendar 
• Social strategy and calendar 
• Event recommendations 
• Plan schedule and timeframe 
• Budget estimates for implementation of recommended strategies and tactics 

Once we build your plan, we can estimate the scope of our assistance in supporting the strategy with 
materials and outreach activities.  
 
 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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CAMPAIGN LOOK & FEEL 
INITIAL CAMPAIGN MATERIAL 
Timeframe: 4 to 6 weeks 

Budget: TBD 

 
Because of our focus on “audience first” communications and our belief that every campaign should be 
built not only for awareness, but for changing behavior, we cannot tell you in the proposal the exact mix of 
printed and digital materials and outreach that will work to achieve H4A’s goals. Those recommendations 
can only be effective if we’ve done our homework. That includes working together to understand your 
audiences and to deliver the right message, at the right time and in the right place.  
 
We also understand the need to create initial materials in our first phase of working together. We suggest 
that we work towards an initial one-pager to encapsulate the new look and feel for your communications 
campaign, with 1-2 graphics, text and photos, using your newly-created brand standards. This initial piece 
could be the background information about the housing problem in Central Oregon, giving readers 
important context about the scope of houselessness and a menu of solutions from local partners. We might 
experiment with producing a one-pager into which partners could drop their own logo to co-brand it.  
 
Brink is a full-service agency and can provide the full suite of digital, social, video, web, print and marketing 
tactics. While we’ve not yet allocated a final budget to these materials, we look forward to creating them 
and helping you deliver them when and where it’s most useful. 
 
Key Tasks: 

• Brand standards, font, palette selection 
• Draft initial copy for one-pager 
• Design one-pager  

 
Deliverables: 

• Brand standards memo 

• One-pager/backgrounder 
 

 
PROJECT TIMELINE  
 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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We realize this proposed strategy does not align completely with the proposed schedule in your Request for 
Qualifications. In our experience, allotting enough time to listen to stakeholders and partners, and the ability 
to factor this research into our work, creates more effective communications strategy—and a committed 
group of partners ready to help you implement that strategy on an ongoing basis. With that in mind, this is 
our proposed timeline. 
 
 
 
 

 

PHASE DURATION MONTH 

PROJECT LAUNCH/DISCOVERY 2 Weeks September 3—6 

INTERVIEWS/MESSAGING 3 Weeks September 9—20 

CAMPAIGN STRATEGY 4 Weeks September 23—October 28 

CAMPAIGN MATERIALS 4 to 6 Weeks By October 28 

 
 

BUDGET* 
 
 

BUDGET  

Project Launch, Discovery $3,655 

Interviews, Messaging  $9,720 

Campaign Strategy  $6,085 

Campaign Materials, Look & Feel $5,540 

Total $25,000 
 
 
2019 Non-Profit Rates  

Leslie Carlson, Principal $185/hour 

Thomas Ngo, Account Manager $150/hour 

Mya Lwin, Project Manager $135/hour 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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Jeanette Rawlins, Copywriter $135/hour 

   

*This estimate does not include costs for printing or management of the print production process, installation, travel costs outside 
the Portland Metro area or website hosting or domain name fees. Any delivery charges and/or items not shown above will be billed 
at project completion. Additional rounds of revisions and additional requests will be billed hourly. Please feel free to contact us with 
any questions or concerns. Estimates are valid for 30 days from the date of issue. 

  

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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TEAM  
 

LESLIE CARLSON   |   PARTNER 
Leslie’s brain is an idea-generating machine, constantly developing creative 
angles and opportunities. As the resident Strategic Lead and ultimate dot-
connector, Leslie has combined her passion for social justice with her political 
experience to tap into the collective consciousness. Prior to founding her own 
communications company in 2000 (re-launched as Brink with partner Marian 
Hammond in 2011), Leslie served as communications staff for several elected 
officials, including British Columbia Premier Mike Harcourt and Oregon Governor 
John Kitzhaber, and served as senior communications counsel at PacifiCorp, one 
of the West’s leading utilities. Her ability to engage stakeholders while keeping the 
end goal in mind has served clients well on projects large and small. 
 

 
THOMAS L. NGO   |   ACCOUNT MANAGER 
Thomas believes in making the world a better place through justice-grounded 
communications that help enhance the built environment and benefit people from 
all walks of life. He has more than a decade of communications experience in 
Portland and New York, including managing digital communications for the New 
York City Housing Authority and communicating about major capital projects for 
TriMet. He’s led client accounts in our Urban Innovation practice, including The 
Nature Conservancy, Portland Streetcar, Portland Housing Bureau, and Home 
Forward. 
 

 
JEANETTE RAWLINS   |   COPYWRITER 
Jeanette is a versatile and persuasive writer with 10 years’ experience in 
journalistic and creative story-telling within a non-profit organization. Her  
work communicates across multiple audiences, telling diverse and inclusive 
narratives that capture critical voices. Jeanette has a longstanding commitment to 
harnessing the power of story to create and nurture collaborative change within 
historically silenced communities. 

 
 

 
 

MYA LWIN   |   PROJECT MANAGER 
Mya’s project management skills keep all of our work on track and on budget. Her 
expertise at project management systems and her calm approach to complex 
projects began with her work in the product development world. As such she can 
identify best routes to meet deadlines while allowing for active changes as needed 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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to benefit the project. For Brink, she has worked on projects involving large 
stakeholder groups and wide-reaching campaigns for Metro and other clients. 
 
 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com
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THANK YOU 

http://www.brinkcomm.com/
mailto:leslie@brinkcomm.com


DRAFT FOR REVIEW  1 

Oregon Regional Housing Councils 
Pilot Proposal 

DRAFT FOR REVIEW 

V3 February 12, 2019 

 

Summary 

This proposal supports the development of Regional Housing Councils (RHCs) to provide services and 
coordination for housing in their regions. Regional Housing Councils will also report to the Oregon 
Housing Stability Council and the Land Conservation and Development Commission. RHCs would have 
cross-representation and cross pollination with regional Area Commissions on Transportation.  

Prior to statewide implementation, two pilot regions would be developed; one region in western Oregon 
administered by Oregon Cascade West Council of Governments and one region in eastern Oregon 
administered by the Central Oregon Intergovernmental Council. 

 
Needs Statement 

Oregon is experiencing a statewide housing crisis impacting economic development, transportation, 
public health, household finance, community livability, youth readiness to learn/graduation rates, and 
other dimensions. A network of Oregon Regional Housing Councils could address a variety of needs and 
provide integrative capacity to address the multiple dimensions of the housing crisis. Councils of 
governments already do this is some capacity with economic development and transportation—we 
believe there is a role for them to play in housing as well. Some advantages Regional Housing Councils 
could have include:  

• Nexus between the top down and the bottom up: Regional Housing Councils provide a means 
for state and federal partners to efficiently engage with local communities, and for 
communities/regions to pool needs/desires and communicate them to senior government 
partners. 

• Regional and statewide best practices and information-sharing: Provide an opportunity to share 
experiences and best practices across communities and across regions. 

• Local flexibility and “intel”: Local areas need some degree of flexibility in identifying issues and 
applying solutions – one-size-fits-all statewide tools lack an awareness of regional needs and 
assets. Regional Housing Councils would reflect statewide diversity in rural vs. urban issues; 
politics and local culture; land ownership patterns and land availability; regional workforce and 
commuting patterns; economic variations; number and type of builders/developers, etc. 

• Regional consistency: Regional Housing Councils could also create a degree of policy/regulatory 
consistency for developers that operate in multiple communities in a region. 

Functions 

Regional Housing Councils would be chartered by the State of Oregon to serve a function similar to the 
Oregon Transportation Commission/ODOT Area Commissions on Transportation. In addition to bringing 
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together regional stakeholders, Regional Housing Councils could tackle the following issues at a regional 
scale: 

• Collaboration and Communication.  Perhaps one of the most valuable aspects of regional 
housing councils would be creating a space for open communication and collaboration. This 
would, among other things: provide a regional venue to provide feedback on legislation, 
programs, and statewide housing plans; share best practices, outcomes, and experiences among 
RHC members, between different regions, and between RHCs and state and federal partners; 
Provide an interdisciplinary, multi-stakeholder (see membership below) space to address 
housing needs and opportunities and the housing nexus with health, land use, law enforcement, 
economic development, etc.  
 

• Project Prioritization. As OHCS and DLCD seek to increase funding for housing development and 
technical assistance, RHCs could: Review and provide statutorily-mandated regional input on 
affordable housing funding applications; Develop and share results from regional pilots to test 
policies/programs that may not be allowed under existing statute; ID regional needs and 
advocate for state policy and program changes to address them;   
 

• Prepare 5-year Regional Housing Assessments (RHAs) that would include the following: 

• Data Gathering. The value of data gathering is twofold; first, by collecting baseline 
data on cost burden, number of units constructed annually, income and population, 
we can track the issue over time and determine if policy choices are working. 
Second, there is a lot of nuance associated with housing, and it’s important to 
further understand the issue before proposing policy changes. The barriers to 
development and type of housing needed are not necessarily the same in cities 
across a region. Recognizing and understanding this will help focus limited resources 
on best addressing the barriers in each community. We propose to collect and track 
the following baseline data for communities in the region:  

• Demographic data and projections to understand local and regional trends 
• Market and assessed dwelling unit values + days on market 
• Market and assessed rental value + days on market 
• Vacant land available for residential development 
• Vacancy rates for owner occupied and rental property 
• Number, type, size (sf) of new single and multi-family dwelling units 

constructed 
• Number, type, size (sf) of dwelling units removed 
• Other important data as identified 

 
As time and resources allow, data will be cross referenced and analyzed with other 
key factors, such as; transportation costs, Income and labor statistics, cost-burdened 
households, labor and commute sheds, vacation rental impacts, among other 
factors to find relevant trends and correlations impacting housing demand and 
supply issues.  
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• Policy, Model Codes, & Code Review. We would conduct a general review of city 
development codes, which includes, but is not limited to, zoning requirements, 
engineering standards, infrastructure requirements, system development charges, 
parking, and other code provision. One solution to addressing the infrastructure 
issues addressed above is to allow for what’s known as the “missing middle.” 
Duplexes, triplexes and quadplexes were once common in the urban core and 
nearby neighborhoods. However during code updates in the 1970s and 1980s, these 
types of units were “zoned out” of development codes, as the market for single 
family detached housing exploded and growth of the suburbs became exponential. 
We will also examine whether the code defines truly “clear and objective” standards 
for permit review, another requirement of SB 1051.  
 

• Regional Market Assessment. Once data gathering and policy review are complete, 
we hope to answer the following two questions: 1) What type of housing is needed 
where? 2) Can it be built with existing land use code? With these two answers, it 
positions us to answer the most pressing question, “If there is demand for housing 
and available land, why isn’t the market responding?” To answer this question we 
propose talking with developers and homebuilders in the region, using a series of 
interviews and focus groups. Spatial analysis may be utilized to flush out regional 
trends and relationships.  
 

• Solution Development. The market assessment in combination with the policy 
review and data collection will hopefully answer the question “why aren’t more 
homes being built in the region?” With this knowledge, we can develop a “toolbox” 
of policy options communities in the region can address. Much work in identifying 
solutions has been done at a state and national level. As such, we won’t be re-
creating the wheel, as much as matching our findings to pre-identified solutions and 
adapting them for our regional communities. This ensures the problem is identified 
at a local level, and addressed at a local level, within the greater COG region.  

 
Geography  

The pilot project is proposed for two Oregon regions – Central Oregon (Crook, Deschutes, and Jefferson 
counties and the Confederated Tribes of Warm Springs) and Cascades West (Linn, Benton, and Lincoln 
counties). After the pilot phase, the Regional Housing Councils would be established to serve logical 
groupings of communities and counties across Oregon and could match, current Regional Solutions 
geographic boundaries.  

 
Staffing 

Staff services for the initial pilot program would be provided by the Councils of Government for Central 
Oregon and the Southern Willamette Valley – the Central Oregon Intergovernmental Council and the 
Oregon Cascades West Council of Governments respectively. Staff services include building agendas and 
meeting materials, meeting logistics and facilitation, correspondence and outreach, board management, 
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ensuring progress on action items, data and information collection, research and reporting, and program 
success feedback. 

 
Membership/Participation 

The ACTs provide a useful and successful model in ensuring local governments, tribes, authorities, and 
other partners are represented in regional funding and project selection under the Oregon Department 
of Transportation purview. The RHCs would have similar boundary spanning memberships to include: 

• Cities, counties, tribes 
• OHCS and HUD 
• Regional DLCD rep 
• Regional Solutions coordinator 
• Appointed issue area representatives – community action agencies, housing authorities, 

builders/developers, rental owners and tenant groups, public health, Coordinated Care 
Organizations (CCOs), public safety, Continuum of Care and Coordinated Entry, employers, land 
use groups, etc. (see Central Oregon’s Housing for All membership for a potential model). 

• Ex officio members would include state and federal legislators and staffs. 

In addition, each RHC could form a Technical Advisory Committee (TAC) to assist in developing RHNAs 
and Regional Housing Plans, program/policy review, and to build and oversee any pilot projects. 

Outcomes 

This pilot proposal will allow the state to test the Regional Housing Council model in two regions before 
considering a statewide rollout. Each region will: 

• Identify all relevant local plans to create a regional view of housing needs and opportunities. If 
no local plans exist each RHC will work with communities on establishing these plans. 

• Identify and collect data to establish regional housing trends, obstacles, and opportunities. 
• Build integrated (multi-agency, multi-issue) approaches to developing regional housing needs 

and opportunities.  
• Develop Regional Housing Needs Assessments and high-level Regional Housing Plans to help 

drive regional action and which inform state priorities and programs. 
• Create a means for regional vetting of affordable housing project proposals.Create efficiencies 

of scale that includes small urban and rural communities to help identify housing needs and 
resources to achieve housing goals. 

• Help energize private market strategies to meet identified housing needs. 
• Create a model that can be replicated across the state. 

 

Budget 

Depending upon the scope of duties for the RHCs, the pilot project budget would be $100,000 to 
$250,000 per region per biennium, equating to $200,000 to $500,000 across both regions per biennium. 
The lower number reflects costs to achieve the “Collaboration and Communication” and the “Project 
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Prioritization” duties in the Functions section. The larger number would allow for the development of 
“Five Year Regional Housing Needs Assessments” outlined in the Functions section. A potential funding 
source is the new document recording fee. 
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