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WE ARE
UNDEFEATABLE




Methodology: online and face to face survey with 2,015

people with long-term conditions

This is the ninth post-campaign wave of research. Interviews were carried out using Dynata panel with quotas set to

ensure that the sample is broadly representative by region, age, gender and long-term condition. Additionally, CAPI
(Computer Assisted Personal Interviewing) data was collected face to face in areas across England.

PRE-
CAMPAIGN
Summer Autumn Spring Summer Autumn Spring Summer Autumn Spring Summer
2019 2019 2020 2020 2020 2021 2021 2021 2022 2022
(2nd - 27t (8th - 27th (20th March ~ (15th July - (215t Oct - (30t Mar - (34 — 20t (12t Nov — (22 Mar — (22 Mar —
August October - 7th April 3rd August 12t Nov 220 Apr Aug 1st Dec 12t Apr 12t Apr
2019) 2019) 2020) 2020) 2020) 2021) 2021) 2021) 2022) 2022
Online 1,292 1,338 1,340 1,350 1,340 1,340 1,349 1,340 1,340 1,350*
CAPI 710 642 - - - - 668 658 698 665

The F2F CAPI interviews are aimed to collect data from more vulnerable, harder to
reach and digitally excluded audiences. As such, the sample profile differs for
online and CAPI, with CAPI more likely to be older and inactive.

As in the last report, we have focused on the total sample when analysing the
results, showing online only trends for past waves where relevant.

*This wave also includes a boost
of 200 additional respondents
from ethnic minority groups
making the overall base size of
the ethnic minority groups boost
for analysis 337. The main
sample excludes this boost.



A representative sample allowing
us to track changes over time

The sample profile for Sample profile )

this wave was matched A . 300,
Gend

to the sample from == Long term depression/ anxiety I

previous waves. Female 58% 0%
Male 41% e

Minor weighting was

. Asthma
- .
applleq to the post Social Grade - B - 21%
campaign data on e - A long term limiting mobility condition e )19 s 5021
b 0 ummer
ot conditions to ensure Heart disease, soke, hypertensin o 510, pqyturmn 2021
the sample profiles DE 34% Ty Pe 2 e ™, .o/ m Spring 2022
matched. iti
Age COPD/lung condition g B Summer 2022
18-34 15% Other .
35-44 15% Cancer - 7%
(o]
= 0, .
45-54 16% Type 1 diabetes gy 6% N° Conditions
55-64 28% MS 2% Single 45%
65+ 26% o ) ° condition
Dementia (inc Alzheimer's) b oy Multipl 5504
b ultiple b
Parkinson's conditions

b 1%
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There are many lingering impacts of Covid
among people with health conditions

perform daily activities ,
Education 4%

are still shielding or living with someone Pmnotsure | 3%
who is

None of these 27%

! say Covid has negatively impacted their Negative perso_nal
! mental health and 34% say it has impacted Impacts of Covid-19
their physical health
Mental health 50%
Physical health 34%
Y. . remain worried about the impact Covid is e
having on their life right now Personal finances 25%
Relationships 15%
: | say they have long COVid, of Wthh the Confidence to do physical activity 14%
majority say this impacts their ability to Work/career 12%

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 2,015 with LTCs.
NB: figures are based on final weighted data so may differ slightly from those presented in the Insight presentation for M4A



Around half still feel safer exercising at home

46% feel safer

exercising at home than
in public

. A
&

37% are worried about
exercising close to

others

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 2,015 with LTCs.



Despite much anxiety around rising costs, physical activity is
not a top area of cutting back

People with health conditions who have less disposable income than a
year ago (59% of total): what are you spending less money on?

Food and soft drink
Holiday and leisure trips
Socialising
Entertainment, e.g. films, theatre, events, subscriptions
Consumable goods such as technology, clothes
Alcohol
Petrol for regular car journeys
Household utility bills, e.g. water, gas and electricity
Physical activity (e.g. sport and exercise)
Not changed spending habits

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 1,199 with LTCs who have less disposable income than a year ago.



Top barriers to increasing activity include pain,
tiredness and perceived unpredictability of LTC

My health issues cause pain

| am too tired/I don’t have enough energy

My condition is unpredictable and it makes it hard to commit to a routine
I’'m worried about making my health issues worse

| worry about over-exertion due to my health issues

I’'m not motivated enough

| might have trouble breathing

| don’t have time

| have other commitments e.g. work, school, family
The weather can make it difficult for me to exercise

| feel self-conscious when | do physical activity

| worry about being judged when doing physical activity
| need someone to go with

The idea of exercising makes me anxious

It’s too expensive

| need advice on what physical activity to do

I am worried about Coronavirus

Facilities are difficult to get to / not accessible enough

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 2,015 with LTCs.

I 13 %

B 9%

I 8%

I 33 %
I 30 %

B capability
24% Motivation

B Opportunity

I 20 %
I 20 %

I 13 %

18 %
I 17 %
13 %
Physical activity being perceived as too
12 % expensive has not increased as a barrier to
9% increasing activity levels this wave (Summer
2019, 10%; summer 2021, 7%).
8% Being worried about coronavirus as a barrier
to increasing activity levels has decreased
B 6% this wave (Summer 2021, 11%)

5%
B 5%



For people with health conditions, the top benefit of
physical activity is mental wellbeing

Perceived benefits of doing physical activity

Improving mood and mental wellbeing
Weight management

Helping or improving a health issue or condition
Increasing energy levels

Improving sleep

It’s enjoyable to do

Building self-esteem and confidence
Becoming more independent

Building resilience

Getting more involved in family activities
Being part of a community

Attending more social events

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 2,015 with LTCs.
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Two in five recall seeing or hearing about the We
Are Undefeatable campaign when prompted

Campaign recall

m Autumn 2019
Lo 49% ; ;
347 Y% w w Summer 2021
i i i 0
40% 41% | ;o 42% m Autumn 2021
; 38% 38%
i i 35% i W Spring 2022
1 19 Nl B
: :31 % 30% Summer 2022
i i 9 : 25% i
1 220 | 23 1 ¢ ;
: : : 19% 3
; ; ; 15% i
: | : 14%L 4 %50 ° g 13% g 2 13%
3 ‘ ‘ 0 2 11% 11% £ =
! ! ! c H £ £
! ; ; P ; T <
3 3 3 B | 8 3
‘ ‘ ‘ z ' z z
Any channel (net) TV (prompted with images) TV (prompted with Ad) Social Media VOD Posters
11%
9%
Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022. ‘Move To Your Mood’ Not shown in waves Not shown in waves
and ‘Internet Banners’ count towards overall campaign recall for the first time in this wave.
‘Move To Your Mood' Internet banners

Base: 2,015 with LTCs. ¥ Denotes statistical significance



The ads stand out less this wave, but relatability has
increased significantly

70%

67% 3
6 |
1 62% ;
=—@=| can relate to the people in the
adverts
60% 58%
The ads stand out from other
advertising
=@=The ads are aimed at people like
me
50% | enjoy seeing/hearing the
! adverts
40% i
Autumn 2019 Summer 2021 Autumn 2021 Spring 2022 Summer 2022

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022

. 13
Base: 2,015 with LTCs. ¥ Denotes statistical significance



90%

80%

70%

60%

50%

40%

The key campaign messages are understood by the
majority of the target audience

83%

77%

i 79%
\Z%f ()

55%

750, —o—It shows that people with health

54%

i 519
49% i ‘%

Autumn 2019 Summer 2021 Autumn 2021

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 2,015 with LTCs.

— conditions can do physical activity

0,
1% The ads show how doing more physical

activity can enable people to enjoy life in
more ways

—e—|t makes me think differently about what

Spring 2022

S0 .
52% counts as exercise

Summer 2022

14



Nearly half of those seeing the campaign have been
inspired to take an action as a result

% of those aware of the campaign who
have taken any action

70%
60%
50%
50% : 48%
44% —0
. .N% 38%
30% ,
Autumn 2019 Summer 2021 Autumn 2021 Spring 2022 Summer 2022

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 722 aware of the campaign (before prompting with TV advert).



A quarter of those seeing the campaign have
(re)started or increased activity levels as a result

% of those aware of the campaign who
have taken any action

27 %26%
13 0/0140/0
10%10% I
. Started or
An.y 'phyS|cal re-started
activity (NET) activity*

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 722 aware of the campaign (before prompting with TV advert).

Summer 2021
W Spring 2022

21 %

16%
14%I

Increased
activity*

19%

m Autumn 2021
Summer 2022

22 %22%

150@160/0

Talked to
others

23 %

20%
18%18%I

Information
gathering

16



This translates into 1 in 6 people with LTC’s having
taken an action as a result of the campaign

% of all respondents who have taken any

action
40%
30%
20%
’ 5 15% 15% 15%
13% 14%
—C < O
les— @
10%
0% ,
Autumn 2019 Summer 2021 Autumn 2021 Spring 2022 Summer 2022

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022
Base: 2,015 with LTCs. .



Worried Not Personal Personal Less income [ More/same
about Covid worried finances finances not compared to income
impacted by | impacted by 12 months
Covid Covid ago

= Heard of WAU name 20% 12% 16% 16% 14% 18%
(8]
(0]
& Aware of any channel 44% 30% 42% 37% 38% 37%

Relatability 67% 54% 66% 58% 64% 55%
=
2 Aimed at people like me 68% 54% 65% 60% 65% 57%
©
()
o Inspires me to get active 55% 45% 55% 47% 52% 46%

Taken ANY action 57% 35% 63% 42% 42% 57%

(amongst those recalling the campaign)

Source: DJS tracking research on behalf of We Are Undefeatable, Summer 2022

Significantly higher than

comparator subgroup



In the midst of rising costs and the ongoing impact of Covid on

mental wellbeing, the relevance of physical activity

is heightened — we need to double down on our efforts

The We Are Undefeatable campaign and resources provide a
powerful platform and focal point for both the target audience

and local partners to engage with

Resources include data and insights that can be used to open

conversations, shape local activation work and influence locally

Have a look through the Research & Insights section on the
Supporters Hub or contact us to discuss how you could leverage

our learning further
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or to request addit
a or analysis contact:’ S
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