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Introduction

We Are Undefeatable is a national campaign 
aimed at supporting and encouraging people 
with long-term health conditions to be active 
in ways that work for them. West Somerset 
was one of 10 locations across England 
to be awarded pilot status to activate the 
campaign at a local level alongside the national 
campaign, with SASP being the lead partner 
for this initiative.

The original aim of We Are Undefeatable 
Somerset was to work towards changing 
behaviour and culture around physical activity 
in West Somerset for people with long-term 
health conditions, through infl uencing key 
partners and structures. SASP wanted to 
address two primary questions through the 
pilot activation to improve understanding and 
inform future strategy and delivery:
1) What are the drivers for changing the 
 practice of health and social care 
 professionals to recommend and refer 
 physical activity to people with long-term
  health conditions?
2) What is the impact of asset based 
 community development on our older 
 population, using key organisations and 
 community groups to amplify the message
 eff ectively?

The COVID-19 pandemic has presented 
numerous challenges and had a considerable 
impact on the ability to perform all of the 
original plans for the activation. SASP had 
the option to pause the We Are Undefeatable 
activation activities, but instead chose to 
adapt the approach and continue to promote 
and encourage physical activity to those with 
long-term health conditions throughout the 
pandemic restrictions. By continually working 
with, and learning from, partners and the 
community SASP has been able to adapt their 

Somerset Activity and Sports Partnership (SASP) is a charitable trust and 
a member of the nation-wide network of 43 Active Partnerships, sharing a 
mission of transforming lives through sport and physical activity. SASP were 
successful in being awarded pilot activation status by Sport England for the 
We Are Undefeatable campaign across West Somerset in November 2019.

Those with a 
long-term health 
condition were 

twice as likely to be 
inactive compared 
to those without



approach and continue to promote the We Are 

Undefeatable campaign across Somerset. 

The opportunity to extend the pilot was 
agreed with Sport England and through 2021 
SASP have continued with the activation, 
returning focus to the original aims and plan 
as and when the lift ing of restrictions has 
allowed. Along the way, key insight has been 
gathered, sustainable projects have been 
implemented, and the We Are Undefeatable 
message has been embedded and amplifi ed 
across partnerships and the community.

This report details the evaluation of the 
challenges, successes and learning of the We 

Are Undefeatable pilot activation across West 
Somerset.

4

Over 19 million adults in England (4 in 10) live with 

one or more long-term health condition

UK

Population
Over 19
million
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National
Context

We Are Undefeatable is a movement 
supporting people with a range of long-term 
health conditions, developed by 16 leading 
health and social care charities and backed 
by expertise, insight and signifi cant National 
Lott ery funding from Sport England. Its 
purpose is to support and encourage fi nding 
ways to be active that work with each person’s 
conditions, not against them.

The campaign is multi-channel and aims to 
reach as many people as possible. You may 
have seen the national campaign promoted on 
TV, social media, out of home, and in national 
news coverage during the campaign bursts run 
approximately every quarter, with continuous 
social media activity to maintain momentum.

Alongside the national promotion, and 
to support a place-based approach to the 
activation of We Are Undefeatable , Sport 
England invested £750’000 across 10 local 
authority areas identifi ed as having either 
a high number or high proportion of their 
local adult population living with a long-term 
condition.

In addition to this, areas were selected on the 
basis that physical activity and supporting 

people with long-term conditions were local 
strategic priorities.

Sport England made these investments to 
support local systems to help change the 
behaviour of inactive adults living with long-
term health conditions. In addition, the pilots 
have generated comprehensive, shareable 
learning across a range of approaches and 
locations. Each place-based approach has 
been determined locally, building upon local 
priorities and need, whilst complementing 
existing approaches, services and assets.

We Are Undefeatable is a movement supporting people with a range of 
long-term health conditions, developed by 16 leading health and social care 
charities and backed by expertise, insight and signifi cant National Lottery 
funding from Sport England. Its purpose is to support and encourage fi nding 
ways to be active that work with each person’s conditions, not against them.

Our aim
Support local 

systems to help 
change the 

behaviour of 
inactive adults
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10 activation areas

2

5
6

3

4

7

9

10

Blackpool

LiverpoolWirral

Leeds

Kirklees

Sheffi  eld

Mansfi eld

West Somerset

8

Bolsover

1

County Durham

Sport 

England 

made these 

investments 

to support 

local 

systems 

to help 

change the 

behaviour 

of inactive 

adults living 

with long-

term health 

conditions. 

There are some signifi cant diff erences 
between the 10 activation areas, not least the 
size and diversity of the population, and urban 
and rural geography, but also in terms of the 
maturity of relationships within local systems. 
West Somerset had by far the smallest 
population and was the most rural compared 
with other activation areas. However, this 
diversity has helped to generate approaches 
that will resonate with other areas as well as 
facilitate compelling and transferable learning. 

Our aim
Generate 

comprehensive, 
shareable
learning
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Pilot application process

West Somerset has always been a diffi  cult 
place to activate due to its rural geography, 
limited public transport links and ageing 
population, issues which are prevalent across 
wider Somerset. Digital inequality is also an 
issue, particularly with the older population; 
digital access and confi dence is low across area. 
The aims of the campaign strongly aligned 
with the direction of SASP’s strategic priorities 
around supporting older adults and people 
with long-term health conditions through 
physical activity. 

Development of the application and its key 
aims and potential performance indicators 
involved collaboration with stakeholders. This 
was to ensure that the activation would have 
maximum impact and reach, and be eff ective 
in embedding sustainable strategic changes 
central to the initiative’s goals. It was agreed 
that the Somerset Stronger Communities 
Group would oversee the governance on this 
work, with SASP being the lead partner for this 
project. Separate fi nancial support through 
the Somerset Community Foundation was also 
identifi ed for any individuals or organisations 

SASP were particularly excited to apply for the opportunity to be one of the 
local activation areas for We Are Undefeatable. 

South

Somerset

West Somerset

Taunton

Deane

MendipSedgemoor

West Somerset context:
● Rural
● Ageing population
● Limited transport links
● Digital inequality.
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who wished to start up extra activity off  the 
back of this campaign through 3 separate 
funds that they administer.

Previous insight work from the West 
Somerset area, focussing on social prescribing, 
helped inform some of the priorities around 
embedding a connector approach to the 
campaign. Gaps identifi ed by this insight 
included; insuffi  cient numbers of people 
trained in behavioural change (important for 
encouraging people to become more active), 
lack of involvement from key partners (e.g. 
social housing), and a lack of readily available 
information around physical activity (for both 
target individuals and partners).

The intended outcomes for this initiative 
centred around an overall improvement in 
physical activity across the target population 
(older adults, people living with long-term 
health conditions), embedding physical 
activity into care pathways and improving 
SASP’s partnership working across health 
care, adult social care and the voluntary 
community and social enterprise sectors. The 
original logic model (Appendix 1) details the 
planned route to achieving these outcomes, 
with a list of specifi c key performance 
indicators (Appendix 2). 

Original aims:

• Improve awareness and
 understanding: -
 of the role small amounts
 of physical activity can
 have on both improving
 the health and wellbeing
 of those living with long-
 term health conditions, 
 and how physical 
 activity can help to 
 manage symptoms of 
 those conditions.
• Understand the drivers 
 for change: -
 in relation to 
 embedding physical 
 activity (conversations,
 discussion, prescription)
 into the practice of 
 health professionals 
 and how these translate
 to increases in physical 
 activity for people in this
 target group.
• Assess the impact of
 asset based community
 development: -
 on the target 
 population. By fostering
 new partnerships and 
 strengthening 
 current ones across key
  organisations, sectors
  and community groups.
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Impact of
COVID-19

Physical activity
The Sport England report into COVID-19 
revealed an unprecedented impact on activity 
levels and participation, with 1.9% (710’000) 
fewer active adults and 2.6% (1.2m) more 
inactive adults compared to 12 months earlier 
(based on UK physical activity guidelines). 
These numbers do not do justice to the 
extent of the impact, with the initial national 
lockdown seeing a drop in the proportion of 
active adults by 7.1% (3m adults). Not all groups 
or demographics were aff ected equally though, 
with women, young people aged 16-24, over 
75s, disabled people and people with long-
term health conditions, and those from Black, 
Asian, and other minority ethnic backgrounds 
most negatively impacted beyond the initial 
lockdown period. Data is not yet available to 
determine the proportion of people who have 
returned to being active since the majority of 
restrictions have been lift ed.

SASP’s latest report on physical activity 
across Somerset (htt ps://www.sasp.co.uk/
local-insight) similarly showed decreases 
in the proportion of active adults (-1.1%) 
and increases in the proportion of inactive 
adults (+2.1%). This impact was particularly 
acute in those living with long-term health 
conditions. One positive that has come from 
the pandemic is that physical activity was very 
much front and centre during the lockdowns, 
with exercise being one of the only essential 
reasons for being able to leave your home. 

Having physical activity in the spotlight 
and being regularly referenced (if not quite 
encouraged) by politicians and media did make 
initial conversations around the subject with 
partners easier.

Changes in activity:
• There were 3 million fewer active 
 adults during the initial lockdown

• People with long-term health 
 conditions were one of the most
 negatively impacted groups
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Local
Activation
The COVID-19 pandemic had litt le impact on 
the implementation of the national campaign, 
with planned campaign bursts and multi-
channel promotion continuing uninterrupted. 
However, initial restrictions impacted many of 
the planned initiatives across local activation 
areas, with in-person activities postponed and 
the priorities and resources of many health 
and social care partners redirected.

Sport England off ered pilot areas the option 
to pause local activation until a later date 
and for some areas, this was the appropriate 
decision. SASP, however, opted to adapt their 
approach and continued with the activation. 
This presented a number of challenges, such 
as eff ectively identifying and reaching those 
living with long-term health conditions at 
home (when the majority were shielding), and 
engaging partners and convincing them that 
physical activity remained a priority.

The plan was for the pilot to run over a 
12-month period from November 2019 to 
November 2020. Sport England subsequently 
reviewed and extended the pilot end point 
to October 2021. This has allowed SASP to 
not only adapt the approach to address the 
challenges and opportunities presented by 
COVID-19 restrictions, but also to bring the 
project back on track with the original key 
targets and aims as restrictions have lift ed.

• Adapted approach: to
 maintain momentum and
 continue with the pilot 
 through COVID-19.
• Challenges and
 Opportunities: COVID-19 
 restricted a number of
 planned initiatives,
 but also opened up
 opportunities for 
 partnership working.
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Activation and learning

Launch
The offi  cial launch for We Are Undefeatable

Somerset took place at The Beach Hotel 
in Minehead at the end of January 2020, 
where current and potential partners from 
across Somerset were invited for a day of 
presentations, discussion and learning. Key 
speakers included the Clinical Director for 
the Living Bett er Primary Care Network, a 
representative from Public Health and Jane 
Knowles, CEO of SASP. 

As well as the presentations and discussions, 
att endees were encouraged to participate 
in a table cloth exercise designed to collect 
thoughts and ideas on the following questions:

1) What can you off er or bring to the Somerset
We Are Undefeatable Campaign?

2) How could we best engage the community
to spread the ‘move more’ message for those
with long-term health conditions?

3) In your opinion, what do you think is the
biggest barrier for people with long-term
health conditions to ‘move more’?

4) Which organisations in the community
do you think will be a priority to link with
immediately and why?

The digital communications from the launch 
event received great traction on social media. 
With ≈2,000 people reached via Facebook 
and hundreds of engagements, with similar 

impressions on Twitt er. An update (1 year on) in 
January 2021 also reached thousands via social 
media and received hundreds of video views. 
These fi gures were really encouraging and 
emphasised how relevant the campaign is to 
many of the people living in Somerset.

The ideas and suggestions that came from 
the discussions and exercises at the launch 
have fed into the development and direction 
of the We Are Undefeatable activation. 

Key
Partners

Individuals
living with
long term 

health
conditions

Health care

professionals
Adult

social care

Charities

Community 

and voluntary 

groups

Social

housing

Activity

providers
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Certain plans for partnership working had 
to be postponed, with some charities and 
community groups suspending activity during 
the pandemic. Other partners’ priorities 
shift ed, particularly in health and social 
care, but SASP strove to maintain these 
relationships with a view to picking things 
up again as and when circumstances allowed. 
However, opportunities to work with many of 
organisations and groups from the launch did 
present themselves (see Activity Packs, Love 
to Pedal and Walk Your Way).

Ambassadors
The research behind the national campaign 
reported that an important element to 
providing successful messages about being 
more active with health conditions was ‘who 
delivers the message?’ Although healthcare 
professionals play an important role in this, 
people with health conditions are well placed 
to talk about the benefi ts of being physically 
active. 

SASP recruited 10 West Somerset 
ambassadors, who exemplify the We Are 

Undefeatable message, with the aim of 
bringing the national stories to a local level. 
Utilising authentic and relatable accounts 
and experiences of ambassadors living with 
long-term health conditions, SASP sought 
to amplify the campaign via both social and 
local media, bringing inspiring and motivating 
stories from rural towns and villages to 
life. A promotional video was produced for 
the launch of the Somerset ambassadors, 
which was powerful in telling the story of 
the national campaign in the context of 
Somerset and bringing it to life at a local 
level. The promotional video, released in 
January 2020, had great traction on social 
media, reaching 1’600 people on Facebook 
and garnering thousands of impressions on 
Twitt er. Each individual ambassador has a 
bio, postcard and poster, which can be viewed 
on the SASP website (htt ps://www.sasp.co.uk/
somerset-ambassadors). These resources 
were distributed in both digital and hardcopy 
formats. In addition, there are short and long 
videos clips of each ambassador’s story, which 
provided a personal and engaging voice from 
those with lived experience. These materials 
have been used alongside, and in addition 
to, the national materials to reinforce and 
amplify the We Are Undefeatable message. 

The ambassador programme was one of the 
more restricted elements of the activation 
during the COVID-19 lockdowns with all 
ambassadors shielding, some having limited 
or no access to digital technology and some 
feeling unable to continue participating due 
to ill health or other challenges the pandemic 
presented. Although previously produced 
materials were still used, the contact with 
the ambassadors was greatly reduced, and 
plans to involve them in more face-to-
face engagements had to be put on hold. 

Communications 
Analytics
Launch Event
(Jan 2020):

1 Year post-launch
Update (Jan 2021):

Facebook
1,977 people reached
331 engagements

Facebook
2,100 people reached
740 video views

Twitter
2,562 impressions
78 engagements

Twitter
1,395 impressions

https://www.sasp.co.uk/somerset-ambassadors
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Understandably, many of the ambassadors 
wanted to postpone their involvement in a 
new campaign until the COVD-19 situation 
was more stable. However, some of the 
ambassadors did remain involved and 
helped by creating video and writt en blogs 
of the experiences of staying active during 
lockdown. Stewart’s blog post generated over 
200 engagements through Facebook, and a 
video update with a few of the ambassadors on 
how they have been keeping during shielding 
had hundreds of views and impressions 
across SASP’s social media. One of the 
ambassadors also gained local radio exposure 
when interviewed for a regular segment on 
wellbeing, and a presentation was given by 
another ambassador at the Living Longer 
Bett er conference for Somerset, sharing 
experiences of loneliness and the impact of the 
pandemic on motivation whilst experiencing ill 
health.

Whilst some ambassadors have chosen 
not to re-engage, those that have continue 
to display optimism and motivation for 
continuing to support the cause, using their 
time to share positive messages about re-
starting exercise programmes, developing 
ideas around buddying opportunities to help 
those new to groups, and even expanding their 
skills by training as Volunteer Walk Leaders, 
starting up new groups specifi cally focussed 
on supporting people with long-term health 
conditions. The pandemic also highlighted 
a new high-profi le ambassador in James 
Rimmer, who was shielding himself. James is 
the Chief Executive of NHS Somerset Clinical 
Commissioning Group and System Lead for 
Somerset Integrated Care System (Shadow 
ICS). New ambassadors have also been 
identifi ed since the pandemic and they have 
been recruited from other local authority areas 
in Somerset.

The We Are Undefeatable Somerset 
ambassadors will continue to play an 
important role in championing the messaging 
into the future, using their journeys to 
continue inspiring others to move in ways that 
work for them.

Stewart was diagnosed with Leukaemia 10 
years ago, but battled the disease. Then a 
couple years ago later, he developed a second 
Cancer; Lymphoma. Stewart has always been a 
very active person, having been a PE teacher 
up until his diagnosis. Being active is one 
of the things that has helped Stewart to get 
through this and to have more control over his 
condition. 

Once he started to reach the up slope and was 
ready to start participating in sports again, he 
decided to set aside sports that he had been 
playing for years, like cricket and football. 
He didn’t want to feel negative about getting 
worse at them due to his condition. Stewart 
took up completely new activities which he 
knew he could only improve at, which he 
continues to enjoy and get better at to this day.

Christine has always been a very active person, 
so she found it very diffi cult when she was 
diagnosed with Osteoarthritis. Things that 
Christine found quite easy before became 
harder and harder, which had a huge impact on 
her confi dence levels. 

She started going to exercise referral classes 
and to the gym, which after time started to 
build up her confi dence as she managed to 
do more and meet more people. It’s made a 
huge difference to her life and although the 
Osteoarthritis is still there, it’s not getting any 
worse due to how Christine has managed to 
keep herself active. 

Christine is also a keen volunteer in the 
community, organising tea dances and helping 
in the local community shop to name a few. 

Stewart 65
Cancer

Christine 77
Osteoarthritis
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Enjoying exercise is something that was 
previously unheard of for John. That’s one of 
the changes that has come about since his 
diagnosis of Prostate Cancer. John started out 
by seeing a personal trainer, but had to be 
convinced to take the next step of going to the 
gym, due to his laziness. 

It didn’t take John long before he realised that 
he actually enjoyed the exercises, especially 
after he realised it was helping him with his 
conditions. After fi nishing his initial referral 
program, he has continued exercising twice a 
week. 

Mike had a heart operation in 2017 as a result 
of his Cardiovascular Disease. He was 
contacted by The British Heart Foundation 
after his operation, and invited to a referral 
programme at the gym. 

Mike likes to keep moving and often 
encourages his daughters to keep active as 
he does, so accepted the invitation and went 
along. After 12 weeks of the course, he became 
a regular at the gym. Mike says one of the most 
important things he’s learned is that no matter 
what it is, any exercise will make you feel better 
afterwards. 

John 72
Prostate Cancer
& Asthma 

Mike 77
Cardiac Bypass

Ambassador 
Analytics

Communications
Analytics

Promotion Videos

Promotional video launch:

Ambassador shielding video

Ambassador Lockdown stories

Stewart’s blog post 

Facebook
1,600 people reached
728 video views

Facebook
1,600 people reached
728 video views

Facebook
1,600 people reached
461 video views

Facebook
1,200 people reached
414 video views

Facebook
200 engagements

Twitter
5,804 impressions
99 engagements

Twitter
5,804 impressions
99 engagements

Twitter
854 impressions

Twitter
1,932  impressions
42 engagements
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Professional Development News

Activity Packs
When the initial COVID-19 lockdown came 
in during March 2020, the priorities of many 
of the We Are Undefeatable Somerset 
partners shift ed, as already documented. 
Access to the target population was restricted 
for most organisations and services, due to 
government guidance (shielding and isolating). 
Therefore, with the digital off er not being the 
most eff ective medium of communication, 
due to digital inequalities, SASP decided to 
provide a physical off er that would allow 
for the continued amplifi cation of the WAU 
message and encourage those with long-
term conditions to keep active at home. SASP 
produced 2,000 Active at Home packs to 
distribute across Somerset to older adults and 
people living with long-term health conditions 
to encourage them to get or keep active during 
the initial lockdown.

Active at Home pack contents:
● Introductory letter
● Resistance band
● Exercise booklet
● We Are Undefeatable promotional material

An initial distribution of 200 packs were 
piloted across West Somerset to garner 
feedback on the contents and determine the 
most eff ective form of distribution. The main 
challenge presented was how to identify 
and reach those most in need, with many of 
the usual channels suspended and digital 
contact limited due to the lack of access and/
or confi dence among the target population. 
It was evident that partnership working was 

required for a larger and wider distribution 
to be successful. Working with a range of 
partners including the Primary Care Network, 
Covid-19 community support groups, local 
authorities, housing associations, healthcare 
teams and charities, SASP was able to reach 
those most in need and distribute the activity 
packs quickly and effi  ciently across the county.

The digital communications around the launch 
of the Active at Home packs in early April 
2020 received incredible social media activity, 
with a reach of over 13’000 on Facebook and 
nearly 6’000 impressions on Twitt er, along with 
hundreds of engagements. This was followed 
up with a video of the packs contents and 
them being put together, which had thousands 
of views and similarly impressive reach across 
the platforms. A week later, a showcase post 

Our aim
Initial distribution 

of 200 packs were 
piloted across 

West Somerset

Older People

For those aged 
70+ and able to 
perform light 

exercise.



Communications 
Analytics
Active at Home packs launch:

Contents video:

Heat-map of packs:

Facebook
13,163 people reached
660 engagements

Facebook
5,240 people reached
334 engagements

Facebook
4,600 people reached
2,400 video views

Twitter
5,748 impressions
191 engagements

Twitter
6,014 impressions
168 engagements

Twitter
1,949 impressions
62 engagements

of a heat-map showing where 100s of the 
packs had been delivered across Somerset had 
similar levels of activity on social media, with 
a reach of over 5’000 on Facebook and over 
6’000 impressions on Twitt er.

Many of the partners SASP had been working 
with prior to COVID-19 reached out to provide 
support with the activity pack distribution, 
with a number of new partners approaching 
SASP aft er hearing about the initiative and 
requesting to get involved (which provided 
great exposure for SASP and what they 
do). New partnerships and relationships 
were subsequently formed that may not 
have otherwise presented themselves. An 
additional learning point from this initiative 
was the extent of the digital inequalities 
across Somerset, particularly in the older 
population. SASP learned that some of the 
digital promotion for We Are Undefeatable 
actually reached the target population 
‘second-hand’, via support networks (family, 
friends, carers etc.) or organisations working 
with the individuals, particularly the older 
population. Around 75% of requests for 
packs via digital promotion were from 
support networks, compared with 100% of 
requests as a result of slots promoting the 
off er on local radio coming from individuals. 
This is something that SASP have taken on 
board and now consider when developing 
digital promotion, with some material now 
specifi cally aimed at the support network 
rather than the individual. Digital inequality 
has also been factored into other projects (see 
Shielded Patient Survey) and an issue SASP is 
continuing to address as they move forward.

16

Heat map of 

activity pack 

distribution 

across Somerset



Digital
We Are Undefeatable Somerset

The We Are Undefeatable Somerset web page 
on the SASP website (htt ps://www.sasp.co.uk/
long-term-conditions) was set up to provide 
information and resources for those living 
with long-term health conditions, and to 
signpost to appropriate information, services 
and activities.  With many of the original 
plans for the local activation involving face-
to-face projects, which had to be postponed, 
SASP looked to maximise the potential of the 
digital content around We Are Undefeatable 
Somerset. During the initial lockdown, there 
was a tremendous infl ux of physical activity 
content online, which overall was positive 
but could have been overwhelming for some. 
SASP wanted to host content for people living 
with long-term health conditions, which was 
appropriate and easily accessible. The Be 
Active at Home page on the SASP website was 
launched shortly aft er the initial lockdown 
came into eff ect. From here, SASP were able 
to signpost to appropriate content on the We 

Are Undefeatable page of the website, host 
their own active at home videos (SASP Take 
Time Exercise Videos) and promote the We 

Are Undefeatable message through digital 
content. 

Jo, a SASP employee, qualifi ed Fitness Instructor 
and the face of many of the Be Active at Home 

videos, was so 
impressive she 
was even invited 
to perform 
some ‘at home 
exercises’, as 
part of We Are 

Undefeatable 
teaming up 
with Sunday 
Brunch - 
Sunday Crunch 
on Channel 4. 
This was great 
exposure for 
SASP with a 
mention of the 
SASP website and social media platforms on 
national television! Through just SASP’s socials 
the video of Jo received 1’300 views and a wide 
reach.

The closed Facebook group for We Are 

Undefeatable Somerset was created early 
on, as a safe place to share lived experiences 
whilst promoting the local ambassador stories. 
The group began with a few key members but 
has since grown in interest with now over 100 
members following the group and responding 
to its content. The focus has naturally shift ed 
with the needs, preferences and changes to 
the campaign happening along the way and 
now sees membership from professional 
partners and organisations as well as people 

Thank you. A 
good start to 

the week. I did 
the exercises on 

my fi tball!

17

https://www.sasp.co.uk/long-term-conditions
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at home. The group is now being used, not 
only as a space for sharing programmes and 
opportunities, but for research and other 
interesting reads and infographics around 
the impact of movement on long term health 
conditions. The Facebook group also hosted a 
series of six live stream exercise videos using 
qualifi ed Fitness Instructors employed by 
SASP. The videos were pinned to the group 
and therefore can be played back at any 
time, which works well as a fl exible option 
for people whose health conditions and 
associated symptoms fl uctuate day to day. 
The digital off er, whilst it may not reach 
everyone at home, has been a great way to 
increase the exposure of SASP. Many of the 
initiatives have garnered considerable traction 
and reach on social media (see Activity Packs, 
Love to Pedal and Walk Your Way). This not 
only enhanced the aim of amplifying the We 

Are Undefeatable message, but additionally 
we have connected with new partners who 
have encountered our work through digital 

Communications 
Analytics
Jo’s Sunday Brunch Appearance:

Take Time Exercise videos views: 

Facebook
2000 people reached
1,300 video views
545 engagements

Youtube
2171 video views

Twitter
1,028 impressions
191 engagements

Shielded Patient 
Survey
Shielding measures were introduced in 
response to the COVID-19 pandemic to protect 
those at very high risk of severe illness, with 
27,500 people across Somerset added to the 
shielded patient list. SASP wanted to gain a 
bett er understanding of the challenges faced 
by those individuals shielding, the majority 
of whom were living with long-term health 
conditions and/or older adults, and therefore a 
target for We Are Undefeatable.

SASP sought access to the shielded patient 
list from very early on. The process required 
extensive partnership working, particularly 
with the Somerset Clinical Commissioning 
Group (CCG). Some of the issues faced were 
around data protection, and how appropriate 
it was to use the list for an additional mail 
out. The contents of the mail out had to be 
approved by the CCG, and SASP were keen 
to have the NHS logo on the lett er, to add 
weight and trust behind the physical activity 
message.  

Mail out contents:
● Cover letter from SASP and the CCG
 (including the We Are Undefeatable logo)
● Public Health England – Active at Home
 booklet for the 60 and overs
● We Are Undefeatable – Moving More at
 Home booklet for under 60s
● SASP shielded patient survey
● Free returns envelope
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The logistical challenge of producing and 
acquiring 27,000 copies of the contents of 
the mail out required working with local 
authorities, the national We Are Undefeatable 

team and the Clinical Commissioning Group 
in Somerset. The CCG were willing to take 
on the cost of the mailing, which should be 
considered as a very positive step towards 
moving physical activity up the agenda at a 
strategic level.

SASP developed the survey, covering a range 
of topics that were deemed a priority for 
improved understanding, utilising certain 
questions from national resources (e.g. Sport 
England’s Active Lives Survey) to allow for 
national comparisons. The survey also covered 
the recognition and relevance of the We Are 

Undefeatable campaign. The survey yielded 
3000 responses, 1,800 of which provided 
contact details and permission to follow up.

The results and learning from this survey are 
detailed in the insight pack (www.sasp.co.uk/
local-insight), which reached over 3,000 people 
when promoted through Facebook. Briefl y, 
the We Are Undefeatable outcomes were 
positive, with 1 in 5 respondents recognising 
the campaign. Interestingly, recognition 
was higher in those without digital access, 
suggesting the off -line/print promotion across 
the area had been eff ective. 

Listening to the feedback from this population 
has allowed SASP and partners to identify 
windows of opportunity for appropriate 
intervention to improve health through 
physical activity (see Love to Pedal and Walk 
Your Way). In addition, many partners have 
also been interested in the learning from 
the survey, and the exposure and interest 
resulting from this has enabled SASP to 
establish new relationships and partnerships.

Communications 
Analytics

Statistics

Insight Pack digital reach:

Facebook
3,094  people reached

● 27.5k packs sent out
● 3,000 surveys returned
● 1,800 respondents provide
 contact info for follow up

Key fi ndings
● Over 1 in 4 respondents live alone
● Over 50% have 2 or more long-term
 health conditions
● 1 in 3 lack digital confi dence
 (compared with only 16% having
 no digital access)
● Motivations to be active: Health
 (54%), Social (24%), Mental
 Wellbeing (10%)
● Barriers to being active:
 Access/Facilities (26%), 
 Health (23%), Ability (20%)
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Love to Pedal
Love to Pedal is one of SASP’s initiatives set 
up in direct response to issues identifi ed from 
the shielded patient survey. Love to Pedal aims 
to improve the health and wellbeing of older 
adults and those living with health conditions, 
by improving strength and mobility following 
the long periods of inactivity during the 
COVID-19 lockdown. The impact of Covid-19 
on deconditioning has been well reported, so 
fi nding a programme that helps to tackle these 
outcomes whilst being simple to use at home, 
low risk and therefore suitable for a range 
of health problems has made it a preferable 
option for so many older adults at home 
across Somerset.

Static pedal sets are supplied to individuals, 
or organisations who then identify those 
people most in need of this type of movement 
support, along with an instructional pack and 
DVD or YouTube links to fi lmed cycle rides 
around Somerset. 

Similar to the Active at Home packs, the 
initial challenges surrounding Love to 
Pedal were identifying and reaching those 
that were most at need. This presented the 
opportunity for further partnership working, 
supported by an off er that we could provide 
to partners with a sustainable future. To 
date, our main collaborations have been with 
Housing Associations, Care Homes, Integrated 
Rehabilitation Teams, Stroke Teams, Health 
and Wellbeing Coaches att ached to Primary 
Care Networks (PCNs) and Village Agents, 
but SASP has also expanded the off er to 
individuals through various other promotions 
and pathways. 

‘‘Residents feel a sense of achievement after 
using them. Lots of smiles can be seen and they 
are a good conversation starter. It’s positive to 

bring residents together, we always have a giggle 
getting them started and showing how to use” 

Activity Co-ordinator in Care Home

‘‘The Love to Pedal scheme has proved to be 
a valuable tool to engage people with health 
coaching and exercise. We have been actively 

promoting the scheme to the local GP surgeries 
and community groups which has been well 

received. The people using the Health Coaching 
service have reported that they have benefi ted 

from the use of the pedals for both their physical 
and mental wellbeing while receiving six weeks of 

health coaching support.’’
Taunton Wellbeing Service

‘’The pedals keep me fi t and make me feel better’’ 
Anne

‘’Reminds me of riding a bike when I was small’’
Heather

‘’They stopped my achy legs’’
Maureen

‘’I was given my pedals as I don’t own a bike but 
needed to exercise my legs as i’d been immobile 
through illness for most of last year. SASP was 
very helpful and I found the pedals easy to use 
and I generally pedalled as I watched the TV. 
I’m very grateful for the help I have received 

and anyone considering getting a set, I would 
defi nitely recommend!’’

Sheila

‘’Some days when the weather was poor and 
lockdown was hard, it was useful to pedal. It 

proved to be a useful physical outlet and great for 
emotional wellbeing too’

Carol

‘’Love to Pedal improved my overall mobility, 
particularly my arms as I would often place them 
on the table and use. I am active every day now!’’  

Brian
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Communications 
Analytics
Love to pedal page views:

Website
216 Views

You Tube
1834 Views

SASP is continually seeking feedback on 
Love to Pedal to ensure it continues to be a 
popular and trusted physical activity choice 
for those who need it most at home. A more 
detailed evaluation is taking place with one of 
the housing association partners to evaluate 
specifi c impacts on individuals’ health and 
wellbeing, with the results hopefully providing 
stronger evidence to stakeholders across 
Somerset who may wish to commission and 
embed Love to Pedal use more widely in the 
future.
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Walk Your Way
Responses from the Shielded Patient Survey 
showed a strong preference and interest in 
walking, with 4 in 5 respondents indicating 
this. Following the survey, in November 
2021, SASP hosted a webinar inviting survey 
responders to att end, listening to survey 
outcomes and interacting with SASP about 
the next steps. It was apparent that walking 
remained the most popular activity when 
questioned, however it was felt that living 
with long-term health conditions meant 
traditional walking options such as walking 
groups and published walking maps were 
not always an appropriate option. A number 
of key barriers were still present including 
gradient, pace, terrain, lack of stopping places 
and anxiety around access to toilet facilities. 

With these barriers in mind, including 
lockdowns being unclear in duration over the 
winter months and Health Walks postponed 
until Spring/Summer 2021, SASP responded by 
developing a fl exible walking off er available to 
most, despite health needs, transport or other 
challenges present at this time. 

Walk your Way encourages people to walk 
in a way that works for them, with options 
including chair marching or standing 
marching at home. Using 10 fi lmed walks 
captured from across Somerset, or through 
gett ing outside and visiting these 10 places 
(2 per local authority location) using mapped 
routes. All walks were screened to comply with 
all the barriers found and include being only 
between a half and one mile in length. This 
makes them a great choice for people wishing 
to walk but with the confi dence knowing they 
can stop as frequently as they wish, they will 
never be far from the facilities and the terrain 
will not exacerbate joint or other symptoms. 
They can also participate at a time, pace and 
place that suits them best.

Walk your Way booklets were designed, 
printed and posted out to the 1,800 shielded 
patient survey responders who remain 
engaged with SASP, with initial funding 
for the resources and postage provided by 
the Somerset Community Foundation. The 
feedback from this has been very positive; 
however, one of the ongoing challenges with 
Walk Your Way is understanding how many 
of these 1,800 booklets transpired into actual 
participation because this aspect has not been 

measured or tracked. Another consideration 
is the requirement of digital technology in 
accessing the internet in order to participate 
from home. 

Walk your Way will continue to feature as 
a We Are Undefeatable programme with 
SASP; however, if this is to grow and develop 
further, additional funds will be required. If 
additional funding can be secured, SASP will 
continue sharing hard copies of the booklets 
or, potentially transfer the walk fi lms to DVD, 
to enable those without digital access or 
confi dence to fully participate in this way.

Communications 
Analytics
Walk your Way page views:

Website
210 Views

You Tube
551 Views
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Communications
The efforts and reach of the SASP 
communications team has have been 
highlighted throughout this report, with 
impressive engagement through their website 
and traction across social media platforms’. 
However, knowing this target population and 
digital inequality being an issue, SASP have 
continued to promote We Are Undefeatable 
through traditional marketing such as print 
media and radio.

Through promotions and adverts in the 
local printed press, capitalising on the 
ambassadors, from February 2020 through 
to April 2020 SASP’s adverts reached 142’356 
(based on readership) across 26 magazines. 
The publications varied from small parish 
magazines, West Somerset specific newspapers 
(West Somerset Free Press) to larger county-
wide publications, including the Somerset 
County Gazette, South West Times and 

Sunday Independent. A digital advert 
campaign with the Somerset Gazette between 
July and August 2020 had nearly 180,000 
impressions and 273 click-throughs to the 
SASP website.

Communications 
Analytics
Print media reach:

142,356 (based on readership) 
across 26 magazines
from Feb 2020 – April 2020

July-August 2020 - 179,850
impressions, 273 click throughs
to website

Digital Somerset Gazette
advert campaign:



Partnership and
Strategic Development

The We Are Undefeatable campaign provided 
a focus for SAPS’s active ageing work and 
they have used its national reach and profi le, 
in addition to the trusted charities involved 
in the campaign, to support understanding 
of the role of physical activity around Long 
Term Conditions. This has also allowed SASP 
to integrate and infl uence their eco system but 
with an unapologetic focus towards the NHS 
system. Prior to the local activation, physical 
activity within the Somerset CCG was seen 
as clinical and physiotherapy driven. The use 
of the We Are Undefeatable message, around 
moving in ways that feel good to you, was 
not systemically recognised by health care in 
Somerset - it was not part of the advice set 
that was given. 

SASP’s work around health at the population 
level had always been strong but We Are 

Undefeatable allowed them to build more 
robust relationships with the CCG around 
the use of physical activity for condition 
specifi c work and the prevention. The fact 
that physical activity didn’t fi t neatly with a 
department or staff  member to drive it made 
it much more diffi  cult to embed into the 
system, even though everyone recognised its 
importance, and that it was an underpinning 
platform for the condition specifi c work, 
and the prevention and management of 
conditions. SASP has helped champion 
the community off er for physical activity 
with We Are Undefeatable informing both 
commissioners, and those in primary and 
secondary care, of the simple ways in which it 
can be incorporated into patient care. Showing 
and involving health care professionals in 
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interventions and providing simple resources 
and messaging is allowing lifestyle medicine 
to really take shape, and SASP are seeing a 
shift  towards a bigger emphasis on patient 
self-help through physical activity. The 
timing in Somerset was also excellent, with 
the signifi cant investment around social 
prescribing, and infl uencing this aspect 
continues to be a key focus.

Partnership development has not come 
without its own challenges. We Are 

Undefeatable in Somerset has not seen SASP 
work signifi cantly with the local affi  liations 
of the 16 health and social care charities. A 
logical step for many of the activation areas 
was to engage with the national charities 
at a local level. However, there has been a 
disconnect between the We Are Undefeatable 
programme and the support that the charities 
have given at a national level compared to 
that at the local level. For example, SASP 
have approached partners and taken on the 
development of co-design with charities at a 
county level, but this input has rarely been 
reciprocated. 

One of the original targets for the activation 
was to sign up all of the GP practices across 
West Somerset to the Workplace Activity 
Off er, a free health and wellbeing programme 
that can be tailored to meet an organisations 
specifi c needs and requirements. Practices 
are encouraged to sign up to the scheme to 
promote an active workplace culture. This 
scheme is mapped across to the Royal College 
of GPs Active Practice Charter, therefore, 
completing the SASP off er results in achieving 
the evidence for the Active Practice Charter 
and certifi cation.  

Aft er key conversations with the CCG, this work 
has now been writt en into GP contracts across 
the county, with SASP as a key advisor to support 
each surgery to make a diff erence to their staff  
and patients’ att itudes around being more active 
as well as providing bett er opportunities for them 
to get active too. SASP and the surgeries continue 
to outstrip SASP’s capacity to service them.
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Through the pilot activation of We Are Undefeatable, SASP have identifi ed a number of 
recommendations for planning, implementation, partnership working and collaboration across 
sectors. This guidance has been developed from local insight specifi c to Somerset but which may 
have wider relevance for other areas and organisations.

Learning and
Recommendations



Identifying
shared goals

Local
Ambassadors

Training

Active
Partnerships

Number
of health

conditions

Systems and
networks

Challenge
assumptions

Adaptable
approach

Engaging

Campaign
messaging

1) Identifying shared goals: 
Highlighting how co-ordinated 
efforts around increasing 
physical activity levels has 
mutual benefit has been a key 
part of relationship building and 
the embedding of programmes in 
Somerset communities. 

6) Local Ambassadors: 
Using experts by experience 
(Ambassadors) benefits 
campaign promotion 
through ongoing insight, 
connections to groups 
and services they interact 
with, and supporting wider 
conversations and work 
about healthier ageing with 
long term health conditions.  
Local ambassadors inspire 
confidence because they are 
relatable.

7)
 
Training: Identifying 

gaps in workforce knowledge 
and confidence has been 
important to recognise and 
subsequently plan for to 
optimise the embedding of 
physical activity in everyday 
conversations.

8)
 
Active Partnerships: 

Having statutory health 
organisations use their 
Active Partnership to co-
ordinate and provide a one 
stop gateway to community 
physical activity services is 
useful.

9)
 
Number of health 

conditions: Working with 
people with one long term 
health condition to minimise 
them moving to two, is 
important to highlight. The 
shielded survey showed that 
the physical activity levels of 
those that have no long term 
health condition to one is not 
very different.

10. Systems and networks: 
Showing and involving 
health care professionals in 
interventions and providing 
simple resources and 
messaging allows lifestyle 
medicine to really take shape 

towards a bigger emphasis 
on patient self help using 
physical activity. SASP 
has also learnt a lot about
how the CCG operates
and how best to influence
this, with operational work
very important in highlighting
to primary and secondary
care what physical activity
can and could do if it was
be�er prescribed and used.
 

2) Engaging your Audience -
  Involving the target 
audience in providing insight 

the design and implementation 
of programmes around long-
term health conditions, this 
helps audiences to take part in 
activities that are right for them.

3) Campaign messaging: 
Reaching out directly to the 
target population is not the 
only way to amplify a message 
or promote a programme, 
targeting the support system 
can be very effective. Using 
different platforms within a 
wider marketing plan has been 
beneficial in Somerset.

4) Challenge assumptions:

 
Research and insight has 
been useful in progressing 
initiatives. Assumptions have 
been contradicted through 
this process (for example, 
digital access was expected 
to be a limiting factor in 
shielded patients, but access 
was high and it was digital 
confidence that was the 
bigger issue).

5) Adaptable approach: 
Reacting and adapting 
quickly to the challenges 
faced by the pandemic 
was crucial in how the 
activation remained relevant 
and purposeful whilst still 
reaching people at home in 
the greatest need.

Co-creation:
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The importance for the statutory health 
organisations to having an Active Partnership 
co-ordinate and provide a one stop gateway 
to community physical activity services is 
signifi cant. Health services (as well as adult 
social care) are under huge pressure and do not 
have the time to gain the knowledge of more 
than a fraction of the VCSE services that are 
off ered in Somerset’s individual communities. 
Active Partnerships are resourced and have 
the skilled workforce to do exactly this and 
SASP is excited to take this into the future 
with a huge amount of learning and distance 
travelled already through being an activation 
area for We Are Undefeatable. Without this, 
SASP’s journey would have been so much 
slower and have had less initial infl uence. The 
ambassadors have been able to articulate to 
health services the impact on their lives and 
this has been extremely powerful. 

The impact of We Are Undefeatable has been 
encouraging and SASP intends to continue 
with many of the initiatives that have been 
developed through the pilot, and have new 
initiatives at various stages of development 
and implementation to build on the 
foundations of the pilot activation. 

Current initiatives
The ambassador programme has been revived 
post-lockdown and continues to be supported, 
with the initiative scaled up to be county-wide 
now. Increasing numbers of ambassadors have 
been recruited, with additional case studies 
being collated and shared online. The SASP 

Next Steps

website has also introduced a new health tab 
which combines a wide range of resources 
and information such as; The Bridgwater 
Health and Wellbeing Coaches service, 
training opportunities for people and health 
professionals, physical activity resources and 
programmes, We Are Undefeatable content, 
funding opportunities, physical activity 
challenges, and support in how to engage 
groups with physical activity. It also provides 
a dedicated space for health professionals 
to understand more about physical activity 
including the national guidelines, moving for 
pain management and links to the Physical 
Activity Clinical Champion training that SASP 
supports with Public Health England.

Links with adult social care and housing 
continues to be an area of growth, together 
with the training and deployment of physical 
activity for Somerset’s social prescribers, who 
are growing in number within the county. 
The process has recently restarted again, 
with face-to-face events and training planned 
for this year, along with the support of 
online challenges, assisting with their active 
workplace policies and supporting staff  to 
move more. In addition, SASP are looking 
at producing additional resources for staff  
and potentially introducing Love to Pedal 
challenges in workplaces too.

The existing programmes that have been 
developed during the pilot activation will 
continue to be supported and expanded. Love 
to Pedal, Walk Your Way and the wider We 

Are Undefeatable promotion will continue 
across Somerset along with Partner Surveys 
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being created to gather regular feedback on 
how well these, and other initiatives, are 
supporting people to remain physically active. 
Learning from these programmes, and the 
insight collected through initiatives like the 
Shielded Patient Survey, will be utilised in 
continuing the development of relationships 
with partners and infl uencing care pathways 
into the future.

New initiatives
As an example of the trust now seen between 
secondary care and the community, SASP have 
initiated a ‘Fit for Surgery and Beyond’ pilot in 
partnership with the Pre-Operative Medicine 
Team at Musgrove Park Hospital. The pilot 
invites those on the ever growing waiting 
list for hip and knee replacement surgery to 
trial a 6 week exercise intervention, with the 
aim of improving health outcomes going into 
and recovering from their surgery as well as 
embedding positive physical activity habits 
for the future. Patients are triaged by qualifi ed 
Fitness Instructor staff  and invited for either 
face to face or virtual exercise sessions for 
the duration of the pilot. SASP will work with 
Pre-Operative Medicine team to ensure the 
process and system works eff ectively before 
considering ways to scale up using Exercise 
Referral providers in the county and wider 
surgery waiting lists.

A two-part training programme to 
support workforces in having meaningful 
conversations about physical activity with 
older adults and people living with health 
conditions has been developed. ‘Move 
More and Live Longer Bett er’ builds an 
understanding of services’ roles in promoting 
movement and physical activity, describing 
the key elements of the UK Physical Activity 
Guidelines for people aged 50+, understanding 
how movement helps people to live longer 
and bett er despite having long term health 
conditions, how to engage in meaningful 
conversations around barriers and motivators 
and how to get started, and knowing what 
local opportunities for movement and activity 
are available (real and virtual). ‘Move More and 
Live Longer Bett er’ training is being piloted in 
Autumn 2021 and will then be made available 
to all community facing organisations and 
professionals who interact with this target 
population in Somerset.

Digital inequality was highlighted as a 

signifi cant issue through the shielded patient 
survey and other insight activities. Confi dence 
was a more restricting factor than access, 
therefore SASP, along with partners, are 
aiming to provide easy to use digital platforms 
for older people, which will allow them to 
easily fi nd opportunities to be physically 
active. There are also plans to use Active 
Living Centres to provide bett er groupings 
with physical activity for social interaction, 
whether this be virtual or face to face. 

Due to the pandemic, many of the exercise 
referral programmes were suspended for large 
parts of the last 15 months.  Working with 
Public Health at Somerset County Council, 
SASP are currently working to re-energise 
and develop the Exercise Referral Scheme 
in Somerset.  With the high prevalence of 
people in Somerset living with a long-term 
health condition, it is important that there is 
enough capacity in the community around 
GP Referral to deal with the numbers that 
could potentially be referred, given the greater 
interest in social prescribing and community 
interventions.  



Pilot status for the We Are Undefeatable 
campaign has greatly improved the ability 
to have worthwhile conversations with key 
partners. Through some of the activation 
detailed above, SASP has been able to infl uence 
care pathways and physical activity messaging 
at a strategic level. The work has helped 
unlock further campaign funds for gett ing 
outside now that restrictions for COVID-19 
are easing. Public health are starting to realise 
the value of social movement rather than just 
information giving for campaigning. 

The success achieved with the resources from 
pilot activation has increased the power of 
the possible and SASP now have an increasing 
number of social prescribers that they employ 
on behalf of the Primary Care Networks. 
Training and excellent practice for physical 
activity has also been developed, which SASP 
hopes will become one of the embedded off ers 
of social prescribers in Somerset.

Final Word

SASP now
have an increasing 
number of social 

prescribers that they 
employ on behalf 

of the Primary Care 
Networks.
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✽ Tip: Start the logic model with the outcomes you are aiming to achieve - then work back and identify the most relevant 
outputs, activities and inputs to achieve your outcomes

• Financial resources

 including those for the

 activation of new and

 suitable sessions

 through Somerset

 Community Foundation

• Human resources for

 partner activation, hero

 work

• Knowledge and

 expertise to create

 training

• Partner resources to

 extend reach of work

• Social media expertise to

 ensure messaging goes

 to the right places and 

 people.

• Gap analysis and insight

 development

• Use of Patient Activation

 Measures

• Numberof peopletrained

 from diff erent

 organisations

• Number of resources

 distributed through

 diff erent mediums

• Number of patient care 

 plans with physical

 activity within them

• Number of accredited

 Active Surgeries

• Measurement using

 Patient Activation

 Measures.

• Number of care 

 pathways that  include 

 physical activity

• Numberof hits on 

 website 

 directory, videos etc.

• Number of local news 

 stories regarding

 physical activity and our 

 heroes generated in West

 Somerset

• Number of tweets/ likes/

 etc. on social media

• Number of sessions 

 using #weareundefeatable

 hash tag in advertising.

• Creation of appropriate

 training where it doesn’t

 presently exist

• Delivery of workshops

 to health professionals,

 carers, community

 fi gures and groups.

• Train the trainer model

 in place for sustanability

• Work with condition

 consultants to rewrite

 care pathways

• Network events and

 innovation forums

• Marketing and

 promotions

 through all media

 including printed, radio

 and social media

• Identifi cation and

 activation of local heroes

• Development of

 associated resources

 including up-to-

 date directory of

 activities, harvesting of

 appropriate videos for

 home use

• Use of marketing

 collateral e.g. fridge

 magnets, pill boxes with

 messages on.

• Increased levels of

 physical activity in the

 older population in West

 Somerset

• Improved awareness of

 the benefi ts of exercise

 on long term conditions

 amongst older  people in

 West Somerset

• Improved self

 management of long

 term conditionss

 through physical 

 activity in West 

 Somerset

• Improved care pathways

 for Richmond Group 

 charity long term 

 conditions

• Improved partnerships

 between the health and

 adult social care sector

 and the VCSE groupings

INPUTS ACTIVITIES OUTPUTS OUTCOMES

Logic Model Template

Appendix 1 – Key Performance Indicators

Appendix 2 – Logic Model

Measurement & Evaluation

Measurement & Evaluation
KPI  1 –  Number of  care pathways related to Richmond Group charity conditions plus Parkinson’s that include
physical activity
KPI 2 – Increases in physical activity in targeted population using Patient Activation Measures 
KPI 3 – Number of  people trained from diff erent organisations
KPI 4 – Number of  of local news stories generated through #weareundefeatable
KPI 5 – Number of  Active Surgeries accredited in West Somerset



SASP would like to say a special thank you to the local Ambassadors for their 
invaluable contributions and ongoing enthusiasm for the We Are Undefeatable 
campaign in Somerset. Their stories have inspired so many people living with 

long term health conditions to feel more confi dent about moving more and living 
healthier and happier both now and in to the future.

For more information, resources and opportunities to become more physically active 
at home, in the workplace and outside in Somerset, please visit the SASP website: 

www.sasp.co.uk/health email: enquiries@sasp.co.uk or call: 01823 653990 and follow 
SASP on the social media channels below.

SASPsomerset sasp_somerset Somerset Activity Sports Partnership - SASPSASP - Somerset Activity Sports Partnership

https://www.youtube.com/user/saspcsp
https://twitter.com/SASPsomerset
https://www.instagram.com/sasp_somerset/
https://www.facebook.com/SASPsomerset?fref=ts



