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Key Research Themes

1. The promotion of walking & cycling

2. The investigation of sedentary behaviour

3. Physical activity amongst key ‘at risk” groups
4. Measurement & Surveillance

5. Communication of key messages

6. Evaluation

Prof Nanette Mutrie MBE

http://www.ed.ac.uk/education/rke/centres-groups/pahrc
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RESEARCH INTERESTS — PHYSICAL
ACTIVITY EPIDEMIOLOGY

Health benefits of physical activity
(especially walking and cycling)

Measurement of walking and cycling

Messaging and communicaiton

@narrowboat paul Evaluation of interventions and policy



https://twitter.com/narrowboat_paul
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FOR A HAPPIER,
HEALTHIER SCOTLAND

https://www.pathsforall.org.uk/
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Our Mission

Our mission is o support people
in Scobland Go be active every day.
Walking is the easiest and most

accessible way Go do Ghis.

To change the way people move,
travel and enjoy life in Scotland, our
work will focus on Ghree chemes:

is for
every day.

Step

Our sbrabegic sbabement

https://www.pathsforall.org.uk/medial

ibrary/other/english/paths-for-all-

strategy-2022-.pdf
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Home { Hational Active Travel Conference 2021

National Active Travel
Conference 2021

Book now for this years Active Travel Conference

Scotland's Active Travel

Conference 2021

-
WALKING, /4 A
CYCLING,
CONNECTING )
COMMUNITIES. @ ®

“Priority for recovery: the importance of
active and sustainable travel” (July 2021)



“An introduction to making the case for
active travel ” (February 2022)




How CAN MESSAGING AND COMMUNICATION
SUPPORT AND PROMOTE ACTIVE AND
SUSTAINABLE TRAVEL?
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- Sources of behaviour
- Intervention functions

Policy categories

Figure 2 The Behaviour Change Wheel.

Michie et al (2011)

https://implementationscience.bi

omedcentral.com/track/pdf/10.11

86/1748-5908-6-42



https://implementationscience.biomedcentral.com/track/pdf/10.1186/1748-5908-6-42

Communication as a key tool in behaviour change

Behaviour change

Communication and messaging

Education Persuasion




Incentivisation

Types:

Examples:

Williamson, Baker and Kelly (in development)

Restriction

Education

Persuasion

Communication

Michie’s intervention functions

Training

Modelling

Environmental
restructuring

Scientific
outputs

Reporting and
dissemination
of research

Face-to-face
counselling or
advice

Journal articles

Blogs, talks,
essays, news
media (online,
print, radio, tv)

Counselling from
HCPs, advice based
on individual goals

delivered face-to-

face

Health care
professional
messaging

Public
messaging

cCMOo
infographics of
PA guidelines

Pieces of PA related info
displayed in various non-
direct formats e.g. video
or radio ads, posters,
vinyl, leaflets etc.

Enablement

Messaging

Messaging within
scope of this
research



What works to promote walking at the population WHAT WORKS TO PROMOTE
. . WALKING AT A POPULATION
level? A systematic review LEVEL?

Charlie Foster,' Paul Kelly,” Hamish A B Reid,? Nia Roberts,” Elaine M Murtagh,’ 1 P
David K Humphreys,® Jenna Panter,” Karen Milton® T
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’

“We found mass media, community initiatives
and environmental change approaches

increased walking (range from 9 to 75
min/week).”

WALK MORE FOR
YALR HEALTH

https://bjsm.bmj.com/content/52/12/807.abstract



https://bjsm.bmj.com/content/52/12/807.abstract

JISPAH

EIGHT INVESTMENTS THAT WORK
FOR PHYSICAL ACTIVITY

Beswions [leseanimn [ @see [ @seal  iSramtrets

The 8 Best Investments

“To support countries, states, cities, towns
and villages ready to respond, ISPAH
outlines eight investments that work for
physical activity, which are supported by
good evidence of effectiveness and have
worldwide applicability”

https://www.ispah.org/resources/key-resources/8-

investments/



https://www.ispah.org/resources/key-resources/8-investments/
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of global targets for all countries to reduce physical
inactivity by 10% by 2025, and 15% by 2030.

o2

WHOLE-OF-SCHOOL ACTIVE URBAN DESIGN
PROGRAMMES

@ ISPAH's Eight Investments can suppart the achievement

Infographic

https://www.ispah.org/resources/key-resources/8-
investments/

WORKPLACES INCLUDING MASS MEDIA

SPORT AND
RECREATION FOR ALL

Read the full document available from: www.ISPAH.org/resources
How canyou help? 1.Share 2.Endorse 3.Feedback

sz sranons [ @ErioRs W @EPAH
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Necessary but not
sufficient




Kelly et al. International Journal of Behavioral Nutrition and Physical Activity 2014, 11:132
http/fwww.ijbnpa.org/content/11/1/132

‘ International Journal of Behavioral
] ,

Mutrition and Physical Activity

RESEARCH Open Access

Systematic review and meta-analysis of reduction
in all-cause mortality from walking and cycling
and shape of dose response relationship

Paul F:E'“}-']"?“, Sonja I-(ahlmeiera, Thomas Géts::hiE, Micola Drs.inii, Justin HichardaS, Mia F-I::nberts.ﬁ,
Peter Scarborough' and Charlie Foster'

http://www.biomedcentral.com/content/pdf/s12966-014-0132-x.pdf
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How wouULD BIG BUSINESS COMMUNICATE AND
MESSAGE WALKING ?
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Wouldn't it be great if everyone
decided to create a little happiness by

walking together




How WoOuULD BIG BUSINESS PROMOTE
WALKING ?



@ Beyond cycle lanes and large-scale infrastructure: a

scoping review of initiatives that groups and
organisations can implement to promote cycling for
the Cycle Nation Project

Paul Kelly @, Chloé Williamson," Graham Baker,' Adrian Davis, " Sarah Broadfield,’
Allison Coles,® Hayley Connell,* Greig Logan,*” Jill P Pell,* Cindy M Gray,*
Jason MR Gill,** On behalf of the Cycle Nation Project

OPEN ACCESS

Sf
BRITISH
MY CYCUNG ‘ 4Xp Hseeuk

British Journal of

Sports Medicine Cycle Nation

https://bjsm.bmj.com/content/early/2020/03/26/bjsports-2019-101447 PrOJeCt



https://bjsm.bmj.com/content/early/2020/03/26/bjsports-2019-101447

Aim:
To provide a broad menu of techniques and strategies, which could be

used to inform the design of future interventions to promote cycling at
levels below the macro-built environment.

Macro -Physical

Unlikely to be
feasible for groups
and organisations

Environment

-,
- -

# ) g
y Micro -Physical s
Environment \‘

\

(More) Likely to be
feasible for groups
and organisations

Adapted from Ecological model
(Sallis, 1998)




Initiatives, functions and actions

Cycling project

Initiative

Function Education Persuasion

Action Knowledge of Travel Tailored
category benefits planning information
: Information :
Action Ormat Route maps Tailored letters
leaflets




Figure 3
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Map of cyding promotion functions, action categories and action types.

The map

93 Action types
across the 9
Intervention

functions

S/
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Meveting | 4P Hsecuk

Cycle Nation
Project



B. Persuasion

AS, Cycling related
contact numbers

Bl. One-to-one

counselling

B1.1. Barrier identification and
solutions

B1.2. Offering motivation to alter
travel behaviour

B3.1. Tailored phone calls to nudge
behavior change

B3.2. Tailored letters

B3.3. Tailored messaging

B2.1. Group counselling to
increase cycling

B4.1. Individualised travel diaries
with feedback




How CAN WE COMMUNICATE BETTER?

WHAT INFORMATION SHOULD WE
COMMUNICATE?



4 Centre for
A Ageing Better

Action today for all our tomorrows

Attitudes to active travel among people aged 50-70 in the UK:
a review of the literature

Davies, Cavill, Corner, Cope

(Aug 2021)

https://ageing-better.org.uk/publications/active-travel-and-mid-life



https://ageing-better.org.uk/publications/active-travel-and-mid-life

Environment

There were virtually no references to the environmental
benefits of cycling and walking within this review data.

It appears that enjoying the outdoor environment is much
more of a motivator for 50-70 year-olds than protecting
the environment.

https://ageing-better.org.uk/publications/active-travel-and-mid-life



https://ageing-better.org.uk/publications/active-travel-and-mid-life

There were few or no references to ‘saving the planet’ or

‘reducing carbon’, and more to enjoying being outside and
enjoving the local environment.

This includes being part of the local community — meeting

and bumping into people —as much as green space or
nature”

https://ageing-better.org.uk/publications/active-travel-and-mid-life



https://ageing-better.org.uk/publications/active-travel-and-mid-life

&« Tweet

11 Cir Lesley Macinnes Retweeted

Sustrans &
@sustrans

New survey finds that 67% of young people are worried
about how #airpollution will affect their health. It is
more important than ever that we shift everyday trips
from private cars to #walking, #cycling and public
transport. airqualitynews.com/2021/06/01/chi...
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https://twitter.com/sustrans/statu
s/1399762057810022400

& AirQualityMews.com and Global Action Plan


https://twitter.com/sustrans/status/1399762057810022400

LINEAR CAUSE AND EFFECT?



Do we understand peoples’ motives for walking?

I’'ve been to the
pub —can’t drive!

Carisin the
garage

Parking is
expensive/difficult

Walking clears |
g = Lialds
my head e Ephd




Do we understand peoples’ motives for walking?

Want to stop at

the pub It is the quickest

way

’ I fi ; -!.rli_: . i';l i".

ViR 0 5.2 fit I | i '._rllu--.l.._}l_é.-:.qu_'_f‘. HT

Shops are walkable




What is your message?

What do people value?
D



Messaging of physical
activity

Dr Chloé Williamson

University of Edinburgh
twitter: @Chlobobs_ | email: chloe.williamson@ed.ac.uk

With thanks to Dr Graham Baker



mailto:chloe.williamson@ed.ac.uk

Williamson et al. international Journal of Behavioral Nutrition and Physical Activity . .
(2020)17:51 International Journal of Behavioral

https//doi.org/10.1186/512966-020-00954-3 Nutrition and Physical Activity

REVIEW Open Access

Get the message? A scoping review of ®

physical activity messaging | Hedsss CO”ated and Summarlzed EVIdenCG frOm 123
Chloé Williamson', Graham Baker, Nanette Mutrie, Ailsa Niven and Paul Kelly

studies on physical activity messaging

Abstract

Background: Understanding how to create and deliver effective physical activity (PA) messages for and to various
population subgroups may play a role in increasing population PA levels. This scoping review aimed to provide an
overview of what is known about PA messaging and highlight key research gaps.

Methods: We followed a 5-stage protocol proposed by Arksey & O'Malley and the Preferred Reporting Items For H d I o f' d = 1
Systematic Reviews and Meta-Analyses (PRISMA) extension for scoping reviews checklist. Stage 1: research guestions ea I ne I n Ing

were identified. Stage 2: we identified relevant studies by searching electronic databases, contacting existing
networks and hand searching reference lists. Stage 3: studies were screened in Covidence™ software. Stage 4: study
data were extracted and charted. Stage 5: findings from included studies were collated, surnmarised and reported
in two ways: (1) a descriptive numerical analysis providing insight into extent, nature and distribution of the

included studies, and (2) a narrative summary summarizing the evidence reviewed organised by messaging M essa ges S h O u Id :

concepts and by population subgroup.

v . v - = v vid - | e . vV Ll Ll
included in final analysis. We found that PA messaging evidence is complex and multidimensional in nature, with - be pOSItlve Iy fra m Ed

numercus concepts to consider when creating or evaluating messages. The extent to which these different PA

messaging concepts have been researched is variable. Where research has accumulated and evidence is consistent, 2 g
- highlight short term outcomes

specifically relating to social and mental health, (2) message content should be tailored or targeted to intended

recipient(s), and (3) when developing messages, formative research, psychological theory and/or social marketing - S pecifi Ca I Iy re I ati n g to m e nta I

principles should be used.

Ll
improving population PA levels. However, it is a complex and multidimensional concept and greater understanding a n d SOCIaI h ea It h

is still needed. We present a synthesis of the existing evidence, highlighting key areas where evidence has
accumulated and where gaps lie, as well as recommendations for PA messaging to different population subgroups.

Keywords: Exercise, Public health, Guidelines, Communication, Dissemination




Williamson et al. international Journal of Behavioral Nutrition and Physical Activity . .
(2020) 17:51 International Journal of Behavioral

https://doi.org/10.1186/512966-020-00954-3 Nutrition and Physical Activity

® Headline findings 2

Check for
| updates

Get the message? A scoping review of
physical activity messaging .
Chloé Williamson', Graham Baker, Nanette Mutrie, Ailsa Niven and Paul Kelly M essageS Sh OU Id be taI|OTEd Or

targeted to intended recipient(s)

Abstract

Background: Understanding how to create and deliver effective physical activity (PA) messages for and to various
population subgroups may play a role in increasing population PA levels. This scoping review aimed to provide an
overview of what is known about PA messaging and highlight key research gaps.

o o (]

Methods: We followed a 5-stage protocol proposed by Arksey & O'Malley and the Preferred Reporting Items For H ead I | ne fl nd | ngs 3
Systematic Reviews and Meta-Analyses (PRISMA) extension for scoping reviews checklist. Stage 1: research guestions
were identified. Stage 2: we identified relevant studies by searching electronic databases, contacting existing
networks and hand searching reference lists. Stage 3: studies were screened in Covidence™ software. Stage 4: study
data were extracted and charted. Stage 5: findings from included studies were collated, surnmarised and reported
in two ways: (1) a descriptive numerical analysis providing insight into extent, nature and distribution of the W h d I g
included studies, and (2) a narrative summary summarizing the evidence reviewed organised by messaging e n eve O pl ng I I Iessage S,
concepts and by population subgroup.

(]
Results: A total of 9525 references were imported into Covidence™ for screening. Of these, 123 studies were fo rmatlve resea rc h’

included in final analysis. We found that PA messaging evidence is complex and multidimensional in nature, with
numercus concepts to consider when creating or evaluating messages. The extent to which these different PA

messaging concepts have been researched is variable. Where research has accumulated and evidence is consistent, pSYChOIOgica I theo ry a nd/o r

specifically relating to social and mental health, (2) message content should be tailored or targeted to intended

recipient(s), and (3) when developing messages, formative research, psychological theory and/or social marketing soc I a I m a rkEtl ng p rl n CI p I es
principles should be used.
should be used

improving population PA levels. However, it is a complex and multidimensional concept and greater understanding
is still needed. We present a synthesis of the existing evidence, highlighting key areas where evidence has
accumulated and where gaps lie, as well as recommendations for PA messaging to different population subgroups.

Keywords: Exercise, Public health, Guidelines, Communication, Dissemination




Physical Activity Messagin
Recommendations , L
For different groups PhyS|caI act|V|ty is cool

and fun
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The PAMF (Physical Activity Messaging Framework)

Decisions made in each ¢ action should be used to inform those in subsequent sections

1. Who, When, What, How and Why? 2. Message Content 3. Message Format and Delivery

Who? (in which group(s)?)

information types: combination of:

Identify the target audience and engage with What to do Why you should Text e e Music
them throughout message development ecommendations X : (e.g. “physica ; (e.g. uses 'fun
on quantity and Information about Practical or e £ o) people having fun music)
2. , 4 f I:y cal benefits/ supportive being active)
When? (in which context?) type ot physica consequences of information

activity activity/inactivity Consider the following format concepts:

Consider the time of year and social/political
context of the message

This information may be: Media, mode or channel Volume or length

(e.g. poster, radio advert, (e.g- 100 words or 20
social media post) seconds)

? 0 i ?
What? (is the aim of the s Generic (suitable for Personalised (i.e.
What is the specific aim of the message?

Gaifl:;;relgss- all), targeted (suitable includes data like
benefits or for specific group) or name or Consider the following delivery concepts:
knowledge, motivation, perceptions) onsequences talorsd {to an home address)

Which outcomes are being targeted? (e.g.
individual) or not

Provider, source Setting(s) Frequency, time of day
How? (is the message intended to work?) Relating to concepts above, consider the following: or messenger In whg:h & duration
Who will the iz il How often will the
; ; ; Language and choice of words Message tone MBS GRS b message be delivered,
fo Whld‘; mechan:tsm(s) sl me.sli?a.ge (e.g. ethnically, culturally, (e.g. formal, encouraging ~ from? (e.g. GP, er;nciiizai ®  atwhattime and for
unction? (e.g. beliefs about capabilities) contextually and age-appropriate) or threatening) government) ' how long?

Where possible, de« sions throughout all 3 sections should be based on one or more of:

'he message may contain one or more of the following Information (content) may be conveyed via one or a

* Formative evaluation and co-production with target audie ce * Relevant psychological or sociological theory + Existing literature/evidence involving target audience

Consid »r diversity, equity and inclusivity throughout

Williamson et al (2021) https://link.springer.com/article/10.1186/s12966-021-01230-8



https://link.springer.com/article/10.1186/s12966-021-01230-8

WHAT ARE WE TRYING TO ACHIEVE?



Messaging to change public opinion

Adapted from Ecological model
(Sallis, 1998)




@ Maximising the impact of global and national
physical activity guidelines: the critical role of

communication strategies

Karen Milton @ ,' Adrian E Bauman,’ Guy Faulkner,® Gerard Hastings,”
William Bellew,” Chloé Williamson @ ,* Paul Kelly @ °

OPEN ACCESS

https://bjsm.bmj.com/content/bjsports/54/24/1463.full.pdf



https://bjsm.bmj.com/content/bjsports/54/24/1463.full.pdf

Situational analysis

Stakeholder analysis . @ Maximising the impact of global and national
physical activity guidelines: the critical role of
communication strategies

OPEN ACCESS

k

Karen Milton @, Adrian E Bauman,® Guy Faulkner,® Gerard Hastings,*

Development of communications: William Bellew,” Chloé Williamson @ ,° Paul Kelly @ °

» What is the aim?

YaJeasal aAljewIo]

* What messages will be communicated?

« How will the messages be conveyed?

T

Development of policies and practices
to support behaviour change

4

Implementation

https://bjsm.bmj.com/content/bjsports/54/
Figure 1 A planning framework for physical activity communication, 24/1463 full.pdf

adapted from Hastings.”



https://bjsm.bmj.com/content/bjsports/54/24/1463.full.pdf

Table 1

Communication aims and key audiences

1 2 3 4 3 b 7
Policy-makers
Target of Policy-makers within outside the health Specific population Non-health
communications  the health sector sector Key stakeholders General public subgroups Health professionals professionals
Purpose of Advocacy Advocacy Advocacy Education Education Education Education
communication
Aim of guideline  Encourage national Increase recognition  Increase awareness  Increase awareness  InCrease awareness  Inorease awareness Increase awareness
communication adoption of the WHO  of the role of physical of the role that a and knowledge of and knowledge of and knowledge of and knowledge of
physical activity activity in contributing range of stakeholders the physical activity  the physical activity  the physical activity  the physical activity
guidelines and/or to a broad range of  can play in gaining  guidelines guidelines guidelines guidelines
national guidelines diverse yet related wider recognition and  Increase awareness  Increase awareness  Increase knowledge,  Increase knowledge,
Encourage integration  agendas greater support for  and knowledge of and knowledge of skills and confidence  skills and confidence
of physical activity Increase cross-sectoral the physical activity  how to achieve the  how to achieve the  in promoting physical  in promoting
into all relevant health engagement in agenda physical activity physical activity activity physical activity,
policies policies and actions ~ Engage a wide group  guidelines guidelines, tailored Encourage integration solely and as part
Encourage scaled- in sectors outside of  of stakeholders Reduce (real and to each subgroup's  of physical activity of multidisciplinary
up and coordinated health that promote  in advocating for perceived) barriers to  circumstances promotion into or multisector
actions. physical activity (ile, ~ physical activity being physically active (eg, persons with routine practice. collaborations
use a 'health in all guidelines and the Influence attitudes,  disabilities) or cultural Encourage imtegration

Maximising the impact of global and national
physical activity guidelines: the critical role of

©®

OPEN ACCESS

communication strategies

Karen Milton
William Bellew,” Chlog Williamson

," Adrian E Bauman,? Guy Faulkner,? Gerard Hastings,*
3 Paul Kelly

5

https://bjsm.bmj.com/content/bjsports/54/24/1463.full.pdf
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In summary

Communication and messaging a necessary part of a “systems” approach
Core component of behaviour change but also impacting policy
Physical activity researchers starting to look at this more

And develop frameworks and guidance that will aid practice




Physical Activity for Health Research Centre (PAHRC)

Please get in touch if you have any questions!

p.kelly@ed.ac.uk

@narrowboat paul

Paul Kelly Feb 2022

Lecturer in physical activity and health
physicalactivity



mailto:p.kelly@ed.ac.uk
https://twitter.com/narrowboat_paul
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