	Frequently asked questions 


Q. What is the Campaign for Action on Family Violence? 

A. The Campaign for Action on Family Violence is a multi-layered programme based on community action, communications and research. It includes:
· a nationwide 0800 number (0800 456 450) providing support, information and resources to help people understand the impact of family violence and how they can make changes in their own lives. The 0800 number is a collaborative effort by NGO agencies that are providing staff, training, systems and leadership.

· advertising on television and other media contributing to increasing public understanding of family violence and its impacts, and to creating a widespread agreement that family violence is not OK. Phase one television ads addressed “Social Norms” while the phase two television ads showed “Stories of Positive Change”.
· a website providing information and resources to help people understand what they can do to help stop family violence, and providing a ‘front door’ to other websites. (www.areyouok.org.nz) 

· brochures and other resources for distribution through the 0800 number, website, and organisations. 

· a Community Action Fund that provides financial support for community-led activities that create supportive social environments for families free of violence.

· ongoing relationships and partnerships with government and non-government partners, community leaders, and any New Zealander who wishes to contribute to the campaign, and to help spread the message that family violence is not OK.

· research and evaluation to inform ongoing development of the Campaign.
Q. What research has been conducted to assess the impact of the Campaign for Action on Family Violence? 

A. The Centre for Research and Evaluation supports the Campaign for Action on Family Violence with a research and evaluation strategy. The strategy includes:

· a survey on the attitudes, values and beliefs about violence within families

· a community study that reports the difference the Campaign has made in four communities within New Zealand formative research to inform the development of the Campaign
· a series of three reach and retention surveys to track awareness and retention of the Campaign’s mass media advertisements 

· a report on the innovative social marketing approach that the Campaign works from

· a report on the findings of research aimed to understand the barriers and enablers to giving and receiving help in the context of family violence.  

Q. Who produced the reports and why were the reports commissioned?

A. The reports were produced by the Ministry of Social Development’s Centre for Social Research and Evaluation as part of the Research and Evaluation Strategy for the Campaign for Action on Family Violence. 
· The Attitudes, Values and Beliefs about Violence within Families Survey was developed to understand existing attitudes and beliefs towards family violence and to monitor change in attitudes about family violence in New Zealand.  The survey was conducted by Research International Limited.

· The Community Study was conducted to explore the community context into which the Campaign for Action on Family Violence was launched and to determine if and how the Campaign is making a difference in local communities. Local researchers from four communities within New Zealand conducted the research in their respective communities and the Community Study Summary Report brings together the findings from those communities. 
· The Reach and Retention tracking surveys measured the reach and retention of the Campaign TV advertisements. Three surveys were completed in December 2007 and April 2008 and September 2008. The surveys were conducted by Phoenix Research Limited.
· The report: An innovative approach to changing social attitudes around family violence in New Zealand: Key insights and lessons learnt summarises the research designed to outline the key ideas and messages on the Campaign’s work and how this aligns with current literature on social marketing and social innovation (including practical examples from the Interviews) and how it is known that the Campaign is working. The research was conducted by Point Research Limited.
· The Report on Giving, Receiving and Seeking Help summaries the research designed to understand the range of experiences victims, perpetrators and their family, whānau and friends had with seeking, receiving and/or giving help in the context of family violence. The findings from this research will inform the development of the next phase of television advertisements and other social marketing and community activities for the Campaign for Action on Family Violence. The research was conducted by Point Research Limited.
Q. Has the Campaign had an impact on reducing family violence? 

A. A social marketing approach can be a successful tool in shaping attitudes towards key social issues, however attributing change in national rates of family violence to any one activity is not easy as they exists alongside other services, interventions and policy. It will also take many years before we see a significant shift in attitudes and changes in behaviour at a national level. 
Nevertheless, the evidence from the reach and retention studies, the Community Study and other evaluation does appear to suggest that the Campaign is having an impact on attitudes to family violence and on some aspects of behaviour. These changes include, that the Campaign: 
· is affirming change and help-seeking

· is very visible and successful in highlighting the issues of family violence and to motivate discussion and change

· television ads are sending the message out that they are intended to

· is encouraging people to take action

· is supporting change in communities

· is supporting the news media to report family violence with greater accuracy and portray family violence as a serious social problem in New Zealand

· community action fund allows communities to provide services and resources specific to their community’s needs.
It is likely that the success of the Campaign to-date is a result of adopting best practice principles in social marketing embedded in rigorous research and evaluation that still allows for the social complexity of the issue to be address in an adaptive, responsive and innovative way.
Q. How are family members and others who could intervene being encouraged to take responsibility when they see evidence of family violence? 

A. The “It’s not OK” campaign has had some impact in this area. For example, research shows that 68 per cent of those that recalled at least one of the TV advertisements agreed that the advertisements helped them to understand that they should not tolerate violence within families. Of those that recalled the advertisements, 22 per cent (over one in five) reported taking at least one action as a result, including those who contacted some other organisation, professional or community leader to talk about violence they were worried about.  

The next phase of the “It's not OK” Campaign will focus on “how to help”.  The website, printed resources and television commercials will show ways that everyone can offer help to people they know who may be experiencing violence at home.
Q. Who participated in the Attitudes Survey?
A. The attitudes survey was a nationally representative face-to-face survey conducted between May and August 2008. The total weighted sample size for the survey was 2,444 people aged 18 years and above, with an overall weighted response rate of 57 per cent. 
Q. Why was it important to measure attitudes, values and beliefs about family violence?

A.  This survey was the first of its kind in New Zealand to measure attitudes, value and beliefs of New Zealanders towards intimate partner violence, child abuse and elder abuse. The survey also asked participants about their beliefs about helping in situations where family violence was thought to be occurring. 
Research has highlighted that attitudes, values and beliefs are strongly linked with family violence as they can support or excuse such violence towards family members, for example those who hold attitudes that are accepting of violence are more at risk of engaging in violence. It is therefore imperative that we understand those attitudes that are held by New Zealanders as a base for intervention and support. The attitudes survey provides a baseline for attitudes, values and belief in New Zealand that can be monitored over time.
Q. What methodology was used for the Community Study and what was its strength? 

A. In each community, a local contract researcher was responsible for the Community Study. To maximise community engagement and build evaluation capacity in the communities, each contract researcher engaged community researchers to assist with the data collection and analysis. The community researchers worked in the local community or had practitioner backgrounds in family violence. In addition, they all had thorough knowledge of their community and were well connected to it
Q. Why was the research on giving, receiving and seeking help commissioned by CSRE?
A. Findings from the report Attitudes, Values and Beliefs about Violence within Families: 2008 found that people want to give help in situations where family violence is occurring, but there are a number of barriers to actually providing help and support to victims and perpetrators. Similarly, research has highlighted that for victims and perpetrators there are a number of barriers to move from relationships characterised by violence, to relationships free from violence. 
This research supported the direction of the next phase of television advertisements and other social marketing and community activities for the Campaign for Action on Family Violence to address hep support, but further qualitative research was needed to understand the nature of giving, receiving and seeking help in situations of family violence; in particular, the conditions that encourage effective help giving and receiving. 
Q.  How do the Campaign reach and retention findings compare with other New Zealand social marketing Campaigns?
A. Reach and retention findings across television campaigns are hard to compare with different methodologies employed, however we are able to compare the Campaign reach and retention findings with the “Like Minds Like Mine” campaign and the “John Kirwan” campaigns as the same company carried out the tracking surveys with comparable methodologies.
Total recall of viewing any of the advertisements from phase one and/or phase two of the Campaign rose significantly from 89% to 95%, with a recall rate of 90% for the Stories of Positive Change advertisements. The 90% prompted recall for phase two in September 2008 and the 95% awareness for the Campaign overall compares very favourably with 67% prompted recall when the "Like Minds Like Mine" campaign began – in the second campaign it rose to 86% and has risen as high as 88% The "John Kirwan" advertisements for the National Depression Initiative had 90% prompted recall. 
