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Housing need

 During 2010/11 more than 71,000 households 

were found to be homeless in England – a 15% 

increase on 2009/10 

 36,300 homes were repossessed across the UK 

in 2010, while at the end of March 2011 more 

than 235,000 mortgages over three months in 

arrears

 In England, nearly 50,000 homeless 

households were living in temporary 

accommodation at the end of March 2011

 While, over 650,000 households were living in 

overcrowded conditions
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Housing supply

We need 242,000 new homes a year, but last year 

there were only 105,000 homes built

http://zuzutop.com/wp-content/uploads/2010/03/article-1257869-08B6DEE0000005DC-787_634x379-.jpg
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Housing support?

Britain needs 

more homes

Would oppose a 

decision to build more 

homes in their street

72% 

agree

21% 

disagree

48%
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Localism
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Shelter’s vision

Greater public 

support for 

more homes
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How do we get there?

WE WANT to facilitate local authorities and 

house builders to deliver targeted, cost effective 

housing communications that get local people 

positive about new homes

http://www.freeimageslive.com/galleries/sports/moods emotions/pics/long_road_journeyP1011607.jpg
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The theory of change (Step1)
“The challenge is to find ways to encourage people to act in their 

own and in society's long-term interest, while respecting individual 

freedom” Richard Thaler, Advisor to the Behavioural Insight Team

Knowing the attitudes and beliefs of 
different groups in your communities

Developing resonating messages to 

achieve behaviour change

Selecting the right communications’ 

channels to target messages
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Theory of change (Step 2)

Giving local authorities 

and house builders the 

right tools



10

Introducing ACORN

ACORN is a geo-demographic 

segmentation of the UK’s 

population. It segments small 

neighbourhoods, postcodes or 

consumer households into 

5 Categories, 17 Groups and 

56 Types
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Building insights

Shelter Housing Insights for Communities

ACORN 
demographics 

& 
communications

channels

Omnibus 
survey

National 
housing
surveys

YouGov
surveys
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The housing insights

• An overview of the group

• Key housing data

• Housing aspirations

• Views on house building 
and likelihood to actively 
engage in a planning 
application

• Key housing issues and 
concerns

• Suggested messaging 

• The best communications 
channels to use

• The right tone and style
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Messaging that resonates

Wealthy Executives
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Outlining preferred communications

A

Wealthy Executives

B

Tone and style

Clear and objective. 

Use case studies of 

developments where their 

key issues have been 

successfully addressed. 

Provide images to show the 

quality of proposed 

developments.



15

The benefits

Audience 
prioritisation

Tailored 

messages

Prioritise 
channels

Cost-effective and 

streamlined 

communications

Getting people 

positive about 

housing
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We can show who

High

HighLow

Likelihood to actively oppose planning 

applications
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Low

High Rise Hardship (5P)

Starting Out (3G)

Inner City Adversity (5Q)

Struggling Families (5N)

Burdened Singles (5O)

Educated Urbanites (2E)

Aspiring Singles (2F)

Prudent Pensioners (3J)

Blue Collar Roots (4M)

Secure Families (3H)

Prosperous Professionals (2D)

Settled Suburbia (3I) 
Flourishing Families (1C)

Wealthy Executives (1A)

Affluent Greys (1B)

Post Industrial

Families (4L)

Asian Communities (4K)

The likelihood to actively oppose housing development, nationally ….

NATIONAL Overview
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… and locally; an example, The Royal Borough of Windsor and Maidenhead

We can show where

High

HighLow

Likelihood to actively oppose planning applications
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Struggling 

Families (5N)

Starting Out (3G)

Secure Families (3H)

Flourishing  

Families (1C)

Wealthy 

Executives (1A)

LOCAL Overview
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We prompt prioritisation

ACORN

GROUP

% of local 

population

Likelihood to oppose 

house building

Likelihood to

actively object to a 

planning application

Overall likelihood 

to oppose

Wealthy 

Executives
28% High High

Secure 

Families
13% Fairly high Average

Flourishing 

Families
10% High High

Struggling

Families
7% Low Low

Starting Out 6% Average Average

Example: Royal Borough of Windsor and Maidenhead
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We facilitate how
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We provide the right tools
Shelter.org.uk/housinginsights
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Initial evidence

Our First Pilot

• Worked with Persimmon, their PR Agency and a local group, 

3 weeks ahead of a Planning Application for 60 units going to 

Planning Committee

• Targeted about 1,250 ‘Struggling Families’ with a leaflet

• 60 families contacted the council [about a 4.5%] and their 

responses were read out at planning committee

• Learning: Go out earlier to build up and demonstrate 

support
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Be a pioneer

Simply contact the Shelter Housing 

Insights for Communities consultancy 

hotline:

Want free support from Shelter to use 

this new resource?

0344 515 1256

Karen_stalbow@shelter.org.uk

http://www.oshorthodontics.co.uk/userfiles//telephone ringing.jpg
http://www.coverlettercentral.com/images/email.jpg
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Shelter Housing Insights for Communities

Thank you


