


Research and Evaluation Strategy 

Public attitudes tracking: Consumer Insight national 
survey; two waves per year until September 2023

Purpose:  

ÅSet a fresh baseline for the Framing Homelessness 
Project ςto help asses how far we have to go in shifting 
public perceptions of homelessness 

ÅProvide a valuable, ongoing resource on public 
perceptions for the homelessness sector in the UK 





INTRODUCTION

Overview of 
Methodology
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Survey

Å 25 minutes

Å Completed online

Å Nationally representative (profile matched FrameWorksȗ Message Memo sampling) 

Sample

Å N=800 per dip

Å UK adults, 18+

Analysis

Å Attitudes over time

Å Analysis based on exposure to media buzz regarding homelessness

Å Reporting by key audiences



RECRUITMENT

METHODOLOGY

Questionnaire Flow
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Cause 

Importance

Homelessness 

Salience

Types of 

Homelessness

Causes of 

Homelessness 

& Solutions

Cause Buzz

Unprompted 

Recall of 

Content About 

Homelessness

Media 

Diagnosis of 

Content About 

Homelessness

Media 

Milestone 

Recognition

ATTITUDINAL 

MEASUREMENT

MEDIA FRAMING 

MEASUREMENT

CLASSIFICATION

Attitudinal 

Measurement

Both Lots described in the brief 

were covered in one survey, 

allowing us to match up the 

shifts in perceptions and 

attitudes to homelessness with 

what people remember seeing / 

hearing / reading about 

homelessness

Online survey

800, 18+ adults 



METHODOLOGY

Analysis
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The thinking behind having 

everything measured in one 

place is that it enables us to 

analyse attitudinal response by 

what people have seen to 

evaluate the positive or negative 

framing of homelessness by the 

media.

The analysis of the data will be done in the reverse of the questionnaireé 

MEDIA FRAMING 

MEASUREMENT

QUANTIFIES what people remember 

seeing and hearing about homelessness and 

how it was portrayed

ATTITUDINAL 

MEASUREMENT

QUANTIFIES peopleõs mental 

shortcutting and attitudes around 

homelessness

Analysis that amalgamates these two data streams will lead us to revealing the media 

discourse and its true impact on the general public



METHODOLOGY

Mental Shortcuts
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We know that the mental 

shortcuts about homelessness 

are deep-rooted and must be 

transformed in order for the 

current systems to be changed 

as needed.

Therefore, we will pay particular 

attention to their development 

over time, and the impact of 

media exposure on these 

patterns. 

HOMELESSNESS = 

ROUGH SLEEPING

INDIVIDUALISM AND 

POOR CHOICES DRIVE 

HOMELSSNESS

HOMELESSNESS IS 

INEVITABLE AND 

UNSOLVEABLE



METHODOLOGY

Comparisons & 
Analysis

Following a thorough audit of existing data sources, we have 
benchmarked against previous Ci brand tracking. All Ci brand tracking 

has been administered with a similar survey format and across the same 
panel provider giving solid consistency.
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CRISIS AT CHRISTMAS 

2019 TRACKING PRE ȓ

SEPTEMBER 2019

N=413

CRISIS AT CHRISTMAS 

2019 TRACKING PEAK ȓ

NOV+DEC 2019

N=828

HOME FOR ALL 2012 

TRACKING PEAK ȓJULY 

2019

N=617

CRISIS ATTITUDES 

TRACKING 

BENCHMARKINGȓ

OCTOBER 2019

N=804

A NOTE ON COMPARISONS:

Attitudinal data is generally 

very slow moving, so weõre 

not expecting to see any 

immediate significant moves.

As this is a benchmarking 

exercise, we will report on 

any directional travel in 

attitudes and call out any 

significant spikes in data. 





CONTEXT

Proximity to Homelessness
October 2020 by Audience

Base: Attitudes Tracking Benchmark Dip (804): 18-29YO (201); 30-44YO (185); 45-59YO (193); 60+YO (225); Women (410); Men (394); Addressable 
Audience (); Non Addressable (); Effectiveness (60); Make Me Feel Good (257); Personal Responsibility (63); Change Public Policy(95).

Q. Have you or anyone close to you ever been 
affected by, or personally involved in any of the 
following?

Just under 1 in 10 have claimed proximity to homelessness, this 
shows us that most knowledge, understanding and opinion towards 

homelessness will be influenced by other sources of information.
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9%
6%

14% 13%

4%

9% 10% 11%

4%
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CONTEXT

Cause Importance: 

Top 10 Mentions

Base: Crisis Campaign Tracking: Pre 2019 Crisis At Christmas (413); 2019 Crisis At Christmas Peak (828); 
2020 Home For All Campaign (617); Attitudes Tracking Benchmark Dip (804).

Q. From the list below, please select the five issues 
that you feel most passionately about.

Homelessness is the 6th most mentioned cause people feel passionately 
about, with a clear Christmas seasonality. Climate change, elderly care 
and chronic diseases are the causes which are currently buildingé
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46%

28%

33% 32%

25%

31%

20%
23% 23% 22%

48%

31%
34% 34%

31%

39%

22%

30%

21% 20%

48%

31%
35%

32%
28% 28%

23% 23%
19% 20%

42%

34% 34% 33%
31%

29%
26% 25%

19% 19%

MENTAL HEALTH CLIMATE CHANGE

& THE

ENVIRONMENT

ANIMAL WELFARE /

RESCUE /

ADOPTION

CHILD POVERTY /

ILLNESS / NEGLECT

ELDERLY CARE HOMELESSNESSCHRONIC DISEASES

(CANCER, HEART

DISEASE ETC.)

POVERTY DISABILITY PREVENTION OF

DOMESTIC ABUSE /

VICTM SUPPORT

CAC 2019 PRE - SEPTEMBER 2019 CAC 2019 PEAK - NOV+DEC 2019 HFA PEAK - JULY 2020 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020

SIGNIFICANT SPIKE (95%+)SIGNIFICANT SHIFT vs. SEPTEMBER 19 (95%+)



CONTEXT

Cause Support

Q. Which of the following causes would you ever 
consider supporting?

éitõs a busy space, the distribution of support shows people on average 
would consider supporting 3-4 causes. Thereõs a clear build in support for 

all these causes around Christmas.
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41%

25%

36%
34%

32%
36%

33%

25%
28%

26%

50%

33%

45%
42%

40%

47%

37% 37% 38%
35%

47%

32%

42%

37%
34%

37% 37%

30%
33%

30%

44%

31%

40%
38% 37% 36% 36%

32%
34%

30%

MENTAL HEALTH CLIMATE CHANGE

& THE

ENVIRONMENT

ANIMAL WELFARE /

RESCUE /

ADOPTION

CHILD POVERTY /

ILLNESS / NEGLECT

ELDERLY CARE HOMELESSNESSCHRONIC DISEASES

(CANCER, HEART

DISEASE ETC.)

POVERTY DISABILITY PREVENTION OF

DOMESTIC ABUSE /

VICTM SUPPORT

CAC 2019 PRE - SEPTEMBER 2019 CAC 2019 PEAK - NOV+DEC 2019 HFA PEAK - JULY 2020 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020

Base: Crisis Campaign Tracking: Pre 2019 Crisis At Christmas (413); 2019 Crisis At Christmas Peak (828); 
2020 Home For All Campaign (617); Attitudes Tracking Benchmark Dip (804). SIGNIFICANT SPIKE (95%+)SIGNIFICANT SHIFT vs. SEPTEMBER 19 (95%+)



MEDIA RESPONSE

Homelessness Buzz 
Over Time

Base: Crisis Campaign Tracking: Pre 2019 Crisis At Christmas (413); 2019 Crisis At Christmas Peak 
(828); 2020 Home For All Campaign (617); Attitudes Tracking Benchmark Dip (804).

Q. Which of the following causes have you heard 
about on the news / seen activity for in your local 
community / seen advertising campaigns for / seen 
anything about on social media recently?

Thereõs a clear spike in homelessness buzz around Christmas. YOY 
overall homelessness buzz is very slightly lower in 2020.
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19%
16%

12% 14%

37%
34%

20%

31%

23%

53%

22%

16% 16% 17%

37%

17% 15%
12% 13%

33%

NEWS LOCAL COMMUNITY ADVERTISING SOCIAL MEDIA TOTAL HOMELSSNESS

BUZZ

CAC 2019 PRE - SEPTEMBER 2019CAC 2019 PEAK - NOV+DEC 2019 HFA PEAK - JULY 2020 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020

SIGNIFICANT SPIKE (95%+)



MEDIA RESPONSE

Total Cause Buzz Over 
Time

Base: Crisis Campaign Tracking: Pre 2019 Crisis At Christmas 
(413); 2019 Crisis At Christmas Peak (828); 2020 Home For All 
Campaign (617); Attitudes Tracking Benchmark Dip (804).

Q. Which of the following causes have you heard 
about on the news / seen activity for in your local 
community / seen advertising campaigns for / seen 
anything about on social media recently?

Clearly, other causes have emerged in 2020, and are dominating buzz, 
potentially crowding out homelessness.
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37%

52%

25%
21%

53%
56%

27% 29%

37%

58%

35%

58%

33%

62%

42%

57%

HOMELESSNESS MENTAL HEALTH DISEASE CURE & PREVENTION RACIAL EQUALITY

CAC 2019 PRE - SEPTEMBER 2019CAC 2019 PEAK - NOV+DEC 2019 HFA PEAK - JULY 2020 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020

SIGNIFICANT SPIKE (95%+)SIGNIFICANT SHIFT vs. SEPTEMBER 19 (95%+)



MEDIA RESPONSE

Total Homelessness Buzz
October 2020 by Audience

By audience, we can see younger adults are more receptive to 
homelessness buzz.

Base: Attitudes Tracking Benchmark Dip (804): 18-29YO (201); 30-44YO (185); 45-59YO (193); 60+YO (225); Women (410); Men (394); Addressable 
Audience (); Non Addressable (); Effectiveness (60); Make Me Feel Good (257); Personal Responsibility (63); Change Public Policy(95).

Q. Which of the following causes have you heard about on the news / seen activity for in your 
local community / seen advertising campaigns for / seen anything about on social media recently?
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33%

40%

31% 30% 30%

34%
32%

39%

19%
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MEDIA RESPONSE

Detailed Recall Summary
Top 5 Most Salient Items

Base: Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz (264).

Q. You said youȗve recently seen or heard something 
about homelessness recently. Please type in as much 
as you can of what you remember seeing or hearing 
about homelessness.

Charity campaigning and ôEveryone Inõ are the most salient moments. 
Shelter is the most mentioned individual organization, and almost 1 

in 10 state witnessing rough sleeping first-hand.
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șCharity campaign against homelessnessȚ

șGovernment protecting the homeless during COVID-19Ț

șShelter / Shelter ad / Shelter charityȚ

șSeeing rough sleepers in my townȚ

șLocal groups / charity help / support / fundraisingȚ

13%

13%

8%

8%

7%
șThere has been a 

nightly service 

whereby lots of 

businesses have agreed 

to cook decent healthy 

food, its distributed 

every nightȚ. 

șTV report 

about the high 

number of 

homelessness in 

my regionȚ

șBig Issue sellers 

in my town.Ț



SALIENCE, SERIOUSNESS & 
PORTRAYAL 

In the media 

Base: Total seen homelessness buzz Dip 1 (264)

Q. Thinking about everything you have seen or heard 
in the media about homelessness recently, which of 
the following apply to the things you have seen, heard 
or read?

Most people see homelessness framed in the media as common, 
compared to about 1 in 4 who remember hearing about prevention.  
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48%

41% 39%

23%

...HOW COMMON

HOMELESSNESS IS

...HOW DANGEROUS

AND DAMAGING

HOMELESSNESS IS

...HELPING PEOPLE OUT

OF HOMELESSNESS

...PREVENTING PEOPLE

BECOMING HOMELESS

ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ

THE STORIES WERE ABOUTȟ 

Media narrative 

focuses on 

rising cases (not 

decreasing/ 

preventing) 





TYPES OF HOMELESSNESS

Mental Shortcut 

Rough Sleeping

Base: Crisis Campaign Tracking: Pre 2019 Crisis At Christmas (413); 2019 Crisis At Christmas Peak (828); 2020 Home For All Campaign 
(617); Attitudes Tracking Benchmark Dip (804); Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz(264).

Q. Thinking about homelessness, to what extent do 
you agree or disagree with each of the following 
statements?

Thereõs a sign that the recent spotlight on homelessness, with a clear 
framing around rough sleeping has potentially strengthened the mental 

shortcut.
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% AGREEAT ALL

35%
38%

44%

PEOPLE ARE ONLY REALLY HOMELESS IF THEY ARE SLEEPING ROUGH ON THE STREETS

HFA PEAK - JULY 20202 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 20203 ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ

A quick Google search 

for Ȗhomelessȗ 

corroborates this



TYPES OF HOMELESSNESS

Mental Shortcut 

Rough Sleeping
BY AUDIENCE
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38%
41%

37%

32%

40%

34%

42%

37%
40%
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AGREE THAT PEOPLE ARE ONLY REALLY HOMELESS IF THEY ARE SLEEPING ROUGH ON THE STREETS

Base: Attitudes Tracking Benchmark Dip (804): 18-29YO (201); 30-44YO (185); 45-59YO (193); 60+YO (225); Women (410); Men (394); Addressable 
Audience (); Non Addressable (); Effectiveness (60); Make Me Feel Good (257); Personal Responsibility (63); Change Public Policy(95).



TYPES OF HOMELESSNESS

Homelessness Truths

Base: Crisis Campaign Tracking: Pre 2019 Crisis At Christmas (413); 2019 Crisis At Christmas Peak (828); 2020 Home For All Campaign 
(617); Attitudes Tracking Benchmark Dip (804); Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz(264).

Q. Thinking about homelessness, to what extent do 
you agree or disagree with each of the following 
statements?

Thereõs a slight directional build across the truths about homelessness, 
and these are being fortified by media framing.
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% AGREEAT ALL
66%

57%

47%
44%

38%

69%
66%

49%

44%

33%

65%

59%

46%
44%

36%

69%

64%

56%

49%

45%

34%

75%

69%

60%

55%
52%

37%

PEOPLE WHO HAVE A

PLACE TO SLEEP ARE

HOMELESS IF THEY AREN'T

SURE THEY CAN RETURN

THERE THE NEXT NIGHT

PEOPLE WHO ARE

SLEEPING AT A FRIEND'S

HOUSE FOR A BIT BECAUSE

THEY DON'T HAVE A

PLACE OF THEIR OWN ARE

HOMELESS

PEOPLE STAYING IN

TEMPORARY

ACCOMMODATION FOR A

LONG PERIOD OF TIME ARE

HOMELESS

PEOPLE ARE HOMELESS IF

THEY FEEL UNSAFE IN THE

PLACE WHERE THEY ARE

STAYING

PEOPLE WHO HAVE A

PLACE TO SLEEP AT NIGHT

ARE HOMELESS IF THAT

PLACE IS OVERCROWDED

AND THEY LACK SPACE

AND PRIVACY

PEOPLE AREN'T HOMELESS

IF THEY HAVE A PLACE TO

SLEEP INDOORS EVERY

NIGHT

CAC 2019 PRE - SEPTEMBER 2019 CAC 2019 PEAK - NOV+DEC 2019

HFA PEAK - JULY 20202 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 20203

ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ

SIGNIFICANT SHIFT vs. SEPTEMBER 19 (95%+)



TYPES OF HOMELESSNESS

Mental Shortcut

Base: Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz (264). 22

HOMELESSNESS = 

ROUGH SLEEPING

Media narrative focuses 

almost entirely on rough 

sleepingȟ itȗs also the 

most visible form for most 

people, reinforcing the 

narrative that individuals 

rough sleeping is what 

homelessness looks like

ȖEveryone Inȗ news coverage was frequently 

underpinned with rough sleeper imagery or headlines



TYPES OF HOMELESSNESS

Types Of Homelessness 

Featured in Media 

Base: Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz (264).

Q. Which of the following, if any, do you remember 
featuring in the things youȗve seen/heard about 
homelessness recently?

Therefore, media rhetoric is dominated by rough sleeping. Only a 
quarter reference hearing about sofa-surfing.

23

62%

41%
38%

35%

26% 25%

PEOPLE SLEEPING

ROUGH ON THE

STREETS

PEOPLE FEELING 

UNCERTAIN ABOUT 

WHERE THEYȗRE 

GOING TO SLEEP 

FROM ONE NIGHT TO 

THE NEXT

PEOPLE FEELING

UNSAFE IN THE PLACE

WHERE THEY WERE

STAYING

PEOPLE LIVING IN

HOSTELS OR B&BS

FOR AN EXTENDED

PERIOD OF TIME

PEOPLE SOFA-

SURFING

PEOPLE LIVING IN

OVERCROWDED

CONDITIONS

ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ



TYPES OF HOMELESSNESS

Types Of People Portrayed In 

Homelessness In The Media

Base: Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz (264).

Q. Who was featured in the stories youȗve seen/heard 
about homelessness?

Men dominate the people portrayed, but itõs just as likely to be 
younger men as it is the stereotypical older male. Young women are 

also clearly recalled.

24

21%

37%

43%

23%

41%

20%

13% 13%

8%

19% 18%

CHILDREN /

TEENAGERS (18

AND UNDER)

YOUNGER

WOMEN (18-40

YEARS OLD)

YOUNGER MEN

(18-40 YEARS OLD)

OLDER WOMEN

(40+ YEARS OLD)

OLDER MEN (40+

YEARS OLD)

SINGLE-PARENT

FAMILIES

FAMILIES (TWO

PARENTS AND AT

LEAST ONE CHILD)

MINORITY ETHNIC

GROUPS

LESBIAN, GAY,

BISEXUAL AND

TRANSGENDER

PEOPLE

PEOPLE EXITING

INSTITUTIONS,

SUCH AS PRISON

AND THE

MILITARY

MIGRANTS

ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ



SALIENCE, SERIOUSNESS & 
PORTRAYAL 

Homelessness 
perceptions 

Base: Attitudes Dip 1 November 2020 (807) Homelessness buzz aware (264) 

Q.. Hereȗs some statements people have made about 
homelessness -weȗd like to know what you think 
about the extent to which you agree or disagree with 
each one

People do have an awareness that some people are more at risk than 
others whilst also recognizing their own proximity 

25

76%
72%

77% 79%

SOME GROUPS OF PEOPLE ARE MORE AT RISK OF

HOMELESSNESS THAN OTHERS

HOMELESSNESS COULD HAPPEN TO ANYONE, EVEN

ME

ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020 ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ



Framing conclusions and recommendations 
We can see that: 

ÅPeople recognise different forms of homelessness, but there is significant room to build on 
this still.  

ÅRough sleeping as the only real form persists for 40% and is top of mind in buzz recall.

ÅStereotypes (forms and people) are coming through in buzz recall.  

In response, we can: 

ÅKeep working hard to widen the forms of homelessness we talk about. 

ÅKeep working hard to broaden the types of people featured in comms ςand challenge 
stereotyping/ stigma through imagery.

Å¦ǎŜ ǎǘǊƻƴƎ ŀƎǊŜŜƳŜƴǘ ǿƛǘƘ ΨǎƻƳŜ ƎǊƻǳǇǎ ŀǊŜ ƳƻǊŜ ŀǘ ǊƛǎƪΩ ǘƻ ƻǳǊ ŀŘǾŀƴǘŀƎŜ ōȅ ǊŜ-confirming 
this idea in our messaging ςbut watch for stereotypes.

Å²ŀǘŎƘ ƻǳǘ ŦƻǊ ǊŜŎƻƴŦƛǊƳƛƴƎ ŀ ǎŜƴǎŜ ǘƘŀǘ ΨŜǾŜǊȅƻƴŜ ƛǎ ŀǘ ǊƛǎƪΩ ƻŦ ƘƻƳŜƭŜǎǎƴŜǎǎ ŀǎ ǘƘƛǎ ŘƻŜǎƴΩǘ 
speak to the sector view that some groups are more at risk of homelessness than others.    





CAUSES OF HOMELESSNESS

Unprompted Causes of 
Homelessness

Base: 2020 Home For All Campaign (617); Attitudes Tracking Benchmark Dip (804).

Q. Please can you tell us what you think the main 
causes of homelessness are?

Peopleõs automatic response to homelessness is consistent over time. 
A quarter attribute it straight to drugs.

28

șDrug abuse / use / addictionȚ23% 26%

HFA PEAK ȓJULY 2020 ATTITUDES ȓOCT 2020

șUnemployment / losing a job / redundancyȚ

șMental illness / mental health problemsȚ

șAlcohol / alcohol abuseȚ

șDebt / financial issues / money reasonsȚ

șPovertyȚ

șRelationship breakdown / divorceȚ

șFamily feuds / disputesȚ

șLack of housing / affordable housingȚ

20% 20%

15% 16%

12% 16%

20% 15%

14% 12%

10% 9%

9% 7%

6% 6%

șDomestic violence / domestic abuseȚ5% 5%



CAUSES OF HOMELESSNESS

Causes of Homelessness 

Language Analysis by Age

18-29 YO

Amongst 18-29 YO, the language used to describe the causes of 
homelessness reflects their own challenges and struggles

29

òEducationó

ONLY AGE GROUP TO CITE POOR 

EDUCATION

òLazyó

șPoor national 

economy and 

breakdown of 

values and 

common sense.Ț

òEconomyó

ONLY AGE GROUP TO BLAME 

HOMELESSNESS ON THE ECONOMY

òOpportunitiesó

șPoor economy 

and badly run 

government.Ț

șMoney, bad 

education, no 

jobs, drugs.Ț

șThe 

opportunities 

available to 

them were few, 

bad education.Ț

ONLY AGE GROUP TO LINK 

HOMELESSNESS TO LAZINESS

șBecause people are 

too lazy to actually 

get a job, or they 

just spent all their 

money on drugs 

and ran out.Ț

șThey are 

too lazy to 

study.Ț

21.6x MORE LIKELY TO TALK ABOUT A 

LACK OF OPPORTUNITIES

șLess job 

opportunities.Ț

șLack of support 

from the 

government. Lack 

of job 

opportunities.Ț



CAUSES OF HOMELESSNESS

Causes of Homelessness 

Language Analysis by Age

30-44 YO

Alcohol, bad life choices and family breakdowns differentiate 
30-44 YO in terms of causes of homelessness.

30

òLife Choicesó

ONLY AGE GROUP TO BLAME 

HOMELESSNESS ON BAD LIFE CHOICES

òFamily 

Breakdownsó

șPoverty, mental 

health, drug and 

alcohol misuse.Ț

òAlcohol 

Misuseó

21.8x MORE LIKELY TO MENTION 

ALCOHOL ABUSE

șDrug and 

alcohol misuse.Ț

șPeople either make 

bad life choices or 

have just been 

unlucky.Ț

șBad life 

situation.Ț

ONLY AGE GROUP TO MENTION 

FAMILY BREAKDOWNS

șPoor income, 

mental health 

issues, drug and 

alcohol issues, 

family 

breakdowns.Ț

șSocial family 

breakdowns.Ț

șLife 

choices.Ț



CAUSES OF HOMELESSNESS

Causes of Homelessness 

Language Analysis by Age

45-59 YO

The reference to alcohol transforms into an addiction reference 
amongst 45-59 YO, and this age group are more likely to refer to 

people experiencing homelessness as ôthemõ.

31

ò3rd person 

pluraló

4.2x MORE LIKELY TO ARTICULATE 

HOMELESS PEOPLE AS ȖTHEMȗ

òAlcohol 

Addictionó

15x MORE LIKELY TO MENTION 

ALCOHOL ADDICTION

șAnumber of causes 

including drug and 

alcohol addiction, 

relationship 

breakdown or job 

loss.Ț

șMany are self inflicted, you 

set them up in 

accommodation, councils 

furnish them, they donȗt pay 

rent when its paid to them to 

pay a landlord. Many donȗt 

want to do anything except 

roam the streets, canȗt handle 

any responsibility.Ț

șNot enough 

places for 

them.Ț

șDrug addiction, 

alcohol addiction, 

gambling addiction, 

relationship break 

up, domestic 

abuse, job loss.Ț



CAUSES OF HOMELESSNESS

Causes of Homelessness 

Language Analysis by Age

60+ YO

Drug use is a more prevalent cause amongst 60+ YO, and they are 
more likely to articulate homelessness being caused by stress.

32

òStressó

ONLY AGE GROUP TO LINK STRESS 

TO HOMELESSSNESS

òHomeó

șJob losses 

relationship 

break up 

alcoholics drug 

use.Ț

òDrug useó

6.6x MORE LIKELY TO TALK ABOUT 

DRUG USE

șDrinking and 

drug use.Ț

șTragedy in 

someoneȗs life 

causing mental and 

emotional stress 

therefore being 

unable to cope with 

life's problems.Ț

șMental illness, 

escaping from 

abuse. Post 

traumatic 

stress.Ț

2.1x MORE LIKELY TO REFERENCE 

PEOPLE LEAVING THEIR HOMES

șYoung people 

ejected from their 

family home or 

have left the family 

home for some 

reason.Ț

șProblems at 

home or 

drugs, alcohol 

and lack of 

money.Ț

șPeople 

leaving home 

when not 

ready to do 

so.Ț



CAUSES OF HOMELESSNESS

Scale Of Extent Of 

Homelessness Causes
October 2020

Q. In your view, how much do each of the following 
cause homelessness in this country?

Indeed, drugs and alcohol are seen as an almost constant cause of 
homelessness for a quarter of UK adults. But structural causes are 

there in public thinking as well. 
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27% 24%
17% 17% 17% 16% 15% 15% 14% 14% 14% 13% 12% 11% 10% 7% 6%

49%
48%

48%
45% 43% 41% 42% 41%

54% 52%
42%

51% 50%
47%

38%
38%

33%

19% 23%

27%
29% 29% 34% 33%

31%

27% 26%

36%
27% 31%

34%

36% 40%

35%

3% 3%
6% 8% 8% 8% 8% 11%

4% 6% 6% 7% 5% 7%
13% 11%

20%

DRUG ABUSE /

ADDICTION

ALCOHOL ABUSE

/ ADDICTION

UNDERLYING

POVERTY

LACK OF JOBS /

LOSS OF

EMPLOYMENT

LACK OF

AFFORDABLE

HOUSING

INCREASING

COSTS OF LIVING

INSUFFICIENT

DRUG &

ALCOHOL

SUPPORT

INSUFFICIENT

BENEFITS

DOMESTIC

VIOLENCE /

ABUSE

MENTAL HEALTH

PROBLEMS

BAD PERSONAL

LIFE CHOICES

INSUFFICIENT

MENTAL HEALTH

SUPPORT

EXITING

INSTITUTIONS

RELATIONSHIP

BREAKDOWNS

LOW WAGES PROBLEMS

SAVING OR

MANAGING

MONEY

CULTURE THAT

DEVALUES WORK

IS ALMOST

NEVER THE

CAUSE OF

HOMELESSNESS

DOESNȗT 

USUALLY CAUSE 

HOMELESSNESS 

CAN SOMETIMES

CAUSE

HOMELESSNESS

CAN OFTEN

CAUSE

HOMELESSNESS

IS ALMOST

ALWAYS THE

CAUSE OF

HOMELESSNESS



CAUSES OF HOMELESSNESS

Most Common Cause of 

Homelessness
October 2020

Q. Please now think about the things that you feel are significant 
causes of homelessness. Please rank them in order of how 
significant you feel each one is a cause of homelessness in the UK.

Drugs or alcohol abuse are regarded as the main cause of homelessness 
by a quarter. Although media exposure is eroding this belief.
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15%

10%

6%

8% 8%

4%
3%

5% 5%

7%

5%
4% 4%

5%

2% 2% 2%

12%

9%

7%
8% 8%

5%
4%

5% 5%

7%

3%

5%
4%

6%

1%

3%
2%

DRUG ABUSE /

ADDICTION

ALCOHOL

ABUSE /

ADDICTION

UNDERLYING

POVERTY

LACK OF JOBS /

LOSS OF

EMPLOYMENT

LACK OF

AFFORDABLE

HOUSING

INCREASING

COSTS OF

LIVING

INSUFFICIENT

DRUG &

ALCOHOL

SUPPORT

INSUFFICIENT

BENEFITS

DOMESTIC

VIOLENCE /

ABUSE

MENTAL

HEALTH

PROBLEMS

BAD

PERSONAL LIFE

CHOICES

INSUFFICIENT

MENTAL

HEALTH

SUPPORT

EXITING

INSTITUTIONS

RELATIONSHIP

BREAKDOWNS

LOW WAGES PROBLEMS

SAVING OR

MANAGING

MONEY

CULTURE

THAT

DEVALUES

WORK
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CAUSES OF HOMELESSNESS

Attitudes
October 2020
Q. Hereȗs some statements people have made about 
homelessness -weȗd like to know what you think about the extent 
to which you agree or disagree with each one.

The constant pressure metaphor is clearly understood. Media 
exposure has some impact on attitudes concerning structural 

causation, but this is an area that requires some re-framing.
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76%

70%

47%

37%

77% 76%

57%

36%

POVERTY PUTS CONSTANT PRESSURE ON THE

PEOPLE AFFECTED BY IT

PEOPLE ARE OFTEN PUSHED INTO

HOMELESSNESS BY CIRCUMSTANCES BEYOND

THEIR CONTROL

HOMELESSNESS IS CAUSED BY SOCIETAL ISSUES,

NOT PERSONAL CHOICE

PEOPLE WHO ARE HOMELESS ARE OFTEN

RESPONSIBLE FOR THEIR OWN SITUATION

ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020 ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ



CAUSES OF HOMELESSNESS

This mental shortcut was softened over Christmas, when we know 
buzz will be heaviest and predominantly driven by charity discourse.

36 Base: Total seen homelessness buzz Dip 1 (264)

Mental Shortcut 

Individual Choice
Q. Thinking about homelessness, to what extent do 
you agree or disagree with each of the following 
statements?

% AGREEAT ALL

36%

30%
33%

37% 36%

HOMELESS PEOPLE ARE OFTEN RESPONSIBLE FOR THEIR OWN SITUATION

CAC 2019 PRE - SEPTEMBER 2019 CAC 2019 PEAK - NOV+DEC 2019

HFA PEAK - JULY 20202 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 20203

ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ

SIGNIFICANT SPIKE (95%+)



TYPES OF HOMELESSNESS

Mental Shortcut 

Individual Choice
BY AUDIENCE

This mental shortcut is firmly held amongst the non-addressable audience, so it 
is crucial to break down to drive support for the cause. 

37

37%
35%

44%

32%
36%

32%

41%

33%

45%

TOTAL

SAMPLE

18-29YO 30-44YO 45-59YO 60+YO WOMEN MEN ADDRESSABLE

AUDIENCE

NON

ADDRESSABLE

AGREE THAT HOMELESS PEOPLE ARE OFTEN RESPONSIBLE FOR THEIR OWN SITUATION

Base: Attitudes Tracking Benchmark Dip (804): 18-29YO (201); 30-44YO (185); 45-59YO (193); 60+YO (225); Women (410); Men (394); Addressable 
Audience (); Non Addressable (); Effectiveness (60); Make Me Feel Good (257); Personal Responsibility (63); Change Public Policy(95).



Framing conclusions and recommendations 

We can see that: 
ÅIndividualistic causes are still top of mind. 
ÅBut, systemic causes are there in public thinking to be elevated.

In response, we can: 
ÅKeep working hard to shine a light on structural causes ςincluding how we talk 

about drugs/ alcohol ςearly life trauma and inadequate service provision.  
ÅDial up the interdependencevalues frame when identifying structural causes ς

we know this frame is powerful for building structural thinking. 
ÅWatch out for activating strong mental shortcuts around behaviour, choice, 

and willpower.
ÅUse our tested metaphor constant pressure to explain why homelessness 

happens and set up how solutions work. 





SOLUTIONS + OPTIMISM

Base: Crisis Campaign Tracking: Pre 2019 Crisis At Christmas (413); 2019 Crisis At Christmas Peak (828); 2020 Home For All Campaign 
(617); Attitudes Tracking Benchmark Dip (804); Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz(264).

Q. Thinking about homelessness, which of the 
following statements best appliesȟ

Media exposure has a greater impact in softening this idea than the 
others measured.
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25% 25% 26%
29%

21%

HOMELESSNESS WILL ALWAYS EXIST IN OUR SOCIETY, NO MATTER WHAT WE DO

CAC 2019 PRE - SEPTEMBER 2019 CAC 2019 PEAK - NOV+DEC 2019

HFA PEAK - JULY 2020 ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020

ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ

Comms Challenge

Homelessness is Inevitable



SOLUTIONS + OPTIMISM

Thereõs a very clear age skew on this fatalism 
challenge, with the youngest feeling most positive. 

41

Comms Challenge 

Homelessness is Inevitable
BY AUDIENCE

29%

24%

29%
31% 32%

28%
30%

23%

42%

TOTAL

SAMPLE

18-29YO 30-44YO 45-59YO 60+YO WOMEN MEN ADDRESSABLE

AUDIENCE

NON

ADDRESSABLE

HOMELESSNESS WILL ALWAYS EXIST IN OUR SOCIETY, NO MATTER WHAT WE DO

Base: Attitudes Tracking Benchmark Dip (804): 18-29YO (201); 30-44YO (185); 45-59YO (193); 60+YO (225); Women (410); Men (394); Addressable 
Audience (); Non Addressable (); Effectiveness (60); Make Me Feel Good (257); Personal Responsibility (63); Change Public Policy(95).



SOLUTIONS + OPTIMISM

Attitudes: Positive
Solutions + Optimism

Base: Attitudes Tracking Benchmark Dip (804); Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz (264).

Q. Hereȗs some statements people have made about 
homelessness -weȗd like to know what you think 
about the extent to which you agree or disagree with 
each one.

Heartening responses around action and effectiveness- driven up by 
exposure to homelessness buzz
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66%

60%

41%
39%

34%

76%

70%

56%
52%

44%

ACTING NOW IS ESSENTIAL IF

WE'RE TO END

HOMELESSNESS FOR GOOD

IF THE GOVERNMENT TAKES

THE RIGHT STEPS, WE CAN

END HOMELESSNESS

I FEEL THERE'S A GROWING

CHANCE HOMELESSNESS CAN

BE ENDED FOR GOOD

MY PERSONAL ACTIONS CAN

MAKE A DIFFERENCE IN

ENDING HOMELESSNESS FOR

GOOD

I FEEL A PERSONAL

RESPONSIBILITY TO HELP

PEOPLE WHO ARE

EXPERIENCING HOMELESSNESS

ATTITUDE TRACKING - BENCHMARKING - OCTOBER 2020 ATTITUDES TRACKING BENCHMARK DIP - ALL WHO RECALL HOMELESSNESS BUZZ

% AGREEAT ALL



SOLUTIONS + OPTIMISM

Base: Attitudes Tracking Benchmark Dip (804)

Q. Thinking about ȟ which of the following 
statements best appliesȟ

Homelessness is not the most fatalistic cause in October 2020, but it is the one 
where society puts the biggest responsibility on the government to solveé

43

Cause Solvability
October 2020

39% 37% 33% 30% 29%
24% 22% 20%

16%
12% 15%

15%

33%

29%
24%

23%

14%

5% 8% 13%

8%

10%

5%
4%

21%

40% 38% 36%

26%
31%

41% 46%

CANCER RACISM MENTAL HEALTH

STIGMA &

DISCRIMINATION

ANIMAL CRUELTY &

NEGLECT

HOMELESSNESS CHILD POVERTY CLIMATE CHANGE COVID-19

IF WE TAKE THE RIGHT STEPS AS

A SOCIETY, WE CAN ERADICATE

THIS PROBLEM TOGETHER

CHARITIES ARE BEST PLACED TO

ERADICATE THIS PROBLEM

THE GOVERNMENT ARE BEST

PLACED TO ERADICATE THIS

PROBLEM

THIS PROBLEM WILL ALWAYS

EXIST IN OUR SOCIETY, NO

MATTER WHAT WE DO



SOLUTIONS + OPTIMISM

Action Taken Towards 

Ending Homelessness

Base: 2020 Home For All Campaign (617); Attitudes Tracking Benchmark Dip (804); 
Attitudes Tracking Benchmark Dip: All who have heard / seen any homelessness buzz (264).

Q. Thinking about the UK as a whole, to what extent 
do you think that there is something being done to 
end homelessness for good?

Most people acknowledge that something is being done to end 
homelessness, and exposure to media enforces this belief.
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6% 4%

30% 33%
28%

47% 46%
51%

11% 11% 16%

HFA PEAK - JULY 20202 ATTITUDE TRACKING -

BENCHMARKING - OCTOBER

20203

ATTITUDES TRACKING

BENCHMARK DIP - ALL WHO

RECALL HOMELESSNESS BUZZ

SIGNIFICANT ACTION IS BEING TAKEN TO

END HOMELESSNESS

SOME ACTION IS BEING TAKEN TO END

HOMELESSNESS

BARELY ANYTHING IS BEING DONE TO

END HOMELESSNESS

ABSOLUTELY NOTHING IS BEING DONE TO

END HOMELESSNESS


