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END OF YEAR REPORT
The final report must address the following:

A. Each topic outlined in Scope of Work, included as attachment D;
B. How Grantee used funds or will use funds, including performance metrics used to determine 

the project’s deliverables; and
C. The anticipated date that the project or program will be completed.

Attachment D: Scope of Work Sections
● Objective / Purpose Statement
● Key Activities / Commitments
● Deliverables / Performance Measures
● Budget

The content below is taken from the contract ‘Attachment B: Reporting Requirements’



EXECUTIVE SUMMARY
The objective of the campaign was to conduct a survey and test advertising messages related to housing 
affordability, run a statewide campaign and provide public policy proposals to the Utah Legislature to help 
solve issues related to housing affordability.

Research Phase – Public Attitude Key Findings
● 70% of Utahns undervalue the connection between supply, demand, and housing affordability
● A majority (69%) recognize Utah has serious housing challenges or a crisis
● Our four-touchpoint survey increased public concern about the housing crisis, by educating the participants

Campaign Phase – Education, Awareness & Outreach Campaign
● Created 3 fully produced commercials (15 video variations), 48 digital messages, and distributed education 

and outreach across 4 traditional and 6 digital channels, and a full website
● Mimicked the four-touchpoint survey to educate those who engaged with the campaign
● Engagement Metrics

○ 65,491,018 impressions
○ 319,141 clicks / interactions 
○ 38,000+ website sessions
○ 5,000+ survey responses

● Survey results showed that 88% of respondents expressed "extreme concern" or were "very concerned"
● 75% of survey respondents are personally impacted by high housing costs, while only 3% report no impact

Policy Phase – Recommendations and Support
● Drafted 14 policy recommendations aimed at addressing zoning, processes, and incentives
● Supported aligned legislation in the 2025 session



OBJECTIVE / PURPOSE 
STATEMENT



CONTRACT PURPOSE STATEMENT
Utah Workforce Housing Advocacy (UWHA) will conduct a survey and test campaign messages 
related to housing affordability (Q3 of 2024), run a statewide campaign (Q4 of 2024 and Q1 of 2025), 
and provide public policy proposals to the Utah Legislature to help solve issues related to housing 
affordability (Q1 of 2025). 

Slides 8-43 Outline how UWHA achieved our stated objectives: 
● Survey Research Findings (Slides 9-17)
● Education and Outreach Campaign Strategy / Results (Slides 18-23; 26-49)
● Policy Recommendations (Slides 24-25)

The first paragraph below is taken from the contract ‘Attachment D: Scope of Work’



KEY ACTIVITIES / 
COMMITMENTS



ACTIVITIES & COMMITMENTS
UWHA will conduct a survey to understand the most publicly supported messages/policy solutions 
related to solving Utah’s Housing Affordability Crisis. (See slides 9-17)

UWHA will conduct a campaign, utilizing messages from the survey. (See slides 18-23; 26-49)

UWHA will engage in policy analysis to submit policy proposals to the Utah Legislature that will help 
alleviate Utah’s Housing Affordability Crisis. (See slides 24-25)

The content below is taken from the contract ‘Attachment D: Scope of Work’



SURVEY RESEARCH 
FINDINGS



KEY FINDINGS
Conducted Q3 2024
OBJECTIVE:
Envision Utah conducted research among Utahns to understand (1) how they think about Utah’s housing crisis and 
(2) how to effectively talk about housing issues in ways that can help shape their attitudes and actions.

METHODOLOGY: 
Survey of approximately 600 Utah adults and a large multi-day online focus group.

KEY FINDINGS:

#2
Utahns are motivated to create 

economic opportunity for 
individuals and families.

#3
Many Utahns hold anti-housing 

attitudes, but few are opposed to 
housing altogether.

#1
Utahns understand that we have 

a housing problem, but 
underappreciate the housing

shortage or the role that building 
homes plays in reducing home 

costs.



DATA INSIGHTS
How concerned are you about housing in the state of Utah?

KEY FINDING:

On Day 1 and Day 4, 
participants were asked 
how concerned they were 
about housing in Utah. 
The number of people 
who said they were 
“extremely concerned” 
about housing doubled by 
Day 4.



DATA INSIGHTS
How important is it for Utah to address the housing shortage?

KEY FINDING:

The number of people 
who said it was “extremely 
important” to address the 
crisis increased by 50%. 
The share of people who 
said it was “not very
important” disappeared 
after four surveys.



MESSAGING RECOMMENDATIONS
Recommendations are based on the insights gained from the research. Envision Utah recommended a 
messaging/communications effort around housing to primarily focus on two strategies:

PRIMARY RECOMMENDATIONS:

Supply is the main issue
Help Utahns understand that high home prices are a 
symptom of a housing shortage and that the cure to 

the shortage is creating greater housing supply. 
Helping Utahns understand the fundamental 

supply-and-demand nature of the housing crisis—and 
housing solutions—should be an effective way to     

(1) help Utahns prioritize increasing supply and (2) 
foster support for various specific strategies.

Many altruistic Utahns
Leverage Utahns’ interest in creating economic 
opportunity for others. Utahns are likely to be 
motivated by the idea of creating economic 

opportunity for lower-income families and other 
Utahns they see as important members of their 

communities (e.g., teachers, firefighters, etc.). They 
are particularly interested in helping others break the 
cycle of poverty and providing housing opportunities 

for young families and first-time homebuyers. 



DATA INSIGHTS
Respondents were divided into thirds: Those who think things are at least okay, 
those who think there are challenges, and those who think there’s a crisis.

KEY FINDING:

A majority of respondents 
(69%) believed Utah is 
experiencing serious 
housing challenges or a 
crisis.



DATA INSIGHTS
When thinking about their own communities, respondents prioritize economic 
opportunities for others.

KEY FINDING:

Utahns are motivated to 
create economic 
opportunity for individuals 
and families.



MESSAGING RECOMMENDATIONS
Envision Utah also identified secondary recommendations that surfaced during 
their in-depth research.
SECONDARY RECOMMENDATIONS:

Expect first arguments
Concerns over increased traffic, overcrowding, and increased crime 

rates are likely to be the first arguments against creating more 
housing. Focus on the families and community members that are 

helped by creating more housing and highlight examples of 
well-planned housing growth that doesn’t result in increased traffic 

or crowding.

Support multi-family housing
Utahns favor single-family homes and are concerned about 

multifamily housing and attached housing. They respond well, 
however, to the concept of housing choice and are supportive of 

multifamily housing if it meets housing needs for important community 
members (teachers, etc.) or serves families (e.g., larger 

multi-bedroom apartments). 

Luxury housing nuance
Many Utahns believe that new, large, and luxury housing are the 

culprits in the housing crisis — that the problem is that new homes 
are simply being made to be too expensive. Help Utahns understand 

(1) that even luxury housing plays a role in increasing housing 
supply and improving affordability across the market and (2) that 

there are other constraints and market factors that prevent smaller 
homes with simpler finishes from being built.

Developers not inflating prices
Many Utahns have negative views of developers and homebuilders. 

They believe that developer/homebuilder greed is an underlying 
cause in the housing crisis. Similarly, they blame corporations and 
investors for driving up prices. It would likely be beneficial to help 

Utahns understand that developers and homebuilders are not 
artificially constraining supply or driving up prices.



DATA INSIGHTS
Respondents blamed interest rates, construction costs, greed, and growth as the 
reasons for housing challenges.

KEY FINDING:

A large percentage of 
respondents incorrectly 
believe we are in a crisis 
because “Interest rates 
are high” (67% rated 6 or 
7 on 7-point scale, where 
7 means “very significant 
impact”).



EDUCATION & OUTREACH 
CAMPAIGN STRATEGY



CAMPAIGN STRATEGY
Campaign Strategy Overview

Message against misunderstanding
Demand more supply messaging is based on research showing that the core solution is misunderstood.

24’ Q4 – 25’ Q1 publicity blitz  
On TV, Google, Facebook, Instagram, Streaming Audio, Billboards, YouTube, Hulu, Disney, Sling, Peacock, 
etc.

Shift audience concern by mimicking the focus groups
Interactions with the brand provide at least four (4) touchpoints for people who engage with us. 

Earn additional media coverage
Once the paid efforts were public, we began pitching media outlets to highlight the misunderstandings, 
concern from our citizens and how were are working to solve problems through the campaign. 



CAMPAIGN STRATEGY
The initial campaign media plan was presented as follows:

KEY RESULTS:

The proposed media plan 
was designed with full 
saturation in mind using a 
mix of awareness and 
lead driving digital 
channels – budgets were 
adjusted during campaign 
based on channel 
performance. 

Education reached people 
across the entire state 
with heavier exposure in 
Salt Lake, Utah and 
Washington Counties.



CAMPAIGN LAUNCH
Website and Survey Buildout with a Mobile first design.

● Deets

● Deets

● Deets

● Deets



CAMPAIGN LAUNCH
Launched on high visibility traditional channels.



CAMPAIGN LAUNCH
Launched dozens of ads across multiple digital platforms.



POLICY 
RECOMMENDATIONS



2025 POLICY
Our Policy Board and Policy Consultant 
worked together to draft policy 
recommendations focused on three areas:
● Zoning
● Processes
● Incentives

As we discussed these initiatives with 
legislators and community leaders we noticed 
that we are aligned with numerous policies 
that are already underway. 

As a result, our organization will be working 
behind the scenes during the 2025 legislative 
session to advocate and promote legislation 
where we are in alignment.



DELIVERABLES / 
PERFORMANCE METRICS



CAMPAIGN PERFORMANCE
UWHA will provide metrics from the campaign and a public policy guide. These metrics will include but 
are not limited to site traffic, Advertising impressions across all channels, engagement across all 
channels, cost per engagement for paid and digital campaigns, click-through rate on digital channels, 
etc. (See slides 26-49)

The content below is taken from the contract ‘Attachment D: Scope of Work’



WEBSITE



WEBSITE
Since campaign launch, the site received almost 38,000 sessions and delivered over 
5,000 responses.

KEY RESULTS:

Between the contact form 
and surveys, we’ve received 
over 5,000 responses– with 
most showing support for our 
cause.

Google ads are driving the 
most traffic, with direct traffic 
coming in second. Direct 
traffic is an indication of 
impact on traditional 
channels like TV, Radio and 
Billboards.

88% of web traffic comes 
from mobile devices. 



TRADITIONAL MEDIA



TRADITIONAL MEDIA
Digital Billboards, Broadcast TV and Audio delivered over 56M impressions for the 
campaign – working together to ensure demandmoresupply.com was noticed.  

Impressions

56.6M

Direct Traffic

3,435

OOH Placements

18



TRADITIONAL MEDIA
Broadcast TV Spot Sample:

Click to Watch Spot 

https://www.youtube.com/watch?v=0ZnefdhVtkI


DIGITAL MEDIA



DIGITAL MEDIA – GOOGLE
Google delivered nearly 7M impressions, 27K clicks and 168,000 video views.



DIGITAL MEDIA – META
Facebook and Instagram ads delivered over 885,000 Impressions, resulting in 1,243 
completed surveys.

KEY RESULTS:
Despite spend limitations due to issues on Meta’s end, Facebook and Instagram still generated the most survey 
responses on the website and within the platform via our leads specific campaign. People were engaged and willing to 
fill out the survey. 

In addition to a high volume of completed surveys, our ads had a reach of over 200,000 and generated more than 
5,500 clicks to the website. 

Engagement among our ads is high. Our ads received 3,483 reactions and 1,268 comments despite being limited on 
daily spend by Meta platform issues. 



DIGITAL MEDIA – KSL.com
High impact ad units on KSL delivered over 500k impressions to users browsing news and 
business sections and those searching for housing opportunities in the KSL classifieds.

KEY RESULTS:
KSL delivered a high volume 
of impressions but fell short on 
CTR averaging a 0.2% across 
all sizes. 

Potential issues that could 
have led to a lower CTR 
include ad fatigue, targeting 
and oversaturation. 

Despite a lower CTR, KSL 
attributed to 1,345  total 
website sessions. Given these 
results, KSL will be considered 
for future campaigns at a 
reduced amount.



INFLUENCER PARTNERSHIPS
Partnered with Ciera Hudson and Addison Jarman.



KEY RESULTS:
Influencer campaigns achieved significant engagement, receiving over 1,000 likes. More importantly, the campaigns resonated strongly 
with the audience, evidenced by 89% of comments expressing positive feedback or agreement with the message.

Based on these results, influencer marketing will remain a key component of future paid media efforts, leveraging this proven strategy 
for continued success.

Link

Link

INFLUENCER RESULTS
Partnered with Ciera Hudson and Addison Jarman.

https://www.instagram.com/reel/DG1hmJ8MPdk/
https://www.instagram.com/reel/DG1eU6Up3oj/


KEY RESULTS:

The campaign delivered 
over 800,000 impressions, 
reaching a total of 76,000 
unique users. With a 
lifetime frequency of 10 
exposures per user.

In addition to the digital 
audio campaign, ads on 
KNRS News Talk Radio 
ran free of charge 
providing an incremental 
300k impressions to the 
total campaign effort. 

DIGITAL AUDIO
Campaigns ran on platforms like iHeart and Spotify.



EARNED MEDIA
The following articles are examples of earned media that we have received from our efforts 
to raise awareness about the core supply and demand issues facing the state.



FORUMS



KEY RESULTS:
There were a combined 
100+ attendees at the 
three college campus 
forums at: 

- Utah State 
- Weber State 
- Utah Tech

COLLEGE CAMPUS FORUMS
Panelists featured at the forums were Rep. Neil Walter from Brokers Holdings, Ari Bruening from Envision 
Utah, Jordan Hess from the Housing Action Coalition in Washington City, Rep. Jake Sawyer from Homie, and 
Jed Nilson from Nilson Homes, members of the Logan YIMBY chapter, Wilf Sommerkorn, and more.



CAMPAIGN RESPONSE & 
SURVEY RESULTS



CAMPAIGN DRIVEN SURVEY RESULTS
Most participants are very or extremely concerned  
88% of survey responses expressed ‘extreme concern’ or are ‘very concerned’ about Utah’s housing 
shortage. 

Nearly all respondents believe we are in a “crisis”
87% of those who engaged in the survey said, “yes” Utah is experiencing a housing crisis. Showing 
that we are building a coalition of individuals who see the problem we are working to address.  

3 in 4 individuals are feeling highly impacted by the crisis
76.4% of respondents explained that they are personally impacted by the housing shortage and high 
housing costs. Only 3% of respondents said they are not impacted at all by the crisis. 



Maddie F.
Five years ago, I started a new job with the goal of buying a home. It seemed within reach, so I saved every 
penny I could. I lived with my parents to save on rent, putting that money toward a future home. I also 
attended school while working full-time. After a year or two, I met and exceeded every savings 
goal, but housing costs kept rising, and my income wasn’t enough to keep up. I just 
kept saving. Now, I have plenty saved for a down payment, but I’d never get approved for any home on the 
market because my salary isn’t high enough. I’ve gotten discouraged and lost hope. I ultimately quit my job 
and abandoned my dream of buying a home to focus on school because I realized I’d never be able to afford a 
house on my salary. I’m 28 now, finishing school, and still living with my parents because housing is so 
expensive. I worked so hard to save money for a home over the years, and I just can’t bring myself to spend it 
all on rent, especially since I’m only in school now. I know a young woman from another state who was able to 
buy a home and is renting out rooms, but she only managed to do it because she had a trust fund her parents 
set up for her. Your average young adult doesn’t have anything close to that. I think it could help, but I don’t 
think it will fix everything. Young adults in Utah don’t seem to have a chance unless they 
somehow make a lot more money or get married and have a combined income. Too many people from outside 
the state, with much more money, keep moving in, and the younger generation can’t keep up. I think it’s going 
to take multiple solutions to give the next generation even a chance. I’m super lucky and blessed to be able to 
live with family and save money. I was also blessed with a good job at a young age, and I worked extremely 
hard to try and have a shot. If I can’t reach my simple goals despite all my advantages and hard work, I have 
no idea how anyone my age without those blessings can make it.



Michelle B.
Real estate agencies are buying up the market and increasing housing prices and will only rent. This makes it 
very hard for me as I sold my home before Covid and I’m stuck paying more than what I paid on my 
own home that I sold before Covid hit.

My base rent is $2,100 but when everything is said and done I pay about $2,700 a month and that doesn’t 
include my power bill every month.

I have very little money to buy food. I have not been grocery shopping in a year or longer there a lot 
of things that need to be addressed. I have a car that is going out and I need a new car. I can’t even afford 
one. I would like to see more people get help. 

I have Twins that are 18 and a 27-year-old son that has two kids and they ended up moving back 
home with me because they cannot afford to even rent a place.



Teara F.
I love this idea! 

There are too many restrictions to get a house, credit rate being high or pay more interest on your 
mortgage is difficult. You don’t want to get an apartment but your better off getting one because it’s so many 
steps to owning a house. 

Chelette B.
I agree on building places to live also bring down prices on rent, I'm a veteran and living on the 
streets in my car with my autistic son I'm 62 we've been this way for almost 2.5 yrs now we both 
work and still can't afford housing it's really sad that the market is so high but people don't care they just want to 
keep raising the cost for money in their pockets and the ones that need it can't afford a place to lay their heads 
for the night everyone deserves a place to sleep stay warm or cool depending on the weather and stay safe, 
living in a car or sleeping on the streets is not the answer prices need to come down and more places to be 
able to afford and not price hiking



Melissa W.
I am a single mom of 4 kids and the housing prices are extremely difficult to even get into with 
the requirements to even get into a place. I feel non-existent. Life happens, divorce happens and none of that 
is your fault. My medical diagnosis makes it hard to work let alone part time so we women feel extremely 
defeated and stuck.

Zane H.
Affordable dense housing near downtown Salt Lake is essential. If housing only increases in the 
suburbs, the crisis will not be averted, and traffic and vehicular pollution will continue to rapidly increase. More 
over the people most affected by the crisis will experience no relief.



McKenzie J.
I would be grateful for more family houses to be built in order to have more affordable housing. As a 20 yr old 
looking to rent a house or duplex it has been very difficult to find housing under 2k and believe it 
would be beneficial if more houses were built and the cost of living was lowered.

Making houses into airbnbs instead of leasing it out or turning basements into small apartments and charging 
what the whole house would cost is an underlying issue increasing housing costs in Utah.

Tyler H.
The biggest underlying causes for the rising costs of housing are government regulations and people not 
understanding the way to bring housing costs down so they fight new development.



CAMPAIGN
BUDGET



FINAL BUDGET
Final Budget: 

This report contains 
expenditures made with the 
legislative-approved 
appropriation from the 2024 
General Legislative Session.

The total budget and 
expenditures came to 
$865,687.98.



CAMPAIGN DURATION



CAMPAIGN END DATE
Our efforts began upon signing the contract in July 2024. The public facing education and outreach 
campaign began in December 2024 and ran through March 10, 2025. Reviewing and reporting on the 
campaign continued from March 2025 through June 2025. The project for this contract is complete 
with the submission of this report in June 2025.

The dates above are being provided in accordance with the Final Report requirements to provide “the 
anticipated date that the project or program will be completed.”



THANK YOU.


