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 Transport Context 

• Increasing vehicles trips on local network 

• Air quality issues – 15 AQMAs 

• 7.6% travel to work on foot or bike – half the 

regional average – but nearly a third living within 

5km from their workplace 

• 50% of pupils living within walking threshold of 

their school walk and over 1,500 of those within 

walking threshold are driven to school by car 

• Travel Thurrock (LSTF) 

 



• 70.8% of people aged 16 years and older are 

overweight or obese (national average = 63.8%) 

• 22% of children age 4 -5 years 

• 38.5% of children age 10-11 years  

 

• Only 53.5% of people do the recommended 

levels of physical activity per week 

 

• Healthy Weight Strategy (2014). 

 Local Health Issues 



 Cost of Inactivity 

  Number 

Number reduced if 

100% of population 

becomes active 

Cost due to inactivity 

Deaths 546 100   

Diabetes (prevalence) 5,762 793 £460,670 

CHD (Emergency admissions) 317 36 £1,920,620 

Breast Cancer (New cases) 89 19 £144,819 

Bowel Cancer 64 13 £128,333 

Stroke     £334,909 

Cost (total for Thurrock UA for 1 year)     £2,989,000 

Cost (per 100,000)     £1,900,000 



 Why Beat the Street? 

Priority to “...improve 

health and well-being” 
Health & Wellbeing 
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Walking 
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Travel Thurrock: 

encourage modal shift, 

cut emissions 

Physical inactivity is 

4th leading cause of 

death 

Getting people who 

are inactive to doing 

some activity has the 

greatest benefits 

Inactivity costs  

Thurrock £2.9 million a 

year 

 Beat The Street Thurrock 



• Real life walking game 

• Recorded on a live website 

 

 What is Beat the Street? 

 When and Who 

• 6 weeks between 11 June – 22 July 

2014 

• Challenge to walk the distance of 

around the world – a combined total 

of 25,000 miles 

• Specific focus on primary school 

children and those who are the most 

inactive 
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 Media Coverage 



• 70,126 miles were covered, almost three times the 

original goal 

• The 25,000 mile goal was achieved within two weeks 

• 10% of the population actively engaged with BTS 

• 14,602 people took part  

• 8,500 of these were school children and 6,102 were 

adults 

• 373,832 unique taps on the beat boxes 

• Most journeys were undertaken on the way to school or 

work, although the beat boxes were also used at 

weekends and in the evenings by people walking with 

their families and friends 

 What did the project achieve 



 Heat map of beat box usage 



95% of people said they would recommend Beat the Street 

   

 

 Participants Survey 



© 2014 Intelligent Health 

 Attitudinal survey 



 Outcomes 

• 85% stated BTS helped them walk more than usual and 

74% sustained this change, showing the campaign was 

effective at embedding a change of travel behaviour. 

• 51% stated BTS helped them use the car less than usual 

and 47% sustained this change. 

• Prior to the intervention 36% met the DoH physical 

activity guidelines. This increased to 43% post 

intervention and 46% two months later. 

• 61% of participants stated that BTS made them feel 

healthier and 55% indicated the campaign helped them 

explore the local area.  



 Changes in Physical Activity 



 Return on Investment 

For every £1 spent on the campaign, within two 

years… 

• £19.63 will be recouped in health benefits  

• £4.76 in transport cost saving.  

• Adult productivity increased as a result of 

reduced sick days. 

• By 2016 this will contribute £2.8m to the local 

economy. 

• Overall, 101 QALY’s have been calculated to be 

gained.  

 



 Lessons Learned 

• Innovative and interactive campaigns effective (in 

Thurrock) 

• Transport projects can help support health priorities / 

health projects can help support transport priorities 

• Cost effective and tackles issues directly 

• Partnership and media collaboration 

• Raise agenda politically and locally 

• New groups established and promoted 

• Stakeholder engagement 

• Harnessed community involvement 

 



We are pioneering an Arts and Health initiative that will be a model 

of good practice sustainable and replicable across the UK. 
 

 What next? 

Thurrock 100 

Sports & PA Strategy School Challenges 

Thurrock Transport Strategy Community Walks  
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