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CRAFTING POWERFUL 
PRO-HOMES 
MESSAGES



To build support across race, 
incom e , pa rty, a nd  ideology, 
we need to connect rising 
housing costs to local 
people’s stories a nd da y-
to-da y expe riences of 
housing  shorta ges. We  m ust 
then present specific, 
concre te  housing  choices 
a nd  the  com m unity bene fits 
they will p roduce .

Across the  country, the  high cost of housing  hurts Am e rica ns from  a ll 
wa lks of life , in b ig  citie s a nd  sm a ll towns. Ye t in m ost p la ce s, a failed 
status quo restricts affordable choices , re sulting  in a  shorta ge  of 
hom e s, cutthroa t com pe tition, a nd  the  d isp la ce m e nt of loca l worke rs 
a nd  fa m ilie s.

Am e rica ns a re  re a dy for cha nge . A broad majority sees housing as a 
major issue — but a solvable one. While  m a ny vote rs do not 
na tura lly conne ct high costs to  short supply, most recognize 
negative consequences of shortages in everyday life and support 
policies to allow more housing in their communities , from  ba ckya rd  
cotta ge s to  sm a ll a pa rtm e nts; a nd  m a joritie s fa vor solutions to  foste r 
a fforda ble , conne cte d , conve nie nt city ne ighborhoods.

We lcom ing  Ne ighbors Ne twork a nd  Sightline  Institute  pa rtne re d with 
FM3 Re se a rch, Globa l Stra te gy Group, a nd  Grow Progre ss to  de ve lop  
a  te ste d  m e ssa g ing  fra m e work re a dy to  de ploy on the  front line s of 
the  fight for m ore  a bunda nt a nd  a fforda ble  housing  na tionwide .



2. THE PRO-HOMES 
FRAMEWORK



The Pro -Homes Framework
Through extensive testing, including qualboards, research journaling, and two national surveys of American 
voters and political influentials, followed by randomized controlled trials, we have developed a five -step 
framework for policymakers and advocates to advance housing policy. The messaging framework 
connects tactical policy changes to the real experiences and aspirations of real people and 
communities. 
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Meet people where they are: COSTS ARE TOO HIGH

Across policym a kers, thought 
lea de rs, a nd  the  gene ra l 

popula tion of Am erica n vote rs, 
high costs are the key entry 
point to the housing issue . 

Lea ding  with costs e sta b lishes 
com m on g round with people  

a cross identitie s a nd  ideolog ie s.

1.

“Housing  is too  
una fforda b le  toda y 

be ca use  the re  a re  no t 
e noug h hom e s to  re nt o r 
buy tha t m e e t pe ople ’s 

ne e ds a nd  budg e ts.”

Top-Testing Example:



Point to COMPETITION as  how SHORTAGES inc re a s e  COSTS

While people do not easily grasp 
the economics of housing 

markets or the cost impacts of 
regulations and zoning, they can 
see ways that shortages increase 

housing costs. Point to familiar 
ways shortages drive 

competition —from  wa it lists for 
renta ls to  b idding  wa rs for 

hom ebuyers—to connect the 
shortages to cost.

2.

“Not having enough 
homes to rent or buy 

creates cutthroat 
competition and drives 

up prices.”

Top-Testing Example:



Emphasize the PEOPLE AFFECTEDIN OUR COMMUNITIES NOW

Focus on sympathetic community 
members who a re  hurt by the  

shorta ge—fa m ilie s trying  to  sta y 
where  they g rew up, worke rs tha t 

com m unitie s re ly on who ca n’t a fford  
to  live  where  they work—to forge an 
emotional connection to  policie s tha t 

will he lp  unlock m ore  hom e  choices 
people  ca n a fford . Shift the focus

from  housing  structures to the 
benefits for people. 

3.

“Right now, people our 
communities rely on —like 

teachers, childcare workers, 
and service and retail 

workers —can't find homes 
they can afford in the 

places they serve.”

Top-Testing Example:



Be SPECIFIC AND CONCRETEwhen presenting  cha nges

J a rgon, a bstra ctions, a nd  the  
im plica tion of dra stic cha nge  

ca n ca use  fea r of policy 
cha nges. But vote rs a nd  

decision-m a kers re spond 
fa vora bly to  specific, 

familiar home types and 
discrete, focused 
regulatory fixes .

4.

“We can allow smaller 
homes to be built on small 
lots to create affordable 

starter homes, and we can 
make it legal to convert a 

basement or garage into an 
apartment for a family 

member or caregiver to live 
in or to rent out.”

Top-Testing Example:



Highlight how more home choices 
BENEFIT PEOPLEAND THEIR COMMUNITIES

Pa int a  com pe lling  p icture  of 
positive  com m unity outcom es a nd  
the  wa ys people  sta nd  to  bene fit. 

Crea te  a  powerful em otiona l 
re sponse  by illustrating how the 
lives of sympathetic community 
members will be better through 
policy cha nges tha t a llow m ore  

hom e  choices.

5.

“A mix of homes, of all sizes 
and prices, will give more 
people a chance to own 
their home, build wealth, 

and provide solid 
foundations of economic 

stability and opportunity for 
themselves and the next 

generation.”

Top-Testing Example:



Research-Ba sed Tips for Powerful Pro -Homes Messages:

Instead of “supply and 
demand,” use people’s day -

to -day experience of 
competition to frame the 

shortage

Re se a rch-ba sed la ngua ge :
Anybody who has tried to buy or 
rent a home here recently knows 
that there are simply not enough 

housing options available, and that 
the cutthroat competition over 

existing homes is pushing prices 
out of reach for working people. 

Tip  # 1



Research-Ba sed Tips for Powerful Pro -Homes Messages:

Make clear the status quo is 
due to policy choices and is 
changeable, not set in stone

Re se a rch-ba sed la ngua ge :
The city strictly limits or outright 
bans apartments, townhomes, 
duplexes, triplexes, and in -law 

units, which has led to not enough 
homes being available for the 
people who live and work here. 

New rules can unlock affordable 
housing choices in our 

communities.

Tip  # 2



Research-Ba sed Tips for Powerful Pro -Homes Messages:

Position more housing 
options as a way to protect 
people from displacement 

Re se a rch-ba sed la ngua ge :
When there are not enough 

homes, the wealthy will always 
outbid working people, and 

everyone else has to move farther 
away. Unless we build more homes 

to buy or rent, people will be 
priced out of the places where 
they grew up or built their lives.

Tip  # 3



Tip  # 4

Research-Ba sed Tips for Powerful Pro -Homes Messages:

Frame abundant housing 
options as a vehicle for 
working people to gain 

long -term wealth 

Re se a rch-ba sed la ngua ge :
Modest, affordable housing 

options like condos and 
townhomes enable average 

people to put down roots, own 
their own home, build wealth, and 

provide a solid foundation of 
economic stability and 

opportunity.



Research-Ba sed Tips for Powerful Pro -Homes Messages:

When talking to 
policymakers and 

influencers, tie housing to 
workforce

Re se a rch-ba sed la ngua ge :
Allowing more options like 

duplexes and apartments in our 
communities will mean shorter 

commutes and more affordable 
places to live for local workers that 

communities rely on, and help 
business owners find local 

employees.

Tip  # 5



4. Framing and 
Terminology



Housing  shortage Housing  crisis

More  choice s a nd  a va ila b ility Build ing  a nd  construction

Allow hom e s of a ll sha pe s a nd  size s; lift loca l re strictions p re ve nting  
a fforda b le  hom e  choice s

End  sing le -fa m ily zoning ; 
re zone ; upzone

More  a fforda b le  hom e  choice s for pe op le  with jobs he re ;
worke rs the  com m unity re lie s on

Growth p roje ctions; 
popula tion boom

More  a va ila b le  hom e s g ive  re nte rs a nd  hom e  buye rs 
m ore  le ve ra g e  a nd  powe r Allow supp ly to  m e e t de m a nd

Allow sm a lle r sta rte r hom e s on sm a lle r lo ts Re duce  m inim um  lo t size s

Ba ns on a fforda b le  housing  choice s like  [housing  type ] Sing le -fa m ily zoning

McMa nsions a nd  luxury re m ode ls Sing le -fa m ily hom e s

DOs and DON’Ts: FRAMING

Adopt everyday wording, familiar examples, and friendly visual language
Avoid repeating anti -housing frames, 

scare tactics, exaggerations, and 
jargon that alienates people.



DOs and DON’Ts: TERMINOLOGY
Hom e s Units

More  hom e s choice s; m ore  housing  op tions Housing  supply

More  hom e  choice s in conve nie nt; conne cte d  com m unitie s De nsity

More  hom e  choice s in citie s; hom e  choice s ne a r jobs a nd  tra nsit; 
hom e s tucke d  into  e xisting  ne ig hborhoods Infill; urba n infill

Afforda b le ; una fforda b le Expe nsive ; ine xpe nsive

Sm a ll a pa rtm e nt build ing s up  to  [p ropose d  num be r of] storie s Multifa m ily housing ; 
m id-rise  a pa rtm e nts; 5-ove r-1s

Duple xe s, trip le xe s, fourp le xe s, a nd  townhom e s "Missing  m idd le "; sm a ll 
m ultifa m ily

Disp la ce m e nt Ge ntrifica tion

Working  fa m ily housing Workforce  housing

Adopt everyday wording, familiar examples, and friendly visual language
Avoid repeating anti -housing frames, 

scare tactics, exaggerations, and 
jargon that alienates people.



In our testing, four pro -homes messages persuaded people 
across all demographic groups, without alienating any group:

1. Homes that local workers who serve our communities can afford
2. Home choices young people can afford to keep families together 
3. Affordable home choices for local seniors to downsize in their 

community 
4. Starter homes build solid foundations of economic stability and 

opportunity



General Population 
Research

Elites and Policymakers 
Research

Randomized Message 
Tests

FM3 used two different methods to conduct 
research among a nationwide, general 
population audience —a national survey of 
1,211 respondents and a qualboard (an online 
discussion forum facilitated by researchers) 
with 25 respondents. This phase of research 
allowed us to identify the perceptions of the 
housing space among everyday Americans. 

Global Strategy Group (GSG) conducted an 
online journal among nationwide “policy 
elites” defined as people who are higher 
education, higher income, high news 
consumption, and civically engaged, meaning 
they are active in their own communities and 
likely to speak up when it counts, including on 
matters of local import such as zoning. 

This journal contained a mix of elites across 
gender, age, region, partisanship, level of 
education, and homeowner/renter status. 
They also conducted a survey of 500 
nationwide elites.

Grow Progress conducted a message tests 
that focused on various types of housing 
development, with 9 messages total. In the 
test, respondents were split into groups of 
1,000 and exposed to either one of our 
messages, or to a placebo message to 
establish a baseline of sentiment without any 
message exposure. Message success is 
measured by the persuasive effect a 
message had across a set of success 
questions. 

This research approach allowed us to identify where there is alignment between a general population audience and elites when it comes to housing 
policy, as well as where there are gaps in knowledge and sentiment. Randomized message tests were then used to confirm our fi ndings and 
identify the exact language that is more effective for persuading audiences across demographic groups. 

https://welcomingneighbors.us/wp-content/uploads/Abundant-Housing-Messaging-Memo-FM3-Final.pdf
https://welcomingneighbors.us/wp-content/uploads/Housing-Messaging-Memo-F02.03.25.pdf
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