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Underlying Premises 
  Integration is good; the more the better. Integration of our various markets 

provides optimum economic benefit for all. (Re)segregation is plentiful and not 
good for communities, and disproportionately disadvantages persons of color. 

  Whites are as necessary an ingredient of integration as are persons of color. 
Integration means that people of all races in a particular place are competing 
together in the housing market (and the education market) in numbers reflective of 
their regional presence and buying power. 

  Residents within a community are to be seen as the “clients” and primary 
beneficiaries of a pro-integrative program while the integrative in-movers or 
“customers” are the secondary beneficiaries of programming. 

  Integration does not just happen.  It takes race-conscious, anti-segregative, pro-
integrative effort to effect and maintain. Color-blind or race-neutral approaches 
simply do not work. 

  There is no “one size fits all” method to realizing the vision of stable racial 
diversity.  Just as each community is different, the combination of tools and 
techniques utilized differ. However, one thing that holds true for each community 
is that where people truly want it, there are ways to get it. 

All rights reserved.  No reprint without permission from Integral Inc. July 2010 



7/16/10 

2 

Basic Principles 

  Racial integration optimizes housing values because it enables 
both white people and people of color to compete for housing in 
the same place at the same time.   

  Many well-intentioned housing programs for lower income and 
minority people actually contribute to poverty and racial isolation, 
consequently generating more poverty and rejection of 
mainstream values. In the United States, across all black and 
brown income groups, residential apartheid is the rule and 
integration is the exception.   

  Some people, of all races, find comfort in segregation. 
  Treating everyone equally is not the same as treating them 

exactly alike; in order to achieve and maintain integration, some 
people will require more assistance and resources than others.  
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Basic Principles, cont’d 

  In a world where race matters, it is incumbent upon anti-racists to 
analyze the racial/ethnic impact of policies that are ostensibly 
race or ethnic neutral with an eye towards mitigating what is re-
segregative and enhancing what promises stable inclusion. 

  Sustaining integration over time requires race-based, pro-
integrative programs implemented through incentives to make 
pro-integrative choices more accessible and attractive, without 
quotas or restrictions.   

Milgram, Morris and Farmer, James.  1975. Founding Principles. Fund for an OPEN Society 
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The laws of supply and demand 
determine property value 

  The more the demand for the supply, the 
greater the value. The less demand, the lower 
the value.   

  Maximum appreciation in housing values 
occurs where demand is strong and can be 
expected to continue to be strong.  

  If all people, black, white and others who can 
afford certain housing are competing for it 
equally, then the market is meeting one 
hundred percent of the potential demand.  
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Integrationists measure the success of their efforts 
against a variety of outcomes, believing that a community 
is successfully integrated when: 

  Affluent whites desire to live in the community because their children will be able to 
attend racially and ethnically diverse schools, thereby enhancing future opportunities for 
education and employment; 

  Elite universities favor these students because they are the most likely to thrive in a 
challenging academic environment; 

  Real estate agents cite the community’s racial and ethnic diversity as a selling point;  
  Landlords look for diverse renters to make their properties more marketable;  
  Lending institutions favor pro-integrative investments in the community;  
  Appraisers and property insurers rate the community as stable and likely to maintain 

value.  
  Businesses locate their offices in the community because that’s where their executives 

want to live;  
  Property values rise, eliminating the so-called “segregation premium,” and generating 

property tax revenues to enhance schools and services;  
  Local political leaders use this diversity as a political asset, and embrace policies and 

programs that promote and sustain integration; and  
  Diverse central city and inner-suburban communities are attractive to families at all 

income levels (as opposed to new neighborhoods on the urban fringe. 
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Everyone wins! 

  For whites, living in an integrated community can mean a more robust 
housing market, better education for their children, and enhanced cultural 
opportunities.  

  People of color benefit from economic opportunities heretofore accorded 
primarily to white people. For instance, when living in a segregated black 
community, African American homeowners experience an average 18 
percent decrease in property values known as the “segregation tax” a 
handicap that does not apply in communities with stable mixed-race 
populations.   

  Attending integrated schools in an integrated community enables all 
children to be more successful in their adult lives.   Patricia Gurin, Professor 
of Psychology at the University of Michigan, concluded, “students learn 
more and think in deeper, more complex ways in a diverse educational 
environment.” 

  People who live in interracial communities, both black and white, feel that 
they are part of the solution to the ills of racism.  
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Diverse is not equal 
  Though people commonly use the terms diversity and integration interchangeably, 

they have different meanings. Diversity refers to the racial composition of an entire 
community,  regardless of whether there is a balance between ethnic and racial 
groups.  Many towns and cities have a diverse demographic but individual 
neighborhoods in those communities are segregated.  Diversity is not uncommon, but 
sustained integration is rare.  

  Moreover, whites and blacks have differing ideas of what constitutes integration.  In 
both neighborhoods and school enrollment, black people consider a neighborhood 
that is 50% white and 50% black to be integrated while white people consider a 
neighborhood that is 80% white and 20% black to be integrated. This difference 
results in re-segregation of mixed neighborhoods unless integration is intentionally 
pursued and the underrepresented race is purposefully attracted to the community. 

  Integration involves much more than co-existence in a community. The Fair Housing 
Act maintains that separate is never equal.  It has two inextricably intertwined 
purposes: to give a cause of action for discrimination based on race and other 
protected classes; and to replace ghettoes and single-race housing markets with 
integrated and well-balanced living patterns. 
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Elements of a Integration Program 

  Legal 
  Housing Services/

Counseling 
  Evaluation/Monitoring 
  Public Relations – 

Internal/External 

  Ordinance/Planning and 
Code Regulation 

  Commercial Development/ 
Revitalization 

  School Desegregation 
  Financial Incentives 
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Housing Services/Counseling 

 Touring and Escorting 
 Home purchase information 
 Rental information 
 Rehabilitation supports 
 Mixed-rate/mixed-income housing 
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Evaluation/Monitoring/Research 

 Real estate broker audits 
 Rental agent audits 
 Lender audits 
 HMDA data reviews 
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Planning and Code Regulation 

 Sign regulation 
 Re-occupancy inspection (COO) 
  Integration-positive zoning and planning 
 Affirmative marketing requirement for 

developers 
 Solicitation regulation 
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Legal 

 Fair housing ordinances 
 Fair housing testing / enforcement 
 Litigation against steering, red-lining 
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Commercial Development/ 
Revitalization 

 Racially inclusive tenant selection 
requirements 

 Racially inclusive “customer-appeal” 
businesses 

  Incentivizing Inclusion 
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School Desegregation 

 Voluntary reassignments/magnets 
 Realigning boundaries 
 School/community relations 
 Affirmative outreach  
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Financial Incentives 

 Pro-integrative loans 
 Equity insurance 
 Tax credits 
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Building Community 

 Neighborhood Associations 
 Community Organizing 
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Public Relations 

 Education 
 Market Research 
 Advertising 
 Promotion 
 Guest Presentations 
 Advocacy/lobbying 
 Targeted outreach 
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The Outside Game 

Marketing Your Community 
Barbara Heisler   

Marketing Plan 

  A sound marketing plan is key to the success 
of your efforts. It should include your market 
research,  
  your location,  
  the customer group(s) you have targeted, 
  your competition,  
  positioning,  
  the “product” you are selling, 
  advertising, and  
  promotion.  
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Using the marketing program for Maplewood & 
      South Orange, NJ  to illustrate some points… 

Goals of the program 
  Affirmative marketing 

(balancing demand) 
  Name Recognition 

(increasing demand) 
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Strategies 
  Asset-driven marketing 
  Accurate, yet positive 

image 
  Common themes 

  Good housing 
  Safe streets 
  Excellent schools 
  Great place to raise a 

family 
  Community minded 
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Tools 

 Advertising 
 Internet 
 Publicity 
 Media relations 
 Corporate Outreach 
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Advertising 

Definition:  
  [n]  the business of 

drawing public 
attention to goods 
and services  

The goal of advertising 
is to create a clear 
awareness of your 
community and its 
unique qualities.  
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Advertising 

 To drive people to the website 
 To drive people to the 800 number 
 Making the connection to a chic          

“not your mother’s suburb” suburb 
 Stressing assets 

  Location, housing stock, arts community (or 
whatever is appropriate target for paper.) 
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Targeted Ads 
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Internet 

External Marketing 

Internal 
Marketing 
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Data collection 
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Publicity 

Definition: [n]  a message issued in behalf of 
some product or cause or idea or person or 
institution  

Publicity is positive news about your “Product” 
that you disseminate to current and potential 
customers, employees, and neighbors. The 
goal of publicity is Goodwill. You want the 
public to know the good and true things about 
your business and to reject the untrue. A good 
publicity program will manage Public Opinion 
so you have good Public Relations.  
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Arts Community 
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Benefits of Publicity 

  No costs for ad space or message time. Publicity is 
news  -- no advertising media costs 

  High credibility. Acceptable to those skeptical about 
advertising. 

  High audience attention. Publicity is not an 
advertisement (do you turn off those TV ads?) so far 
more people receive your message.  

  Reaches a mass audience. The high cost of 
advertisements and sales calls forces you to focus 
your efforts on those whom you believe are 
prospective customers. Publicity spreads your 
message broadcast so it reaches everyone, including 
potential customers you never thought of.  
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Making your community a 
destination 
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Focused publicity 

Who are your targets? 
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Stories go National … from print to . 
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TV! 
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Staying with what works… 

Arts, community, education …
this story has it all 
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And good press begets good press 

October 13, 2004 
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Publicity Considerations 

  Works best with effective advertising and sales programs.  
  It is difficult to plan; timing may be more a matter of taking 

advantage of circumstances than carrying out a schedule.  
  Unlike advertising, you can't control when, where, or even if your 

message will be broadcast.  
  Requires persistence and an eye for news. To build and maintain 

a positive image requires a constant stream of publicity 
messages over years rather than weeks or months. A one-shot 
publicity program is a contradiction in terms.  

  Effective publicity requires that you be able to see your 
community not through a jaded eye or rose-colored glasses, but 
as it would be seen by an intelligent, interested person who has 
no knowledge of your community. What you may see as routine, 
even trivial, may be highly interesting news to the public you are 
trying to communicate with.  
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Where do you want to go? 

"Could you tell me please, which way I 
should go from here?" said Alice.  

"That depends a good deal on where you 
want to get to, " said the Cat. "I don't 
much care where" said Alice.  

"Then it doesn't matter which way you go, 
" said the Cat.  
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Media Relations 

Making the media 
tour a story itself! 
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Media Relations 

  The media can serve as a leader in promoting 
neighborhood and community stability.  

  Editorials and special features concerning integration 
maintenance can lead to community understanding.  

  Historically, stable integrated communities have 
received less than fair and equitable coverage in the 
media. 

  It is especially important that the members of the 
mainstream media feel free to call upon supporters of 
integration for advice and to check out stories. 
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Corporate Outreach 

  Make contact with relocation services associated 
within the real estate industry. 

  Provide tours – breakfasts intended to educate 
members of this community 

  Increase contact with business, industry and 
government 

  Provide special mailings, including pieces corporate 
relocation offices would want to share with prospective 
employees 

  Establish community ambassadors, a corps of 
influential residents who will work in the corporate 
sector to promote the community. 
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Marketing planning 

1.  Define your product  
  Your geographic marketing area - neighborhood, regional or national  
  Your competition  
  How you differ from the competition - what makes you special  
  Your price  
  The competition's promotion methods  
  Your promotion methods  

2.  Define your customers  
  Your current customer base: age, sex, income, neighborhood  
  How your customers learn about you - advertising, direct mail, word of mouth, 

Yellow Pages  
  Patterns or habits your customers and potential customers share - where they 

shop, what they read, watch, listen to  
  Qualities your customers value most about your community 
  Qualities your customers like least about your community 
  Prospective customers whom you aren't currently reaching  
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Marketing planning (cont’d) 

3.   Define your plan and budget 
  Previous marketing methods you have used to communicate to your customers  
  Methods that have been most effective  
  Cost compared to outcome  
  Cost per customer  
  Possible future marketing methods to attract new customers  
  Marketing tools you can implement within your budget - newspaper, magazine or 

Yellow Pages advertising; radio or television advertising; direct mail; 
telemarketing; public relations activities such as press releases, sponsorship 

  Methods of testing your marketing ideas  
  Methods for measuring results of your marketing campaign  
  The marketing tool you can implement immediately  

4.   Define your objectives 
  to communicate your message, create an awareness of your product,  
  to motivate buyers, or other specific targets.  
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Questions 

???? 
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