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INTRODUCTION

When we meet new people, one of the questions we’re asked most is: What do you do?
 
As affordable housing professionals, that’s not always the easiest question to answer. We live in a 
world of jargon, acronyms, and HUD forms—but the rest of the world does not. When we’re 
explaining our jobs and organizations to our friends, family, clients, and the community, it’s 
important that we make sure they understand who we are, what we do, and why it’s important.
 
You can help break down barriers to understanding by crafting an elevator pitch. 
 
 
 
 
 
WHAT IS AN ELEVATOR PITCH? 
A simple, 30-second introduction to your work and its importance. That’s it!
 
WHY ARE THEY IMPORTANT? 
Depending on your role, your answer to “What do you do?” might be vastly different than your 
Executive Director, or a member of your board. Regardless of who is talking about your organization
—and to whom they’re talking—there should be some consistency in the answer. 
 
Your organization is a brand, and you work hard to provide high-quality service to your community. 
Consistent messaging (in this case, the elevator pitch) will help ensure there are never any questions 
about who you are, what you do, and the services you provide for your community. 
 
HOW TO USE THIS WORKSHEET 
As you fill out this worksheet, think of ways you can simplify your description so that it makes sense 
to anyone, regardless of how familiar they are with your organization. 
 
Elevator pitches aren’t meant to replace the long paragraphs in your brochures or on your website
—they’re meant to spark a conversation. Think of this like an appetizer, rather than a full meal. For 
those who are hungry for more, they’ll ask questions to gain deeper understanding. If they’re ok 
with just the appetizer, you’ll know that another member of your community is properly informed 
on you, your organization, and your mission. 
 
There are three basic sections to the elevator pitch. The first two sections are specific to you— the 
person who is speaking. That means it’ll be slightly different from your coworkers—that’s ok! It’s meant 
to be that way. The third section, however, should be the same. This is where you’ll put your mission, or 
the reason your organization is in business. This will ensure that there is message consistency, 
regardless of who is speaking and to whom they’re speaking.
 
TRY IT YOURSELF!
On the next page, you'll find a template and an example of an elevator pitch. We recommend you 
and your colleagues do this activity together—you'll be surprised at how different your results may 
be! 

GETTING STARTED
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Hey, my name is                                                                                                                   and I work at
 
 
 
You know how (state the problem) 
                                                                   
                                                                                                                                                                           ?
 
Well, what I/we do is (state how you solve it)
 
 
 
so that (state the benefit)
 
 
 
because (state your mission)
 
                                                                                                                                                                           . 

EXAMPLE

 
Hey, my name is                                        and I work at
 
You know how (state the problem) 
                                                                   
                                                                                                                                                                           ?
 
Well, what I/we do is (state how you solve it)
 
 
 
so that (state the benefit)
 
 
 
because (state your mission)
 
                                                                                                                                                    . 

TIMM KRUEGER HOUSING ACTION ILLINOIS   .

ALL NONPROFITS NEED TO MARKET THEMSELVES,

BUT, TOO OFTEN, THEY LACK THE TIME, STAFF, OR BUDGET TO MAKE IT A PRIORITY

HELP HOUSING COUNSELING AGENCIES

CREATE SUSTAINABLE MARKETING BUDGETS AND COMMUNICATIONS PLANS

THEY CAN REACH THEIR COMMUNITIES MORE EFFICIENTLY

WITH LONG-LASTING PLANS THAT CAN SURVIVE WITHOUT GRANT MONEY

EVERYONE IN ILLINOIS DESERVES ACCESS TO SAFE, 

DECENT, AND AFFORDABLE HOUSING, REGARDLESS OF THEIR ZIP CODE


