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Abstract : We Are Undefeatable - is a mass marketing behaviour change campaign that aims to support the least active people
living with long term health conditions to be more active. This is an important issue to address because people with long term
conditions are an historically underserved community for the sport and physical activity sector and the least active of those
with long term conditions have the most to gain in health and wellbeing benefits. The campaign has generated a significant
change in the way physical activity is communicated and people with long term conditions are represented in the media and
marketing. The goal is to create a social norm around being active. The campaign is led by a unique partnership of
organisations: the Richmond Group of Charities (made up of Age UK, Alzheimer’s Society, Asthma + Lung UK, Breast Cancer
Now, British Heart Foundation, British Red Cross, Diabetes UK, Macmillan Cancer Support, Rethink Mental Illness, Royal
Voluntary Service, Stroke Association, Versus Arthritis) along with Mind, MS Society, Parkinson’s UK and Sport England, with
National Lottery Funding. It is underpinned by the COM-B model of behaviour change. It draws on the lived experience of
people with multiple long term conditions to shape the look and feel of the campaign and all the resources available. People
with long term conditions are the campaign messengers, central to the ethos of the campaign by telling their individual stories
of overcoming barriers to be active with their health conditions. The central messaging is about finding a way to be active that
works for the individual. We Are Undefeatable is evaluated through a multi-modal approach, including regular qualitative focus
groups and a quantitative evaluation tracker undertaken three times a year. The campaign has highlighted the significant
barriers to physical activity for people with long term conditions. This has changed the way our partnership talks about
physical activity but has also had an impact on the wider sport and physical activity sector, prompting an increasing departure
from traditional messaging and marketing approaches for this audience of people with long term conditions. The campaign has
reached millions of people since its launch in 2019, through multiple marketing and partnership channels including primetime
TV advertising and promotion through health professionals and in health settings. Its diverse storytellers make it relatable to
its target audience and the achievable activities highlighted and inclusive messaging inspire our audience to take action as a
result of seeing the campaign. The We Are Undefeatable campaign is a blueprint for physical activity campaigns; it not only
addresses individual behaviour change but plays a role in addressing systemic barriers to physical activity by sharing the lived
experience insight to shape policy and professional practice.
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