
April 2026 

A three-part lunch and learn series

FROM INSIGHT TO ACTION:
Housing in the West Central Mountains

Scan the QR Code to participate in a poll as you get settled!

Or go to menti.com and enter the code 7185 5744



Session Series
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• March 15 – Housing Conditions and Data 
• March 16 – Development Overview
• March 17 – Regional Housing Action 

Presentation and recorded webinar will be available online at 
www.wcmedc.org



April 17, 2026 

How do we turn information into action and investment 
that supports our communities?

Session 3: Regional Housing Action and Partnership 



Introductions

Aaron Mondada
Senior Analyst

Ellen Nelson, AICP
Principal/Co-Owner 

Carissa Connelly
Housing Specialist



Who We Are
We are a multi-disciplinary team of planners, 
connectors, analysts, researchers, writers, historians, 
social workers, facilitators, designers, subject matter 
experts, and people with lived experiences.

Our Collaborators
We work with Tribes, tribal organizations, nonprofits, 
advocacy and funding entities, health and wellness 
organizations, local and state governments, public 
institutions, private sector, partnerships, coalitions, and 
people growing healthy, equitable, thriving communities.

About Agnew::Beck

Our Vision: Working alongside our clients to grow healthy, equitable, thriving communities.
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A::B’s Approach
We work throughout the West, from offices in Alaska, Idaho, 
and California/Nevada across areas proven to improve 
health and well-being for individuals and communities.

Technical Skills
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TODAY

• Community Readiness

• Issues, Perceptions + Education

• Housing Action Plans + Partnerships

• Partnership in the West Central 
Mountains – Wrap-up and Discussion
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Readiness Checklist
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Putting the pieces together for housing action

 Understanding of the need (data)
 Supported vision (community)
 Tools for development (resources)
 Complete ecosystem (partners)
 Agreement on shared goals, strategies, actions (plan)
 Responsive accountability (collaboration)



Readiness: Vision, Data
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Developer Government Non-Profit Provider
ENTITIES

Education Collaboration Civic Engagement

SUPPORTIVE 
ENVIRONMENT

Program 
AdministratorLand

RESOURCES
MoneyBuildings

Readiness: Development Factors 



Readiness: Housing Roles (“Swim Lanes”)
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Convener/ 
Tracker

Data 
Collector 

Advocate/ 
Educator

Supportive 
service 

provider

Housing 
program 
operator

Funder/ 
Financer

Landowner
/donor/ 

landbank 

Infra-
structure 
Investor

Developer
Regulator/

Policy 
maker

Any trusted, 
neutral party 
with capacity

Gov’t, network, 
public 

institutions, third-
party assessors

Everyone : ) but 
often nonprofits, 
advocacy groups, 

or other

Nonprofits, 
health and human 

services 
providers and 

public agencies,

Realtors, 
nonprofit, 

housing authority, 
local gov’t, 

realtors, property 
management co

CDFIs, banks, 
credit unions, 

employers, gov’t 
funds and tax 
credits, loan 
programs

Community Land 
trust, city, private 
donor or owner

Public-private 
partnership

Private (incl. 
employers) or 

nonprofit

Public agency, 
local gov’t, 

elected officials 
and technical 

staff



Readiness: Population Served

103

Homelessness + 
Supportive Housing

Low Income 
(0-60% AMI)

Affordable 
(60-80%AMI)

Workforce 
(80-120%+ AMI) Market

Continuum of Care

Local and Regional Homelessness Coalitions

Statewide Housing Agency

Housing Developers (Private, Public, Nonprofit)

Employers

Pro-Housing Organizations

Regional Housing Authorities / Affordable Housing Developers (LIHTC)

Fair Housing Organization

Community Capital Lenders, CDFIs, Housing Trusts



Readiness: How strong is your housing network?

Action = strategize, respond
(examples: project development, 
financing, homeless response, 
rights, policy, programs)

Convening = Learn, Coordinate 
(examples: education, 
knowledge sharing, 
relationship building, updating)
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TODAY

• Community Readiness

• Issues, Perceptions + Education

• Housing Action Plans + Partnerships

• Partnership in the West Central 
Mountains – Wrap-up and Discussion



Housing is a whole community issue

• Complex issues typically require collaborative “big tent” approaches.

• The issues in each community and region are specific to that place and 
people. (Communities ideally are involved in understanding their own 
needs and identifying possible solutions.)

• Housing action is more effective when communities agree on the need 
and fitting solutions.

• Facts + stories + demonstration of empathy and understanding is 
persuasive. Messengers are key.

Communication should call people into the conversation
(not call people out).
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Communication = creating shared understanding

INFORM CONNECTEXPRESS IMAGINEINFLUENCE
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What are some of the housing challenges facing the region?

Community 
confusion, 
reluctance

Regulatory and 
process barriers

Affordability 
gaps: cost of 

living and wages

Mismatched 
housing 

inventory

Infrastructural 
deficiencies 

(sewer/water)

Challenging 
partnerships and 

different perspectives

High cost of 
development: land, 
materials and labor 

More housing 
supply
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2025 Housing Roundtables at the WCMEDC Summit 

5%
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45%

Very Pessimistic Pessimistic Neutral Optimistic Very Optimistic

How optimistic are you about the future of 
housing in the West Central Mountains?

n=39

How is the current state of housing 
impacting the community?

• Fewer young families are moving to the area.
• The workforce is shrinking and there are fewer 

skilled laborers available in the market.
• The workforce is aging and some respondents 

indicated that they were concerned for some 
services like Mountain Rides.

• Businesses and employers are struggling with 
hiring and maintaining a workforce.

• Increased traffic because more individuals are 
commuting from farther away.

• More challenges finding housing that meets their 
individual and family needs.



Communication Strategy = 
detailed approach, content and materials 

for creating shared understanding

AUDIENCES MESSENGERSMESSAGES STORIESCHANNELS



Communication Principles
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We want people to understand why housing 
partnership, investment and regional action is 
important and how it will benefit them.
To do this, we need to consider who we need to talk to (audiences), what
they need to understand about our project (messages), and how, when, where 
and why to communicate (channels, materials, outreach, outcomes). 

Tips for communication: 

• Audience:  Authentic and values-based – consider your audience and 
what matters to them. Why do they need this information?

• Messages: Share clear, consistent messages and repeat them often. 

• Implementation: Build trust by sharing messages in multiple ways, tailored 
to audiences. Use tools (like social media or newsletters) and trusted 
messengers (people that can talk about this project). 

• Action: Often includes a call to action – what can people do with this 
information? 

• Authentic
• Trusted
• Clear
• Consistent
• Repeated
• (Actionable)



Communicator Principles
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A “team” who deeply understands the value and facts of the project, has a systematic, 
organized approach to communication, and is comfortable and effective at communicating.

Tips for communicators: 

• Identity: Understand the shared values and positive impacts inherent in the effort 
so you can speak authentically about it and why it’s important.

• Practice: Be familiar with and comfortable sharing the core messages and 
information. Stay focused. Have helpful materials to support you and to leave behind. 
Share through the channels people use and trust.

• Outcome: Be clear about and keep in mind the result you are hoping for in each and 
every communication effort. Amend and adjust strategy as the community changes. 

“Champions” and “proponents” are able to 
communicate convincingly, in coordination.



Audiences
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GENERAL 
PUBLIC

PUBLIC 
AGENCIES 

transportation, 
trails, public 
works, etc.

LEADERS
Council members, 
and elected and 

appointed officials

“HOUSERS”
Pro-housing 

organizations and 
housing partners

DEVELOPMENT 
COMMUNITY
for-profit and 

nonprofit housing 
developers, 
commercial 

bankers, realtors

ECONOMIC 
DRIVERS

employers and 
businesses, 

chamber, regional 
economic dev. 

agency

NEAR NEIGHBORS
(HOAs, local 

businesses, local 
developers)



Groupings
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General public, near 
neighbors, HOAs, local 
businesses developers, 
commercial bankers

Public land agencies: 
transportation, trails, 

public works, etc.

Council members, 
elected officials, 

pro-housing 
organizations and 
housing partners, 
employers and 

businesses, chamber, 
regional economic dev. 

agency



What Do We Want Them To Do?
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General public, near 
neighbors, HOAs, local 
businesses, civic clubs 

and organizations

Housing developers, 
commercial bankers and 
investors, employers and 

businesses, public 
agencies (transportation, 
trails, public works, etc.)

Council members, 
elected officials, 

pro-housing 
organizations and 
housing partners, 
chamber, regional 

economic dev. agency

PROMOTERS
Understand, endorse, 

promote

SUPPORTERS 
Understand and support 
(or at least not oppose)

PARTNERS
Lend expertise and 

partnership



Communication Strategy = 
detailed approach, content and materials 

for creating shared understanding

AUDIENCES MESSENGERSMESSAGES STORIESCHANNELS



Possible Key Message Areas

STRONG ECONOMY
Attainable housing is key to a healthy 

economy and local jobs.
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UNIQUE OPPORTUNITY
Now is the time to take regional action and 

capitalize on available lands, partnership 
opportunities, and regional interest.

WELL-DESIGNED
Attainable housing projects are well-

designed and add value to our 
neighborhoods, communities and region.

LONG-TERM VITALITY
Investing in attainable housing now will ensure 
the continued vitality of the WCM region and 

will serve future generations. 

MARKET DEMAND
Our community has repeatedly affirmed

it wants more attainable housing.



What + How + Why (Data + Methods + Community)
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+ +



Sharing the (Complex!) Story
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Learning from Peer Communities 
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TODAY

• Community Readiness

• Issues, Perceptions + Education

• Housing Action Plans + Partnerships

• Partnership in the West Central 
Mountains – Wrap-up and Discussion



Community Readiness Checklist
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Is our community or region positioned to be successful at 
addressing our housing needs?

 Understanding of the need (data)
 Supported vision (community)
 Tools for development (resources)
 Complete ecosystem (partners)
 Agreement on shared goals, strategies, actions (plan)
 Responsive accountability (collaboration)



A Typical Housing Action Process
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• Understand 
community values

• Link homes to local 
values

• FRAME

Outreach + 
Partnership 

Development

• The DATA: how much 
and what type of housing 
is needed for whom at 
what prices

• DEFINITIONS
• Program support, 

education, information

Housing Needs 
Assessment

• Establish goals
• Identify and prioritize 

housing strategies
• Roles, responsibilities
• Timeline
• Updates

Housing Action 
Plan

• Administration
• Coordination
• Tracking/monitoring
• Work Plans

• Need: capacity and 
$$ (and partners)

Implementation 
and 

Accountability



Benefits

• Shared data to set regional goals
(1,295 units by 2035)

• Joint funding applications, letters of support, 
leveraging funding pools

• Share effective strategies, knowledge, 
connections

• Sensible community planning, land acquisition, 
infrastructure investments

• Less pushback
• More adaptive
• Reflects how people actually live 

(especially in less populated, rural areas)
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A Tool to Drive Action, Partnership and Investment 
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