Beat the Street Shepton Mallet and Wells

Beat the Streetis an evidence-based population level, behaviour-change
programme that creates a social norm around being active. It connects
people to each other and their environment and addresses health
inequalities through small changes to daily behaviour. In Shepton Mallet
and Wells it brought partners together to deliver shared objectives on
improving people’s health and wellbeing, active travel and the
environment. Sustainability is in the behaviour change of participants -
enabling them to take control of their health.
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Qualitative Feedback from Children

Open question feedback from children post-game suggested they had become more physically
active and more connected to each other and the local area.
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Adult Behaviour Change
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Child Behaviour Change
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55% of less active children became
more active (n = 93 matched pairs).
The proportion of children reporting
being inactive (< 30 mins of activity
per day) decreased from 37% to

27%, whereas the proportion
reporting undertaking 60+ mins of
activity per day increased from 37%
to 44% (n = 249 matched pairs).
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Qualitative Feedback from Adults

Open question feedback from adults post-game suggested the game brought families together
and increased physical activity, especially walking.
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