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BACKGROUND

Our home, both the location and the
physical building itself, influences almost
every aspect of our lives - from how well
we sleep, to how often we see friends, to
how safe and secure we feel. If we want

to improve the health and wellbeing of
individuals, families and communities,
there can hardly be a more important place
to start than the home: it is where most
people spend most of their life.

Much work has been carried out on establishing the links between
poor housing and ill health, and increasingly on the links between
sustainable, well-designed homes and better health and wellbeing
in residents. However, this evidence has not yet had an impact in
the market.

This report is about beginning a concerted effort to shift the
market towards a focus on the mental, social and physical health
and wellbeing of the people who occupy the homes we build and
retrofit.

It is aimed at all those with a role in developing, designing,
delivering or managing housing, and is focused on general needs
homes in the UK housing sector. We aim to gather and distil

the most compelling evidence and advice about building and
neighbourhood design features which can enhance the health and
wellbeing of residents.

The report also explores the ‘value’ case for action. Through a
combination of a literature review, dialogue with housing providers
and dedicated consumer research undertaken by one of our task
group members, Saint-Gobain, we demonstrate that there is a
compelling business case for the industry to focus on health and
wellbeing in residential property.

What is health and wellbeing?

The World Health Organisation defines health not as merely the
absence of ill-health but as “a state of complete physical, mental
and social wellbeing”. Therefore, we have interpreted “health and
wellbeing” to include social, psychological and physical factors.

Physical health can be described as the absence of disease, as well
as optimal functioning of our body. Mental health is about much
more than just the absence of mental illness: it encompasses
positive issues such as peace of mind, contentment, confidence
and social connection. Social wellbeing is determined by the
strength of an individual's relationships, and the way in which they
function within their community.

It is important to note that health and wellbeing is influenced by

a complex combination of genetics, behaviour and environmental
factors. The built environment, and professionals who work in this
sector, do not have an influence on all of these factors, but they do
play a crucial enabling role.
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KEY FINDINGS

1) Construction and property professionals have an opportunity
to dramatically enhance the lives of the people they design
and buld or RESILIENCE comroRT |l SENSORS M BEDROOMS [l COLOURS SYSTEMS
Whilst built environment professionals may not have direct control designed in, with ensured, using that monitor that promote that promote are energy efficient
p y . . . -y . g . .
over the wide ranging determinants of health and wellbeing, the homes able to adapt passive design to indoor conditions healthy sleep, balance, and low-emission
evidence highlighted in this report shows that the design and quality and respond to prevent both and increase relaxation and wellbeing and heating, cooling and
. . . . . . . g g g
of a home and neighbourhood is a key contributor to the health and : changing occupant overheating and resident respond to relieve stress ventilation systems
wellbeing of the people who live there. and well-designed requirements and excessive awareness circadian and anxiety with simple and
ventilation future climate change heating costs rhythms user-friendly
2) Itis vital to consider all three aspects of health and wellbeing systems that controls
equally - mental, social and physical. promote good
The industry is, perhaps, more used to dealing with the indoor air quality SECURITY
environmental design parameters associated with physical occupant is built in: hom
health, and while these aspects are critically important, they are SOUND sbu -home
- : environments are
only one part of the picture. In order to provide the most favourable fe and
environments in which people can flourish, it is vital to consider all INSULATION SEliZElielElEElis
three aspects of health and wellbeing equally. and good double
lazing to
3) The emerging solutions to minimising the impact of the built [g)l’omoqte quiet STORAGE
enwr.onment on m.ental h_ealth are, Iarge!y, the same as those and tranquil home and space provision
required to minimise the impact on physical health. environments to promote
Evidence shows that a single design feature, such as good daylight stres_s-free. _
levels, good ventilation or the provision of open space, can have LIGHT functional living
a simultaneous positive impact on mental wellbeing and physical
health: therefore, these need to be considered early in the design is optimised with @ fabric/envelope
process. generous access @ internallayouts/
to daylight and interi i
4) Many of the design features which enhance health and sunligyh’?and interior design
wellbeing also bring positive environmental benefits. well-designed @ BN N oebe-=8 o F © systems
i , @ interface with
For example, better daylighting can also reduce energy consumption supplementary neighbourhood
and carbon emissions, and the provision of green space can enhance electric lighting 9
biodiversity. However, we need to be aware of and address possible @ strategy
tensions — such as balancing the need for more energy efficient overall concept
homes with the need for improved air quality through adequate
ventilation and air filtration.
5) Consideration of health and wellbeing is increasingly

influencing consumers’ buying and decision-making
processes, spanning generations and consumer
demographics.
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WHAT IS A ‘HEALTHY’ HOME?

CONNECTED W m QUIET SPACE Il KITcHENS B LAUNDRY B FLOURISHING

The results of our consumer research clearly demonstrate that to local amenities, th_at proyides and !ay_out; that provides settings that_ promotg proyision_to is enabled: homes not o_nIy

UK consumers want a home that contributes o their health and public transport, stlmulatlng maximise views fo_r focuse_d V\_/ork, _p03|t|ve_famlly avoid moisture, allow people to be physically

wellbeing. Gver 30 per cent of home cwners would e willng to and pedestrian environments for out qnd_natural privacy, thinking, interaction and mould growth and r_nentally heal_thy, but also

pay more for this, with nearly as many renters prepared to pay higher routes to the _ social engagement ventllatlo_n_ relaxat_lon and encourage an_d poIIutgnt_ provide opportunities to

rent for such a home wider community and play opportunities reflection healthy eating build-up within restore, uplift the spirit, and
the home make people happy!

Infographic developed for UK-GBC by PRP
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KEY ACTIONS REQUIRED

Reaching a tipping point in the demand for and supply
of healthy homes requires action across all parts of the

housebuilding value chain:

For clients, developers and housing
associations

+ Engage designers early in the
development process, to undertake
assessments and analysis of
opportunities to promote health and
wellbeing for residents

+ Factor in ability to deliver health and
wellbeing objectives in to selection
of construction team and ensure that
construction monitoring services are
engaged

* Provide residents with easy-
to-understand operational and
maintenance information so that they
are able to maximise the health and
wellbeing benefits of their home

For designers and contractors

 Act as an advocate for healthy,
sustainable design and challenge the
client to be as ambitious as possible

+ Put residents’ health and wellbeing
at the heart of building and
neighbourhood design, including
consideration of changing future
needs

« Select materials and systems that
are robust, low maintenance, low
emission and resource efficient

+ Commit to strategies for testing and
commissioning the construction so
that the homes meet the intended
functionality and performance

built in through sustainable
drainage systems and
permeable surfaces to
mitigate flood risk; and
passive cooling techniques
to minimise urban heat
island effect

EDUCATION

access with options at
primary, secondary and
tertiary levels
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WHAT IS A ‘HEALTHY’ NEIGHBOURHOOD?

EMPLOYMENT

accessible for all, with
business networks and
training opportunities

'UNDERGROUND

COMMUNITY

facilities and

HEALTHY HOMES

that promote physical
health, mental wellbeing

minimised and
monitored from

controlled through
sound insulation and

and good family site planning traffic and energy
relationships (see diagram generation
‘What is a healthy home?’)

———

HEALTHCARE

and supporting services
access for all

ACTIVE DESIGN

of public realm to local and
strategic cycling
networks, walking routes

with walkable neighbourhoods
that encourage walking,
cycling, car clubs, and the use

engagement to
create a sense of

+ For mixed-use and multi-residential For agents and advisors

developments engage property
management services to ensure

the development is well maintained
and safe, helping to enable social
interaction, and active use of outdoor
spaces

+ Undertake post occupancy evaluation,
ideally with the design and
construction team, to learn and share
lessons

+ Ensure all staff have appropriate
knowledge on key trends, design
standards and changing householder
aspirations on health and wellbeing

+ Act as an advocate to developer
clients on consumer trends, and the
importance of health and wellbeing

+ Reflect health and wellbeing
of developments in pricing and
marketing strategy

pride, ownership
and cohesion

through access to arange of
leisure, sports, fitness and
recreational facilities to
encourage regular physical
activity and exercise

A L
50." o0 LB

providing arange of
safe and secure play
provision for
children and young
people

impact minimised
including reduction of
waste, noise, dust,
vibration and emissions

and public transport
provision

of public transport to reduce
car dependence and improve

ART & CULTURE

through access to
public art and
cultural venues

q

through improved
existing habitats,
greenroofs and
living walls

HEALTHY FOOD

22,

levels of physical activity

GROCERY

48R

GREEN SPACES

that are diverse and
well-maintained to promote
community interaction,
fitness and mental health

with access to fresh,
nutritious produce,
local shops, farmers
markets and
opportunities for local ;
food production |:

with well-integrated and
easily accessible mix of
homes, shops, schools,
services, cultural venues
and local businesses

SAFETY & SECURITY

with strong community engagement,
an active and well-maintained public
realm, safe and well-lit pedestrian
routes and traffic calming measures
that make neighbourhoods feel safe
and secure

and inclusive
neighbourhoods that
support independence
and empowerment

Infographic developed for UK-GBC by PRP
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