


What we set out to achieve

® Change the way
New Zealanders
think, feel and act
about family
violence
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What we were worried about

High Likelihood

Campaign used to lobby for
funding / argue that funding
is inadequate

Criticised byjacademics

Criticism of messages

Social marketing approach not
understood by key people

Low impact

Inconsistency of
spokespeople / messages

Seen as chaotic /
unfocussed
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Counter-campaign lobby

CYF capacity

' Impact of other govt

Insufficient funding

Too risk averse

sector initiatives

Criticism of focus on males

Election year issues

policy and enforcement
Demand exceeds
service capacity

Caught in controversy
over section 59

Perception of govt telling people what
to do in their homes

Budget decisions do not meet
partner expectations

Seen as govt campaign, rather

than social movement 0800 over-demand

Impacts on police / justice / lenzel @ L) BeE)

from community groups
Cultural sensitivities not met

comes to harm
Campaign perceived to

trigger violent act

| ——
) Institutional knowledge lost

Pressure to fit political agendas

Approach challenged

Misuse of the brand

Deadlines not met

Budget blows out
Credibility of campaign
participants questioned

Insufficient information
Interagency tensions

Important stakeholders not
consulted with

Inadequate cut-through Inconsistency in

approaches
Campaign does not
engage with community
Another campaign comes out
with competing branding

Campaign accused of
stealing ‘It's not ok’ line

Funds misused

Impact of international events

Quality/distribution of
resources

Momentum lost



Our starting hypothesis:

“ Reduce incidence of male perpetrated
Intimate partner violence

® Audience: either perpetrators or their
Influencers
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The four most beautiful words in social marketing:

We did some research
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What we came up with

IT IS

TO ASK
FOR
OK HELP
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What we came up with

SENATE



What we did
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In the community
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How we did it: stakeholder engagement

Taskforce
Campaign
management
commitiee

Pacific
Reference
Group

Steering

Campaign

SENATE



What's working
77,251 visits to website since September 2007

185,865 copies of brochures distributed

7,929 calls to 0800 number since September 2007
40% from men - number of calls double when ads on TV

Awareness of advertising: 89%

People who have taken action as a result: 20%
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IT IS

TO ASK

Campaign for Action on Family Violence | An initiative of The Taskforce for Action on Violence within Families




Family violence In the spotlight: Tony Veitch

Bought silence on violence not okay

Friday, 11 July 2008, The Dominion Post
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What we have learned

Integrated approach:
strength in the sum of all parts

Stakeholder engagement:
“listening leadership”

Flexibility and adaptability
being prepared to change the plan
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Stories of positive change
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Stories of positive change
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