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As part of the 2018/19 Local Government Association (LGA) Behavioural Insights Programme, The London Borough of 
Hammersmith & Fulham (H&F) won match funding for a project to apply behavioural insights to increase awareness and demand for 
Sheltered Housing. H&F contracted The Behaviouralist, a London-based behavioural science research agency, to help deliver this 
project.

This report summarises the work conducted throughout this project, with a focus on the online experiment. Additionally, there are 
supporting materials (described on slides 6 & 7) that have been delivered across the project that  can be shared on request by 
contacting Calvin Garret (Calvin.Garrett@lbhf.gov.uk ) or Jacob McClellan (Jacob.Mcclellan@lbhf.gov.uk).

This report has been edited following an April 14th presentation of the contents to the wider H&F team. This version of the report is 
intended to be shared with the LGA and more broadly across the network of local government. 

We would like to take this opportunity to thank the team in Hammersmith & Fulham for their help, work, patience and persistence on 
this project. Specifically we would like to thank Yvonne, Peter, Calvin, Jacob and Simone for all their work on this project, especially 
during a challenging year.

Thanks,

Ian & the TB team

Introduction  
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Hammersmith & Fulham (H&F) contracted The Behaviouralist (TB) to deliver a project on increasing demand and interest in  
Sheltered Housing as a part of the LGA Behavioural Insights Programme 2019/2020. H&F and the LGA  jointly funded this project.

The three original outcomes the project was trying to achieve were:

1. Increase demand for Sheltered Housing
2. Decrease the average age at which people enter Sheltered Housing
3. Encourage ‘downsizing’ from the General Needs Housing population into Sheltered Housing 

The project experienced several circumstantial delays and scope changes. Nevertheless, the key completed phases of the project 
include the research phase, mapping and identifying opportunities to trial insights; and the selection of two viable options to 
conduct randomised controlled trials. 

In February 2020, we designed and had approved a Randomised Controlled Trial (RCT) to test a series of communications sent to 
residents in General Needs Housing who would qualify for Sheltered Housing. This campaign built on research conducted before the 
outbreak of the Covid19 pandemic, which identified barriers and triggers to moving into sheltered housing. We developed 
communications using some of the insights we gathered. These included highlighting the financial benefits of moving (costs due to 
higher maintenance costs, the bedroom tax, and incentives provided to residents who moved), addressing misunderstandings of 
what Sheltered Housing is, and leveraging the social influence of peers in helping and facilitating a move. 

Background  
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In March 2020, it became clear it was not feasible to run the planned communication campaign and RCT developed over the 
previous year. The primary reason being that moving or promoting moving amidst the Covid19 pandemic would not be appropriate 
for the council.

Following conversations between H&F, the LGA and TB that explored possible routes forward, we opted to deliver an online 
experiment to trial the communications previously developed. 

The online experiment provided an opportunity to apply an evidence-based approach to test the impact of the communications on 
the target audience and to help inform the H&F strategy for communicating with residents about Sheltered Housing going forward. 

This report provides a summary of this online experiment. Specifically, this report details the methods, results and learnings from the 
online experiment.

Background (cont.) 
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Across the project we delivered a range of outputs. These outputs and the research behind them 
can be made available on request. Below, we highlight the key outputs of the project. 

Project diagnostic - we conducted a series of interviews, workshops, and visits to understand the context around Sheltered 
Housing, the diagnostic report included:  

1) A prioritised list of RCT  opportunities.
2) Strategic opportunities to improve uptake of Sheltered Housing through the application of behavioural insights.
3) Quick wins which could be implemented but were not suitable for an evaluation.

Project diagnostic insights and actions

We have highlighted some of these opportunities and insights below which were generated from this pre-covid research.

1) Re-naming and re-branding sheltered housing - sheltered housing had negative connotations for some residents and was 
often associated with Shelter the homeless charity. 

2) Lowering the eligible age for sheltered housing and defaulting over 55s into the Sheltered Housing waiting list - this 
would lower the average age of residents in sheltered and would increase awareness of sheltered housing at a younger age.

3) Introducing urgency into the decision making process for beneficial transfers - currently beneficial transfers often wait for 
a long time for their preferred scheme, this can clog and delay the system for others.

These insights would need to be revisited to ensure that they still hold going forward. We would advise reviewing the Diagnostic 
Phase report to expand on these and other opportunities we feel would have value for H&F.

 

Project Deliverables 
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RCT and communications designs - we delivered two RCT designs that aimed to 
increase demand for Sheltered Housing:

1) A default opt-in trial for the Housing Register - designed to increase 
awareness, viewings and ultimately uptake of Sheltered Housing.

2) A communications RCT, three concepts and communications were developed 
to increase Beneficial Transfers and Sheltered Housing uptake. These 
communications and work informed the online experiment.

Online experiment - using the insights gathered from the previous stages of the 
project, we designed and conducted an online survey with three distinct objectives: 

1) Establish baseline attitudes and beliefs towards Sheltered Housing and the 
stated likelihood of moving into, or learning more about it. 

2) Test the developed communication to understand if and how it can shift beliefs 
related to Sheltered Housing. 

3) Better understand how individuals make decisions about housing options and 
how they implicitly weight and trade-off housing characteristics though a 
discrete choice experiment (DCE). 

The methodology, results and learnings from this online experiment are detailed in the 
remainder of this report. 

 

Project Deliverables (cont.) 
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Executive Summary

These slides summarise the findings of the online experiment conducted in February 2021 by TB to understand social housing 
residents’ views and beliefs about Sheltered Housing. Specifically, we trialled an information leaflet developed earlier in the project to 
learn how effective this communication was at increasing interest in Sheltered Housing. The purpose of this research is to help guide 
H&F’s communication strategy around housing options and to increase demand for Sheltered Housing.

We recruited 1011 participants through an online recruitment panel (Panelbase) who screened participants based on age (>55); being 
tenants in social housing (Housing association or the Council owned properties) and living in urban locations in England (using the 
Office for National Statistics definition of urban areas). We supplemented this sample with 45 participants recruited directly from H&F 
social housing residents.

Participants completed a 15-minute online experiment using Qualtrics that enabled us to: 1) establish baseline attitudes and beliefs 
towards Sheltered Housing and the stated likelihood of moving into, or learning more about it; 2) test our communication to 
understand if and how this shifted beliefs; and 3) conduct a discrete choice experiment (DCE) to help understand how individuals 
make decisions about housing options and how they implicitly weight and trade-off housing characteristics. 

The data from this online experiment also enabled us to conduct exploratory analyses to understand how different segments (e.g. 
under-occupiers or those impacted by mobility issues) behave and what opinions they hold.
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Executive Summary (cont.)
The key findings from the online experiment are:

Knowledge of Sheltered Housing and awareness of some of the features of Sheltered Housing was high across participants.

Sheltered Housing is associated with being suitable for residents with mobility issues.

There were low correlations (<0.3) between beliefs and the outcome variables, suggesting there could be multiple beliefs and attitudes 
that determine a preference for Sheltered Housing. 

Targeting the beliefs that have the highest correlation coefficient with our desired outcomes (considering moving into Sheltered 
Housing) provides a strategy to develop messaging for communications. These include: differentiating Sheltered from Care Homes; 
challenging perceptions that Sheltered is only suitable for people with mobility issues; exploring the financial benefits of moving into 
Sheltered; and addressing misunderstandings about Sheltered Housing. 

The communication leaflet, although it did not significantly shift the outcome variables, it did significantly shift some of the key beliefs 
identified above. These beliefs reflected the key messages of the communication. That the quote and images used on the 
communication appear to have achieved the most cut through - although understanding if this is a function of the content or the form 
or design could be worth considering..

The results of the trial suggest the key messages on the leaflet are well selected and the leaflet could be an effective communication. 
We would advocate using this leaflet in future communications along with the other materials developed as part of the RCT.

We have translated these results, and others, into actionable insights which we believe H&F can implement with relative confidence. It 
is important to say that online surveys do not enable us to capture all of the attitudes, beliefs, and influences over decision making. It 
is worth noting that we believe social influences, such as family or friends attitudes, are strong influences on decision making. It was 
not possible to capture these influences in an online survey format.

We have also taken the time to place this work within the broader context of the project and the extensive work which was done prior 
to this online experiment.
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Actionable insights
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Actionable Insights

Decisions about moving, especially for older residents, represent a major life decision. Residents have a broad 
range of questions, motivating factors, and barriers to moving into Sheltered Housing. 

One communication is unlikely to shift decisions in isolation. H&F should continue to deliver a range of 
communications and materials to support residents and staff across the decision making process.

The leaflet had a small effect (p<0.1) on two of the stated outcome measures: ‘I will consider Sheltered Housing for my 
next move’ and ‘I will consider moving into Sheltered Housing at the right time’.

Recognising what each communication is trying to achieve is important, and where in the decision making process it 
should be placed. The communications trialled in this online experiment should be used at the earlier stages of the 
decision making process, the awareness and consideration phases in marketing terms. 

Multiple communications should be developed and shared with residents. Information about housing options can be 
provided to residents across a range of communication channels (staff & housing officer conversations, website, text, 
communications and marketing materials). 

Insight: Given the large commitment required to make a Beneficial transfer, H&F should promote smaller calls to action 
along the decision making process. In other words, H&F should break down the process and encourage residents to 
make smaller, incremental steps. For example, encouraging conversations with Housing officers and visits to care 
homes.
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Actionable Insights - Key messages

Key messages and themes can be integrated into existing or new communications

After synthesising the findings of the experiment, we suggest that the following themes are emphasised:

● Clearly differentiating Sheltered Housing from Care Homes.

The majority of residents do not want to live in a Care Home. In the Discrete Choice Experiment (DCE), care homes 
had the largest negative coefficient, meaning that homes that were in a Care Home setting were less likely to be 
preferred by participants. 

● Associating Sheltered Housing with independence and independent living.

Independence, especially relative to settings with high levels of support such as Care Homes, was valued by 
participants.

● Emphasise that Sheltered Housing is not just for people with mobility issues.

There was a belief held by participants that Sheltered Housing is better for those with mobility issues.  

Developing material which emphasises the active lifestyle of residents could be beneficial and help to counter this 
association. This message could be impactful near the start of the awareness and consideration phases of the 
decision making process. 
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Actionable Insights - key messages (cont.)

● Money talks - communicating about finances and the financial benefit of moving into Sheltered 
Housing achieves cut-through with residents.

Finances are central to decisions about moving homes and where to live - participants respond to information about 
this, and it is heavily ‘weighted’ by participants when making decisions about homes. At baseline, only 18% of 
participants agreed that moving into Sheltered Housing would save them money. 

The leaflet which included a quote relating to financial savings had a very large effect size (20 percentage points) - 
38% of those in the treatment group agreed moving would save them money. 

The DCE results further affirm this point, finance was the highest weighted attribute which contributed to housing 
decision.

● If there are clear financial benefits to moving into sheltered these should be communicated.

We see the benefit in targeting resident groups with accurate information based on the financial benefits of moving 
into Sheltered Housing. For example, if we know residents are facing the bedroom tax or those who have 
self-identified as being in financial hardship. 

This finding has a bearing on the Beneficial transfer incentive payment. This could not be explored in the online 
experiment, in part because the participants were drawn from across the UK. This was touched on in the early 
research phase of the project.
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Actionable Insights - key messages (cont.)

● Develop materials that focus on the features of Sheltered Housing and counter misunderstandings. 

Communicating about specific features of Sheltered (the Alarm, outdoor space) and dispelling common 
misunderstands (there is not 24/7 support) can prompt people to be curious about Sheltered as an option. This is 
an effective tool to trial to raise awareness and consideration of Sheltered. 

There are several prevalent misunderstandings about Sheltered in the target population, for example, that there is 
24/7 support available. 

● In the DCE the proximity to family and friends was the lowest weighted attribute. 

This was unexpected as during the initial research phase of the project, proximity to family and friends was found to 
be one of the priorities in making decisions about Sheltered Housing schemes. 

Taken at face value, the result from the DCE would suggest that proximity to family and friends may not need to 
feature in communications that aim at increasing awareness of Sheltered Housing. 

If the results from the early phase of the research still hold, appeals using proximity to family members could be 
introduced later in the decision process - when they are visiting or considering Sheltered Housing schemes more 
seriously.
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Actionable Insights - informational leaflet

The leaflet messages are well targeted and shift beliefs.

The key messages featured on the leaflet align with the key messages identified in this research as being of benefit to 
target and promote. This suggests the underlying principles and approach was well founded.

These messages included emphasising independence, differentiating Sheltered Housing from a Care Home, and clarifying 
the characteristics of sheltered housing. These messages ‘landed’ as the beliefs related to these messages shifted 
significantly.

When H&F believe it is appropriate to promote downsizing we would recommend the leaflet is sent to residents in general 
needs housing over 55.

Communication design

Using quotes and imagery appear to be an effective design approach. These elements of the leaflet shifted beliefs 
although understanding whether the effect was driven by the content of the message or the design merits further research. 
This format should be used, especially to increase initial engagement.

We believe the combination of the table, which is information and content rich, and the more image led communications 
complement each other well by appealing to both more reflective and automatic thinking.
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Messaging Across The Decision Process

Awareness Consideration
Decision 
(Register)  Waiting List Move inViewing

Proximity to family / 
outdoor space. 

Financial Factors - Beneficial transfer 
payment.
Independence / Active lifestyle.
Social influencers - 
Moving & help with practical barriers

Financial Factors
Beneficial transfer payment
Independence
Proximity to family
Practical assistance (Moving & 
Storage)

Differentiate from care homes.
Independent & Active Lifestyle 
Key characteristics of SH which 
are surprising / informative - e.g 
not 24 hr care etc.

Information on the financial benefits of 
moving - only if this is true for residents
More detailed features of sheltered
Not a care home - differentiating.
Beneficial transfer payment
Active & Independent lifestyle.

● This is a simplified diagram of some of the messages which could be introduced at different stages of decision process
● We have borrowed it from a sales and purchasing model to divide the moving decision process into an awareness, 

consideration and decision phase. The decision phase culminates in registering for Sheltered Housing or a beneficial transfer.  



Actionable insights - housing during COVID-19

The online experiment was conducted in Feb 2021 after almost a full year of the COVID-19 pandemic. An obvious but important point 
to make is that this year will have changed people's’ perceptions and attitudes towards their housing situation and changed what 
people are looking for in a living situation. 

This online experiment was not focused on the impact of COVID-19 or the lockdown. However, given some of the findings in the 
experiment, we believe this research has captured some of the more macro-level shifts in beliefs and attitudes. These come with the 
caveat that this was not the focus of the research, and should be explored and investigated further. 

Our observations include:

1) There is a very strong negative association with care homes, which was reflected in the low preference for Care Homes as a 
housing option. We imagine this has probably increased during COVID-19 due to the negative press coverage during the 
pandemic. From the perspective of increasing demand on Sheltered Housing, as outlined previously, we would suggest 
continuing to clearly differentiate Sheltered Housing from Care Homes.

2) Proximity to family, it’s interesting to note that proximity to family was the lowest weighted factor. We think this merits further 
exploration as it contradicts research conducted at the start of the project. One speculative reason could be that this could be 
linked to the low contact between families during this time and the increased use of online contact.

3) Outdoor space is weighted by participants in the DCE. We have no reference point to contrast this with, but understand this 
could be a selling point for Sheltered Housing.

4) A linked point, although not a part of this research is, the importance of strong internet connection in Sheltered Housing. The 
absence of this could be a barrier to moving.

It is worth noting that we are not aware of the details of the impact COVID 19 has had on housing services and housing demand 
within the council. 18



Actionable insights - adopting a Test, Learn, Adapt 
approach
One desired outcome of the LGA Behavioural Insights Programme is the introduction of Behavioural Science into councils, providing a 
case study of the application of insights and an example of strong evaluation methods.

Using an evidence based approach to evaluate changes, when appropriate, can deliver value for H&F. Understanding which 
communications work, and for which resident groups, has value both in terms of increasing the effectiveness of campaigns and 
improving communications going forward.

We would suggest re-visiting the original RCT proposal and developing and testing communications based on the insight 
from this online experiment.

A Randomised Controlled Trial design has been developed to target communications to residents who could qualify for downsizing 
and moving into Sheltered Housing. When it is appropriate, it could be beneficial to revisit this design and launch this trial. 

We would recommend trialing different approaches and methods of communication to understand what works and with whom, and to 
adapt communication strategies and campaigns going forward.
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Key Messages Across The Decision Process

20

People make decisions about moving home, specifically moves towards more elderly years in different ways. There is no one 
size fits all and people will weight different aspects or attend to different information across this process. Broadly it is about 
providing information for people to access across the decision making process. Making it available, accessible and informative 
at the right time for them.

That being said on the following slide we have provided a simplified set of rules which could help shape the key messages 
which would appear to have traction at different points across the decision process. 

We have supplemented these phases with the time on the Waiting List and also information which can be provided during 
Viewings and when residents are choosing or accepting their new home.



Appendix - Summary Statistics:
 H&F Panelbase

female 0.71 0.503

age_54under 0.00 0.024

age_55_59 0.333 0.245

age_60_69 0.533 0.513

age_70_79 0.111 0.2

age_80plus 0.022 0.018

employment_working 0.378 0.663

employment_notworking 0.333 0.198

employment_retired 0.289 0.057

N 45 1011

 H&F Panelbase

landlord_association 0 0.557

landlord_council 1 0.443

ten_assured 0.956 0.904

ten_fixedterm 0.022 0.031

ten_other 0.022 0.065

accomodation_bungalow 0.067 0.17

accomodation_flathigh 0.089 0.067

accomodation_flatlow 0.4 0.318

accomodation_flatconverted 0.244 0.029

accomodation_house 0.156 0.397

accomodation_other 0.044 0.02

succession_y 0.178 0.194

N 45 1011
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Appendix - Summary Statistics:
 H&F Panelbase

more_rooms 0.156 0.272

more_rooms_oneperson 0.089 0.163

mobility_issues_yn 0.489 0.474

consider_moving_ymay 0.578 0.685

move_1y 0.2 0.115

move_1_3y 0.089 0.135

move_3_5y 0 0.044

move_5y_plus 0.044 0.021

move_dontknow 0.244 0.098

N 45 1011

 H&F Panelbase

socialhousing_knows 0.489 0.778

shelteredhousing_knows 0.556 0.627

assistedliving_knows 0.311 0.478

carehome_knows 0.6 0.704

N 45 1011
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Methodology
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Survey Experiment Overview
We used Qualtrics, an online survey tool, to design and administer the online experiment.  The survey was designed to last 15 minutes and was 
structured into the following four sections: 

1. Capturing participant demographics and housing situation - Participants were first asked a series of questions about their 
demographics - including age, employment status, and gender - and about their  living situation. Participants were also asked about 
their knowledge of different housing options. 

2. Survey Experiment - Participants were randomised into either the intervention or control condition. Those in the intervention condition 
were shown the information leaflet for up to 2 minutes, while those in the control group were shown nothing. Then, participants were 
asked 24 questions to assess their beliefs, attitudes and perceptions about Sheltered Housing. These were on a 5-point likert question 
and were randomised to control for a potential ordering effect. We used three questions as our outcome indicators to try to capture the 
likelihood of engaging with materials about Sheltered Housing and the likelihood of considering moving into Sheltered Housing.

3. Discrete Choice Experiment - In this section, participants were presented with several rounds of hypothetical housing options and 
were asked to make decisions about which house they would move into. Through this exercise, we can start to understand how 
participants weight the relevant information and characteristics of each offer. This also can help understand the implicit value residents 
place in these characteristics and how they ‘weight’ or trade them off against one another. In short this can help us test how these 
factors interact with one another, which can help to identify what messages should be emphasised together in communications

4. Survey Close - Finally, we thanked the participants and re-directed them back to the online panel company where they received their 
incentives for completing the survey. They were also presented with an option to learn more about Sheltered Housing, which acted as 
an outcome of interest for this experiment. 
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Participant Recruitment

Participants were recruited for the online experiment via two routes:

1. Using an online panel recruitment company (Panelbase) - with a target of 1,000 participants.

Participants were screened into the survey based on the following criteria:

● Being over 55 years old
● Being social housing tenants (Housing Association & Council Housing Residents).
● Living in urban areas - as defined by the ONS definition for Urban areas.

Panel recruited participants were incentivised to complete the survey.

2. Directly from H&F general needs housing residents

Hammersmith and Fulham directly emailed over 800 residents (over 55 years old living in Social Housing) inviting them to complete the 
questions on Housing in the Borough.

Residents were selected based on the following criteria - 1) living in general needs; 2) over 55 years old and would provisionally qualify 
for Sheltered Housing.   There was no incentive offered to this group. 
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Intervention (Information leaflet)

The content for this leaflet was derived from the materials developed in the first phase of the work. The material was adapted to make it not just 
H&F specific but more generalisable to participants across the UK. Further explanation as to how and why this communication was developed 
can be found in the materials outlining the original RCT, which was delivered as part of Phase 1 of this project. The materials are also found in 
the Appendix at the end of the document.

Participants who were randomised into the intervention condition were shown the following leaflet.

Page 1 Page 2
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Sheltered Housing Beliefs & Outcomes

Participants were then asked a series of questions (24) about 
beliefs and attitudes towards Sheltered Housing. These were 
asked using a 5-point Likert scale and touched on:

● Physical Characteristics of Sheltered Housing
● Support provided from Sheltered Housing
● Beliefs about Quality of Life in Sheltered Housing

Following these questions we asked participants the three 
primary outcome questions:

● I will consider moving into Sheltered Housing when I next 
move home.

● I would like to learn more about Sheltered Housing.
● When the time is right I will consider moving into 

Sheltered Housing, now is not the right time.

Again these were captured with the same 5-point Likert scale in the image on the right.

Finally we included a behavioural outcome, we provided participants with the opportunity to click on a link to learn more about 
Sheltered Housing. This was placed at the end of the survey. It was clearly explained this was not a required part of the survey.

Sample belief and outcome questions
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Discrete Choice Experiment

The Discrete Choice Experiment (DCE) enabled us to understand how 
residents implicitly weigh and trade-off certain housing characteristics. 

We designed a DCE which presented participants with 9 decisions (choice 
sets). For each choice set they had to choose which one out of two housing 
options they would prefer.

The two housing options were presented in a table which displayed 
information on different housing features (attributes). Each attribute had 
multiple options (attribute levels) which are shown in brackets. The attributes 
and corresponding levels are the following:

● Housing Type (Care Home, Sheltered, Social Housing, Assisted Living)
● Living Costs (A lot worse off, A little worse off, the same, A little better 

off, A lot better off).
● Distance to shops & amenities (1 hr, 30 mins, 15mins, 5 mins) 
● Distance to friends and family (1 hr, 30 mins, 15mins, 5 mins)  
● Outdoor Space (No outdoor space, Shared outdoor space, private 

outdoor space)
● Storage Space (I will have to get rid of a lot of my things, I will have to 

get rid of bulky things, I will be able to keep my things)

Sample Choice Set

Attributes

Attribute levels

28



Limitations
Online survey experiment methodology

There are several limitations to online experiments that should be acknowledged. Firstly, although online experiments have been 
shown to have predictive validity, they do not reflect the real-world context. We would always advise testing communications as they 
are rolled out to understand if the findings hold. Testing communications in the field can provide evidence of their impact and help 
iterate and improve communications going forward. 

While we are not able to conduct a field trial, online experiments offer the next best opportunity. Online experiments also allow us to 
understand some of the underlying beliefs and attitudes underpinning social housing decisions.

Limitations worth acknowledging:

1. Online participants are engaged - the online survey format generally means the participant will engage with the 
communication. Often the challenge is getting residents to open a letter and acknowledge a communication. We do not 
address this first step in this format. 

2. Measuring stated preference - what people say they do does not always translate directly to outcomes in the real world. 'I will 
consider moving into Sheltered Housing' carries less commitment than registering on the Sheltered Housing waiting list. 
Therefore, shifts in stated preferences may be easier to influence than shifts in behaviour.

29



Limitations
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Participant recruitment

The ability to recruit a large enough sample size that is representative of H&F social housing residents was challenging. Ideally, we 
would be trialling communications with H&F social housing residents who would be eligible for downsizing. Equally, recruiting only in 
London would be beneficial due to the specific housing context within the capital. However, this was not possible while working with 
panel providers and within the project budget. To reach 1,000 participants we used the following screening criteria:

● >55 years old
● Living in social housing (Housing Association or LA owned Council Housing)
● Living in Urban Areas across the UK (as defined by ONS)

As a result of this broader recruitment, we were limited in the following ways:
1. The ability to test specific H&F policies or have questions relating to knowledge of the borough or of London. For example, we 

were not able to ask questions about financial incentives linked with downsizing, as these do not exist in other areas.
2. This also influenced how we designed the DCE. We had to make options broader (e.g. distances from amenities, or relative 

changes in income) so that these questions could be answered by participants across the country. 
The positive of the national recruitment means that findings can be generalisable to other sheltered housing contexts.



Results
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Results

The results section is structured as follows:

1) Demographic and Housing information - a summary of the profile of the participants.
2) Baseline beliefs and attitudes towards Sheltered Housing - we use the control group (those that are not shown the information 

leaflet) to understand existing beliefs and misconceptions and how these relate to preferences for Sheltered Housing.
3) Intervention evaluation - we examine the effects of viewing the leaflet on participants’ beliefs and stated outcomes.
4) Discrete Choice Experiment - how participants implicitly weigh features of housing options when making decisions on 

housing.

We have given prominence to statistically significant findings in this research. This enables us to state our findings with 95% or 99% 
confidence.

In some instances the sample size may mean we cannot detect small differences. That is not to say they do not exist.

More detail of the analysis of these findings, and tables from which the key graphs and outputs have been generated can be found in 
the Appendix.
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Demographics

1056 Participants completed the online experiment.

1011 Participants were recruited through the online 
panel provider.  

45 Participants were recruited via Hammersmith & 
Fulham. 

For the analysis, we have combined these two sources 
and highlight the instances where statistically 
significant differences occur (this is only suggestive as 
the H&F recruited sample is very small)  

We provide summary demographic tables in the 
Appendix, these are split by the two recruitment routes. 
These tables include information on population groups 
split by mobility issues, knowledge of housing and 
other housing related criteria.

We also verified the randomisation by checking that the 
key variables were allocated evenly. These results are 
also included in the Appendix as ‘Balance’ tables.

Gender

Age
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Demographics 

Landlord (Housing Association vs Council) Tenancy type

There was a relatively balanced split between Housing Association and Council tenants. The majority (91%) of respondents 
held Assured Tenancies.  
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Demographics

Knowledge of Sheltered Housing

Stated awareness of Sheltered Housing is high across the target population (62% know about it or know a lot about it).  Only a small 
share of participants (4%) had never heard of Sheltered Housing.  When conducting analyses, we look at differences across varying 
levels of knowledge of Sheltered Housing and define ‘knowledge of Sheltered Housing’ as those who have answered ‘I know a lot about 
it’ or ‘I know about it’. 

The majority of participants were living in Houses, Flats, or Bungalows.

Accommodation type
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Baseline beliefs 

In this section first, we present the baseline outcome measures - how likely participants are to consider moving into Sheltered 
Housing. This is followed by the beliefs related to Sheltered Housing. Lastly we look a the correlations between outcome measures 
and beliefs - how these two interact. 

All significance levels are reported at a p<0.05 - 95% for the correlations. For more information on the correlations analysis see 
Appendix. We report on the share (%) of participants who either ‘Somewhat Agree’ or ‘Strongly Agree’ with the statement.

We have abbreviated some of the questions to ensure they fit on graphs. The full questionnaire can be provided on request.

While this analysis provides an insight into the beliefs of people about Sheltered Housing, it is important to note that it does not 
capture all of the factors that influence participants decisions or attitudes towards Sheltered Housing. 
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Baseline interest 

The graph on the right shows the percentage of 
participants who either ‘somewhat agreed’ or ‘strongly 
agreed’ with the three main outcomes of interest (stated 
interest in Sheltered Housing). 

These baseline outcomes reflect the findings in the initial 
research phase. Residents put off or procrastinate on 
decisions on moving (‘this is something for the future’).

Actionable insight: We can encourage residents to 
make a small commitment to learning more about 
Sheltered Housing as opposed to a bigger commitment 
in signing up to the register.

Share that somewhat or 
strongly agreed (%)
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Baseline beliefs 
Share that somewhat or strongly agreed (%)
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Baseline beliefs (cont.)

The baseline awareness of the physical features of Sheltered was high across the target population. Among participants, 79% somewhat or 
strongly agreed with the statement that there would be an alarm, and 63% with the statement that they would have their own front door. 

The majority of participants did not hold too many misconceptions about the support available. Only 13% thought they would have meals 
provided and 8% thought they would have their washing and cleaning done for them. 

Beliefs that could be promising to target in communications to help reposition people's perception of Sheltered Housing include:

● Sheltered Housing is ‘Better for people with mobility issues’ (61% agreed with this statement). 
● ‘There is full time support 24/7’ (59% agreed with this statement).
● ‘Everyone in Sheltered requires support’ (34% agreed with that statement).

Actionable insight: Communications could be developed to emphasise the active lifestyle linked with Sheltered Housing. This could help 
counter the links between Sheltered Housing and mobility issues.

Equally, some of the beliefs that are currently communicated in messaging about Sheltered Housing should remain in communications to 
reinforce beliefs among residents: 

● ‘Little or no difference between Sheltered and a Care Home’ (8% agreed with this statement).
● ‘Will be financially better for me’ (18% agreed with this statement)  For residents who would clearly benefit financially from moving we 

would recommend this is communicated. If this is not the case for residents this should not be communicated.
● ‘More Independence than moving into a Care Home’ (71% agreed with this statement). 39



Baseline correlations between beliefs and interest
Correlations between beliefs and interest in Sheltered Housing show how the two relate. Correlations show us whether one 
measure changes when another one also changes, or whether it remains the same. Correlations, however, do not tell us 
anything about causality (i.e., whether the change in a measure causes the change in the other measure). 

In the following slides we have identified where there is a significant correlation (p<0.05) between beliefs and interest in 
Sheltered Housing (stated outcomes). Correlation strength is described using the following definitions: 

1. Perfect: if the coefficient value is near ± 1, then it said to be a perfect correlation - as one variable increases, the other 
variable tends to also increase (if positive) or decrease (if negative).

2. Strong: if the coefficient value lies between ± 0.50 and ± 1.
3. Moderate: if the coefficient value lies between ± 0.30 and ± 0.49.
4. Small:  if the coefficient value lies below + .29
5. No correlation: When the value is zero
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For the outcome that measured whether participants clicked on the link to learn more about Sheltered Housing. The only 
significant correlation between beliefs and the Click Through was a low correlation (0.1731) with “I would like to learn more 
about Sheltered Housing”.

https://www.statisticssolutions.com/pearsons-correlation-coefficient/:


Correlations - ‘I will consider moving into Sheltered when I next move home’ 

Correlation coefficient
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Correlations - ‘I would like to learn more about Sheltered Housing’ 

Correlation coefficient



Correlation coefficient
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Correlations - ‘When the time is right I will consider moving into Sheltered 
Housing, now is not the time’ 



The correlation coefficients between beliefs and outcome variables were all small correlations (correlation coefficients of under 0.3). The 
exceptions being moderate correlations between the outcome variable ‘Considering moving into sheltered housing in the future’ and the 
belief there were ‘alarm systems in sheltered’ (0.3196) and that ‘Sheltered is more suited to residents with mobility issues’ (0.3072). 

One interpretation of these multiple small correlations is that there are likely to be many contributing beliefs, attitudes, and opinions that are 
linked with considering moving into Sheltered Housing. Many of which may not be captured in these questions, such as family relationships 
or social influences on decisions.

That being said, two of the outcome variables ‘Considering moving into Sheltered Housing on the next move’ and ‘Wanting to learn more 
about Sheltered Housing’, showed similar patterns in the order of the size of the correlation coefficients. Beliefs about the ‘financial benefits 
of moving into Sheltered Housing’ and around ‘Independence in Sheltered Housing versus Care Homes’ had the highest coefficients for 
both outcomes.  

Holding some of the misperceptions (e.g. 24/7 support and ‘my washing and cleaning will be done for me’) was also linked with positive 
outcome variables. These are important misconceptions that may have an impact later down the road in the decision making process. 

For the outcome on considering Sheltered Housing in the future, the majority of the higher correlation coefficients related to mobility issues 
and support. This would suggest there is a link between Sheltered Housing and mobility issues. The only moderate correlations were 
between beliefs was on awareness of the alarm system and the belief that Sheltered Housing was more suited for people with mobility 
issues. 
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Baseline correlations between beliefs and interest (cont.)



Treatment effects on interest

The treatment effects show how the leaflet changed 
participants’ stated intentions to move to and find out more 
about Sheltered Housing.

The treatment had a moderate effect, but only statistically 
significant at the p<0.1, on two outcomes: 

● ‘When the time is right I will consider moving into 
Sheltered Housing, now is not the time’. Increasing the 
participants agreeing with the statement from 54% to 
60%.

● ‘I will consider moving into Sheltered Housing when I 
next move home’. Increasing the participant response 
from 26% to 31%

For decisions about moving, it is not surprising that one leaflet 
will not drastically change peoples’ attitudes or beliefs. 

However, the lack of statistical significance may be due to a 
small sample size. 

 Consider 
moving with 
next move

Learn more Consider when 
time is right

Treatment 0.05* 0.02 0.06*

Baseline 0.26 0.41 0.54

Observations 1,081 1,081 1,081

45* p<0.1 ** p<0.05 *** p<0.01  



Treatment effects on beliefs

The table and graph show the statistically significant (p<0.05) shifts as a 
result of the communication.

We have listed the shift in beliefs in terms of relative magnitude of the 
effect size. In other words, on what belief did the communication have 
the biggest impact:

1) Will be financially beneficial for me (18% to 38%)
2) Has no private outdoor space (21% to 27%)
3) Sheltered is a one bedroom flat (48% to 61%)
4) There are shared communal spaces (53% to 64%)
5) I would have a private front door (63% to 75%)
6) More independence than a care home (71% to 82%)
7) There is full time support (negative shown in black) (59% to 

51%)

The full table of treatment effects on beliefs can be found in the 
Appendix.

Significant effects
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Negative shift



Treatment effects on beliefs (cont.)

The communication shifted participant beliefs and 
attitudes about sheltered housing.

The key messages in the communication (highlighted in 
red) directly matched the shift in beliefs held by the 
participants.

This shows it was an effective piece of communication 
and achieved its objectives. 

Features of Sheltered 
Housing

Independent living
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Treatment effects on beliefs (cont.)

The more prominent messages, and 
those delivered with the quote and 
image had the largest impact. This 
could be interpreted in two main ways:

1) They were the most salient 
messages to the reader - i.e., they 
internalised them more; or

2) This was due to the design. They 
were processed more by the reader as 
they were more prominent and easier 
to read. 

This would point to to the concept of 
keeping messages and information 
simple and clear.

Emphasising 
Independence and 
financial benefits 48



Correlations and treatment effects
While the communication did not significantly (p<0.05) shift the key stated outcomes we were tracking, there was a moderate effect on two of the 
these outcomes (“When the time is right I will consider moving into Sheltered Housing” and “I will consider moving into Sheltered Housing when I 
next move home”). 

Thus, the communication needs to form part of a broader communications strategy that recognises where individuals are in their housing decision 
process.This is potentially not surprising given the size and weight of the decision. It is unlikely a single communication or contact will convince 
someone to move into Sheltered Housing. The goal is instead to move them along the decision process and support them with relevant 
information. This process is more about providing material and support for residents to make an informed decision.

The leaflet is effective at delivering the key messages to the target audience. Specifically, it was successful in communicating:

● The independence of residents in Sheltered Housing versus those in Care Homes and assisted living.
● The features and characteristics of Sheltered Housing to potential residents.

Looking at the correlations between beliefs and the stated outcomes, although the correlations are low it would appear the themes the 
communication is targeting could be successful in shifting opinions and beliefs.

The key messages which are likely to shift the likelihood in moving or considering moving into Sheltered Housing include:

1) Financial benefits of moving.
2) Independence and separation from Care Homes
3) Clarifications and dispelling myths or beliefs about Sheltered - that Sheltered is only for those with mobility issues would seem like a fruitful 

avenue to pursue. 49



Segmentation analysis

We conducted further analysis to look at whether the treatment effects of the information leaflet varied across groups of participants. We 
looked at differences in the effect of treatment on the stated outcomes of interest and on beliefs about Sheltered Housing across age groups 
(55 to 59, 60 to 69, and 70 and above) and across recruitment source (H&F and Panelbase). 

When looking at differences across age groups, we found the following statistically significant differences: 
● The effect on the stated outcome ‘I would like to learn more about Sheltered Housing’ was higher for those 70 and above (about 9 

percentage points higher than for those between the ages of 55 and 59) 
● The largest reduction in the belief that ‘I will have to pay a service charge to live in Sheltered Housing’ was among those between 55 

and 59
● The belief that there is full time support reduced much more for 55-59s than for the other age ranges

Across recruitment source, there were no statistically significant differences in the effect of the leaflet. The number of recruits from H&F made 
statistical analysis hard to complete.

50



DCE 
Results
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Preference estimates for attribute level
This graph shows how changing attribute 
levels shift participant preferences.

The baseline or reference attribute levels are 
shown in ‘blue. The baseline levels are: 
‘Sheltered Housing’, ‘1hr from family and 
friends’, ‘1hr from shop and amenities’, ‘A lot 
worse off’ (Living costs), ‘No outdoor space’ 
and ‘I will have to get rid of a lot of my things’. 

The baseline is represented by the grey dotted 
line at ‘0’. Positive coefficients show that 
changing the attribute level increased 
participant preference. Negative coefficients 
show a decrease in the preference related to 
the change in attribute level.

The horizontal line through the dots represent 
the standard deviation. This shows the 
variation in preference held by participants.

This results from this graph are described in 
more detail in the following slides.
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Relative importance of attributes
This graph shows the relative importance (weight) of 
the overall attributes, and how they contributed (%) 
to participants decisions in the DCE. 

● Living costs - 24% 
● Housing Type - 24%
● Outdoor Space - 17%
● Storage Space - 15%
● Distance from shops - 12%
● Distance from family and friends - 6%

An important point to note is that, the relative 
importance of the attribute captures a part of the 
variation of attribute levels within the attribute. For 
example, the variation in preference due to living 
costs (‘extremely better off’ to ‘extremely worse off’) 
contributes to the weight of living costs.
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Housing attribute
Housing type was a major factor in participants decision making, it was the most heavily weighted 
attribute alongside changes in finances. Coefficients and standard deviations for each attribute level in 
comparison to Sheltered Housing (baseline) are shown in the table to the right. 

The preferences between attribute level are all significant at 0.01 significance level. In terms of ranking the 
preference:

1) General Needs is the most preferred option
2) Sheltered Housing was the baseline and was the second option most preferred option 
3) Assisted Living was the third option most preferred option 
4) Care Homes had the lowest priority, and had the largest negative coefficient across the DCE.

The relatively large standard deviation on the coefficient for Care Homes shows there was a lot of 
variance in terms of how people view them. 

Insight: This shows the strong negative association of Care Homes for participants. It appears that for the 
majority of these participants there is a difference between Sheltered Housing and Care Homes.

Action: It is important to continue to differentiate Sheltered Housing from Care Homes in 
communications.

Reflection: We assume the negative coverage of Care Homes during the COVID-19 pandemic has had 
an impact on preference for Care Homes.

Attribute level
Coefficient

 (SD) 

General Needs 0.23***

(0.06)

Assisted Living -0.68***

(0.07)

Care Home -1.59***

(0.09)
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Notes: Sheltered Housing is the baseline 
attribute level. Standard deviations in 
parenthesis. Star level indicates p-value * 
<0.1 ** <0.05 *** <0.01



Notes: 1 hour commute is the baseline 
attribute level. Standard deviations in 
parenthesis. Star level indicates p-value * 
<0.1 ** <0.05 *** <0.01

Distance to family & friends
Proximity to family and friends was the lowest weighted attribute in the DCE. In part this could be driven by 
the low variation in attribute levels.

The preferences at attribute level are all significant in comparison to the baseline of being 1hr from family 
and friends. The coefficients are smaller in relation to other attributes and the range between them is also 
smaller. There are not significant differences between 5 and 15 minutes from family and friends.

Insight: During the focus groups and research phase one of the most important elements of choosing a 
Sheltered Home was proximity to family and friends. These results would suggest that implicitly this is less 
of a priority. Using shops and amenities as a direct comparison - we can see that proximity to shops and 
amenities is more important than proximity to family and friends. 

Action: We would not use ‘proximity to family or friends’ in communications about raising awareness for 
Sheltered Housing, but would include this message later in the process.

Reflection: It is important to understand where in the ‘decision journey’ participants are. Early in the 
decision process, linked with raising awareness and considering moving, this may not be as big a 
consideration. As the decision progresses and other family members become involved this could change.

This may also reflect the UK context as opposed to the London borough context. For example these 
distances could be seen as less significant outside of London. This could also be capturing some elements 
of changes due to COVID-19 and the lack of family contact available over the past year.
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Attribute level
Coefficient

 (SD) 

5 min commute 0.45***

(0.07)

15 min commute 0.46***

(0.08)

30 min commute 0.16**

(0.07)



Living costs
Finances are a central component of decisions on housing options. This is reflected in the high 
weighting of living costs in the overall attribute weighting. They were weighted first, alongside 
housing type.

Changes in preference are all significant at 0.01 significance level in comparison to the baseline of 
‘Much worse off’.

Given the extreme options these results are potentially not surprising. No one would want to be 
much worse off financially, and represents quite an extreme outcome.

Insight: There were challenges with picking meaningful levels across the country and making it 
‘relevant’ and meaningful. Partly this is due to differing social rents, costs of living, and housing 
benefit levels. It would be useful to trial something similar with real £ values at a local level.

Action: For some residents, where it is known that there would be a financial improvement in the 
long-term linked with downsizing (e.g. due to the bedroom tax or other elements), emphasising the 
financial benefits of moving could be a strong ‘pull’ factor to register for Sheltered.
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Notes: A lot worse off is the baseline 
attribute level. Standard deviations in 
parenthesis. Star level indicates p-value * 
<0.1 ** <0.05 *** <0.01

Attribute level
Coefficient

 (SD) 

A little worse off 0.87***

(0.08)

The same as now 1.60***

(0.09)

A little better off 1.33***

(0.09)

A lot better off 1.87***

(0.11)



Distance to shops and amenities
In comparison to the baseline of being one hour from shops and amenities, reducing the 
distance to shops and amenities makes a significant difference to preference.

Moving 30 minutes away from shops in comparison to an hour has a large impact on 
preference, there was not a large difference between 5 and 15 minutes in terms of preference.

Again the small difference between 5 and 15 minutes would suggest there is not a big 
difference between these elements. 

This could be capturing some elements of changes due to COVID-19 in the importance of local 
shops and the community.

Reflection: It is important to remember this was for a national sample as opposed to 
conducting this solely within a London Borough. If localised to Hammersmith & Fulham, 
proximity to shops and amenities could increase in relative value. 
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Notes: 1 hour commute is the baseline 
attribute level. Standard deviations in 
parenthesis. Star level indicates p-value * 
<0.1 ** <0.05 *** <0.01

Attribute level
Coefficient

 (SD) 

5 min commute 0.91***

(0.08)

15 min commute 0.88***

(0.07)

30 min commute 0.51***

(0.06)



Outdoor space & storage space
Outdoor Space

The implicit preferences were all significant in comparison to ‘No outdoor space’ and are significant 
at 0.01 significance level.  

There was a large jump in preference from no outdoor space to both ‘shared outdoor space’ and 
‘private outdoor space’. 

One further impact of COVID-19 may well be the role of outdoor space, and the value for people to 
have access to space.

Storage Space

The change in preference was significant when moving from ‘Having to get rid of most of your 
things’. There was a significant large coefficient increase in being able to keeping your furniture.

This question was included as a result of the research phase, where it was seen by residents as a 
barrier to moving. These findings back up this insight.

Reflection: This appeal could be introduced later in the decision making process, although there 
are benefits to being up front about challenges and barriers to moving we would suggest the more 
practical barriers become more salient as people get closer to moving.
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Notes: No outdoor space is the baseline 
attribute level. Standard deviations in 
parenthesis. Star level indicates p-value * 
<0.1 ** <0.05 *** <0.01

Attribute level
Coefficient

 (SD) 

Shared outdoor 
space

0.93***

(0.06)

Private outdoor 
space

1.29***

(0.07)

Notes: Having to get rid of most of your 
things is the baseline attribute level. 
Standard deviations in parenthesis. Star 
level indicates p-value * <0.1 ** <0.05 *** 
<0.01

Attribute level
Coefficient

 (SD) 

I will be able to 
keep all my current 
furniture

1.09***

(0.08)

I will have to get 
rid of big bulky 
things

0.18***

(0.06)



Segmentation analysis
We conducted further analysis using the DCE on how different segments or beliefs influenced the decision weighting and relationship.

Surprisingly, there were no noteworthy changes between groups, showing that the weighting is consistent across groups.

We looked at:

1) The effect of the treatment (viewing the leaflet) on implicit weightings - The fact that this didn’t influence the DCE again points to the 
idea that shifting opinions is a process that will not be completed solely through a single communication.

2) Level of housing knowledge - The housing attribute weighting became slightly more important as knowledge of housing types 
increased.

3) Gender - Women weighted Outdoor space slightly more than men, otherwise there were not large differences.

4) Age - for the age groups 55-59 and 80+ the weighting for living costs increased slightly more than housing type in comparison to the 
60-69 and 70-79 year olds.
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APPENDIX
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Appendix - Questionnaire

We have provided a copy of the questions provided in the experiment. If you want to 
receive a copy of this please email Ian@thebehaviouralist.com 
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Appendix - Communication leaflet (pg 1) 

This communication was 
developed in Phase 1 of 
the project. 

It was signed off to be 
trialled as part of a 
Randomised controlled 
trial. It was to be provided 
as part of an information 
insert to be sent to 
residents in Social 
Housing.

62



Appendix - Communication leaflet (pg 2)
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Appendix - Original letter
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This letter was the first communication to be 
sent as part of the original RCT trial. 

It would be accompanied with the information 
page on the following two pages.



Appendix - H&F Information leaflet (pg 1)

65



Appendix - H&F Information leaflet (pg 2)
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Appendix - Summary Statistics:
 H&F Panelbase

female 0.71 0.503

age_54under 0.00 0.024

age_55_59 0.333 0.245

age_60_69 0.533 0.513

age_70_79 0.111 0.2

age_80plus 0.022 0.018

employment_working 0.378 0.663

employment_notworking 0.333 0.198

employment_retired 0.289 0.057

N 45 1011

 H&F Panelbase

landlord_association 0 0.557

landlord_council 1 0.443

ten_assured 0.956 0.904

ten_fixedterm 0.022 0.031

ten_other 0.022 0.065

accomodation_bungalow 0.067 0.17

accomodation_flathigh 0.089 0.067

accomodation_flatlow 0.4 0.318

accomodation_flatconverted 0.244 0.029

accomodation_house 0.156 0.397

accomodation_other 0.044 0.02

succession_y 0.178 0.194

N 45 1011
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Appendix - Summary Statistics:
 H&F Panelbase

more_rooms 0.156 0.272

more_rooms_oneperson 0.089 0.163

mobility_issues_yn 0.489 0.474

consider_moving_ymay 0.578 0.685

move_1y 0.2 0.115

move_1_3y 0.089 0.135

move_3_5y 0 0.044

move_5y_plus 0.044 0.021

move_dontknow 0.244 0.098

N 45 1011

 H&F Panelbase

socialhousing_knows 0.489 0.778

shelteredhousing_knows 0.556 0.627

assistedliving_knows 0.311 0.478

carehome_knows 0.6 0.704

N 45 1011
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Appendix - Balance Tables

Control Treatment (1) vs. (2), p-value

female 0.510 0.513 0.938

age_55_59 0.247 0.250 0.906

age_60_69 0.537 0.487 0.105

age_70_79 0.186 0.207 0.393

age_80plus 0.010 0.028 0.037

employment_working 0.645 0.659 0.626

employment_notworking 0.214 0.191 0.350

employment_retired 0.071 0.061 0.499

Balance Tables are used to check if the 
randomisation was successful. It tracks 
how participants were distributed across 
the key variables. These tables show the 
distribution (%) of participants split by 
Treatment and Control Group. Tables in 
this spreadsheet also include p-values 
comparing the two columns. If the 
randomisation has been done correctly, 
the difference should be minimal or 
inexistent and the p-values should be 
greater than 0.1. 
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Appendix - Balance Tables

Control Treatment (1) vs. (2), p-value

landlord_association 0.516 0.554 0.205

landlord_council 0.484 0.446 0.205

ten_assured 0.901 0.913 0.481

ten_fixedterm 0.035 0.026 0.381

ten_other 0.064 0.061 0.823

accomodation_bungalow 0.157 0.176 0.408

accomodation_flathigh 0.078 0.055 0.130

accomodation_flatlow 0.317 0.325 0.769

accomodation_flatconverted 0.033 0.043 0.377

accomodation_house 0.395 0.377 0.528

accomodation_other 0.019 0.024 0.609 70



Treatment effects on outcomes 
Treatment effects show how the treatment (communication) shifted beliefs from the constant (baseline) 

*** = 0.01 significance, ** =0.05 significance levels. 
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Treatment effects on outcomes 
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Appendix - DCE tables
Preference estimates

b/se

Mean
General Needs 0.23***

(0.06)
Assisted Living -0.68***

(0.07)
Care Home -1.59***

(0.09)
5 minute commute from family & friends 0.45***

(0.07)
15 minute commute from family & friends 0.46***

(0.08)
30 minute commute from family & friends 0.16**

(0.07)

5 minute commute from shop and amenities 0.91***

(0.08)
15 minute commute from shop and amenities 0.88***

(0.07)
30 minute commute from shop and amenities 0.51***

(0.06)
living costs: A little worse off 0.87***

(0.08)
living costs: The same as now 1.60***

(0.09)
living costs: A little better off 1.33***

(0.09)
living costs: A lot better off 1.87***

(0.11)
Shared outdoor space 0.93***

(0.06)
Private outdoor space 1.29***

(0.07)
I will be able to keep all my current furniture 1.09***

(0.08)
I will have to get rid of big bulky things 0.18***

(0.06)
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Contact:

Ian@thebehaviouralist.com
Jacob.Mcclellan@lbhf.gov.uk 
Calvin.Garrett@lbhf.gov.uk
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