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Agenda 

• National polling by the CAA about Canadian’s 
attitudes and behaviours related to walking 

• The science of motivation  
• Draft a message using the Every Body Walk! 

toolkit  
 

Presenter
Presentation Notes
This workshop will begin by presenting data from national polling by the CAA about Canadian’s attitudes and behaviours related to walking to provide some context. Then we’ll explore some information about the science of motivation and how it can help us develop more effective messages and campaigns to get more people walking. Finally, we’ll spend some time individually drafting a message using the Every Body Walk! toolkit. 



Focus of attention 

Promotion & 
Encouragement 

LUP & the 
Built 

Environment 

Presenter
Presentation Notes
Over the past 10 years or so, there has been a shift toward influencing land use policy and community design to deal with more systemic issues to support walking. Some great steps forward have been made to reduce the physical barriers to walking and we’re beginning to see the impacts of policy changes on the ground in our communities. In order to reverse the trend of walking less that was created through decades of engineering walking out of our lives, we need to promote walking and encourage people to walk. In the past, messages have been based on the health benefits of walking. However, research is emerging to show that this is ineffective. 



Canadians’ Attitudes & Behaviours Towards 
Walking 

Presenter
Presentation Notes
Through a partnership with CAA, Canada Walks was able to include some questions specifically about walking in a national Ekos poll of 1000 Canadians. Here are a few interesting things that were learned. 



Lower traffic 
speeds 

enforced 
61% 

Increased 
government 
spending  on 

walking 
infrastructure 

80% 

Improved snow 
and ice removal 

on sidewalks 
88% 

Presenter
Presentation Notes
In terms of attitudes, a clear majority support walkability initiatives such as enforcing lower speed limits, increased spending on walking infrastructure and better snow and ice removal on sidewalks. 



73% said that walking is a…. 

…pleasant and 
relaxing 
activity. 

…form of 
exercise with 

real health 
benefits. 

Presenter
Presentation Notes
73% of those surveyed said that walking is a form of exercise with real health benefits and also find walking to be a pleasant and relaxing activity.  A good starting point!And we know that walking is the favorite leisure time activity of Canadians.



How much are Canadians walking? 

Average duration 
of daily walking for 
leisure, exercise or 
to get somewhere:  

42 minutes 

Average number 
of walks taken in 

the last 7 days 
that lasted at least 

10 minutes: 5.2 

Presenter
Presentation Notes
The average number of walks that Canadians take weekly of at least 10 minutes is fairly low at 5.2 - this does not come close to meeting the physical activity guidelines for adults.The duration that people walk for seems high. However, 44% of respondents reported walking 20-60 minutes when they walk and this skewed the results a bit.



Purpose of walking trip 

Presenter
Presentation Notes
These are the places that people reported walking to in the past 7 days. We're seeing the most uptake of walking during personal time – for errands, to parks/playgrounds and visiting, and far less for commuting to work or school. 



77% agreed 
that they should 

walk more 
often… 

50% 

25% 

20% 

16% 

13% 

9% 

Not enough time / too busy

Already exercise in other ways

Disability / mobility issues

No / poor sidewalks or
pathways

Safety concerns in
neighbourhood

Don't enjoy walking

…but sometimes 
there are obstacles. 

Presenter
Presentation Notes
77% agree that they should walk more often, but sometimes there are obstacles.The biggest barrier that people identified was time, so I think the message is still build it into your daily life rather than trying to fit it in as a separate activity.  



Canadians are ready to walk more 

Presenter
Presentation Notes
The good news is, Canadians are ready to walk more - 45% said that they would not find it difficult to commit to walking 30 minutes a day – the recommended amount for health benefits. However, new research from the Every Body Walk! Collaborative in the US shows that the health message isn’t motivating – telling someone that walking is good for them or will reduce their risk of cardiovascular disease isn’t a motivating message.



Mind the Gap 

Presenter
Presentation Notes
In fact, research shows that people’s most common motivations articulated for exercising – weight loss and better health – have actually been associated with doing the least amount of exercise (Segar, M. 2015. p. 30)When it comes to our health, research shows that there is a gap between our values and our behaviour.



Science of Motivation 

Presenter
Presentation Notes
In her recent book, No Sweat, Michelle Segar talks about the neuroscience of reward – the mechanisms in our brain that drive us to seek pleasurable experiences – explains why we are more motivated to pursue physical movement if it’s pleasurable and helps us feel good. This is rooted in two different systems: “liking” and “wanting”. Liking refers to the hedonic experiences that indicate states of positive feeling, such as pleasure. Wanting refers to desiring an important reward or action, something that motivates us. 



Harnessing the right “whys” 

The “why” – to feel 
better: 
 internal 
 immediate feedback 
– felt in the now 
 

The “why” – to improve 
health: 
 external 
 long term – ‘may’ 
happen in the future  

Motivation results from the right “why” to 
sustain the behaviour.   

Presenter
Presentation Notes
We need to focus more on what motivates people to walk so that we promote the right “whys” (motivating factors) to foster a walking practice that can be sustained.



Segar, M. 2015.   

Presenter
Presentation Notes
We’ve been focusing on education about the health benefits of walking but it hasn’t been effective in motivating people to walk because it’s the wrong “why”.



Re-thinking motivation to cultivate a 
sustainable walking practice 

Presenter
Presentation Notes
Re-thinking motivation  to cultivate a walking practice - from chore to gift.



Continuum of motives – “whys” 

No 
Interest 

Outside 
Pressure 

Should 
Do  

I 
Value  

Feels 
Good  

“No way” “Told by doctor” “Social 
pressure ” 

“Part of 
who I am” 

“Intrinsic” 

Higher quality motivation 
 

Presenter
Presentation Notes
QUESTION FOR THE GROUP:Go through each place on the continuum and ask – chore or gift?



Now 

Emotion 

Feelings trump function 

VS  Logic 

VS  Future 

Focus on motivating factors that are emotional – 
fun, renewed energy, lifted mood, improved focus, 

connect with friends.   

Presenter
Presentation Notes
A possible better tomorrow appeals to our logic – chore A better today appeals to our emotions – gift.This requires us to tune into what makes us feel good and condition ourselves to notice what’s going on internally – in our mind and body.



Segar, M. 2015.   

Presenter
Presentation Notes
Focus on motivating factors that are emotional – fun, renewed energy, lifted mood, improved focus, connect with friends - these are the gifts that make us want it again and again.



Tired at work? 

Feel better NOW. 
Go for a walk. 

Presenter
Presentation Notes
So, we need to stop talking about walking as a way to better health and start talking about the immediate benefits – reward substitution, from chore to gift – in order to be more effective in fostering a sustainable cycle of self-care through walking.



Presenter
Presentation Notes
The Every Body Walk! Collaborative is a partnership of national, state and local organizations, federal agencies, businesses, and professional associations that are committed to developing and implementing collective approaches that can return walking to a valued, cultural norm for all Americans. The EBW! Collaborative is striving to create environments where more people walking in more walkable places.In their testing they found that when some learned about the opportunity to build stronger relationships and human connections by walking with others, they became genuinely interested.Every Body Walk! Engaged in research and a national collaborative process to develop an engaging value-based consumer message focused on making connections that would motivate more people to walk. 



Anatomy of a message 

• The given 
• The new idea 
• Challenge & solution 
• How to 
• Closing message 
• Call to action 

 



THE GIVEN 

This message addresses the research finding 
that people already know about the health 
benefits of walking. 
 

Example: “We all know that walking is one of 
the best ways to stay healthy.” 



This message is the core of what we learned 
from the research - Walking benefits people 
through the connections that they make when 
they walk. 
 

Example: “It’s also one of the best ways to 
connect with others.” 

THE NEW IDEA 



This message presents the challenge people face 
finding time and offers walking as a solution. 
 

Example: “There never seems to be enough 
time to enjoy friends and family. By walking with 
them, we get to catch up and refresh our minds, 

and the physical benefits add up, too.” 

CHALLENGE & SOLUTION 



This message gives people ideas about how to 
bring walking into their lives. 
 

Example: “Invite a friend or your partner on an 
after-dinner walk, take care of weekend errands 
with your family on foot, or invite neighbors to 

start a casual walking group.” 

THE HOW 



The closing message reinforces the core 
message, and offers lots of space for 
customization. 
 

Example: “Along the way you’ll build strong 
bonds and memories.” 

CLOSING MESSAGE 



This message asks people to act.  
 

Example: “Walk more. Connect more.” 

CALL TO ACTION 



ACTIVITY 

• Using the workbooks at your table take a few 
minutes to go through the construction of a 
message step by step and draft a “Walk more, 
Connect more” message that you think may 
resonate in your community. 



Summary 

• Canadians could easily commit to walking 
more 

• Canadians are walking mostly for recreation & 
leisure and for personal errands 

• The health message isn’t resonating  
• Re-think motivation to cultivate a walking 

practice 
• Create messages and campaigns that resonate 

with motivations for walking 



THANK YOU 

Kate Hall 
kvhall06@gmail.com 

“Walking with a friend in the dark is 
better than walking alone in the light.” 

Helen Keller 
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