‘Malatest
Internationa |

Final Report:

Evaluation of
" Proud Ca

"




Table of contents

EXECULIVE SUMMANY.01t0rverererrererrirraeessssisensoseseesssssssssssssassossssasssssssssssassssnssessssones 3

1.  The Pasefika Proud Campaign c...ccccecremmerreccnsennonsicsransacessnnsnesnsnsnsesssossnssaassss 10
1.1 BACKGIrOUNG ..iiviiieiiciiie sttt ear s aes e e ts v te et e e enneeens 10
1.2 Campaign aPPrOaCHES. ... cvviitiriect ittt e crr e esre e asre e et nbesreersrens 12

2. . Evaluation Approach ........................................................ 1

2.1 Methods
2.2 ANAIYSES 1ot e

2.3 Limitations of the evaluation........ccccoccvvunnnen,

3. The development of the Campaign
3.1 Challenges to developing the Campaj
3.2 Responding to challenges...........

3.3 Lessons learned — developin

4. The implementation of the

4.5 Le
5. Ca .
54 %rstandi i1y VIOIENCE ..t iviri et ... 38
posu VIOIBNCE vt e ans 39
. Awarér&‘ he impacts family violence ......cccoovvcvinniniini e 40

o1 [0 4 T PR SORP PPN 44

@ %d?toward Tamily VIOIENCE...ovviiciieecicrc e 40
@ 5.5 SITY 1O @CE ettt e 43
Co .5 Lessons learned: creating a social climate that supports behavioural

, % £ 1= < N 45
Appendix 1: Logic model and evaluation framework....cccccceeeaervenonccncsosoresssasesosnes 51
(e =4 ol 1Y/ oo 1Y FO O OSSPSR 52

EValuation FramEWOTK ....cuuiveiioriiiiiieciieie ettt cree s estarena s s eesereree s s s enreeenns 53

www.malatest-intl.com Evaluation of the Pasefika Proud Campaign —June 2015 2




Executive Summary

This final evaluation report assesses the development, implementation and
achievements of the Pasefika Proud Campaign {the Campaign).

The Campaign

In 2013, the Ministry of Social Development (MSD) commissioned-the Pacific Medi

Network (PMN) to lead and develop the Pasefika Proud Camp Campaj

objectives were 1o:

e Build community ownership and commitmen‘& veéntion of f@\ J

violence in Pacific families and communities aid ort local change

»» e  Promote the Pasefika Pr G
The Campaign was intende aeieve soci
e Increasing awarene ily yi

that it bec i

N

aluation

@ An evaluation was commissioned near the start of the Campaign. The purpose of the

evaluation was to:
Stréngthen the development of the Campaign by providing information about
the Campaign approaches (the formative evaluation)
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e  Contribute to the implementation of the Campaign by providing information
about what was working and to identify challenges (the process evaluation)

e  Record the achievements of the Campaign and key evaluation learnings to
inform the Campaign moving forward (the outcomes evaluation).
The evaluation approach was developed to make best use of a limited evaluation
budget. The evaluation approach comprised:

e  Collaboration with PMN, MSD and the Campaign partners to jointly develop a
logic model and evaluation framework to guide the Campaigh and evaluatig

interviewed:

o  Atthe start of the Campaign

o At approximately three, twel
Campaign

timate awareness of

ange, S ys included:
aate questions, scales and

#d and validated in research on

o Surveys with members fro

o he start of the
&s

_the Campaign and indicatio

o Anonline surv S
: measures that kav
ily yielence Wi

Pacific f@
'Ience(IPV) in their lifetime, and 9.3% had experienced this in the last
twege

% proportion of survey respondents who reported that they had been exposed to
somefhing they thought might be family violence in the last 12 months involving:

‘ @ e  People they know - ranged from 47% in July 2014 to 27% in March 2015

1 Gao, W., Paterson, J., Abbot, M., Carter, S., & Lustini, L. (2010). Pacific Island Families Study:
Intimate partner violence and postnatal depression. Journal Immigrant Minority Health, 12,
242-248.
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o People they do not know - ranged from 35% in July 2014 to 30% in March
2015.
Up to March 2015, 15% of those in relationships said they had engaged to some
degree in acts of severe physical violence with their partners in the last four weeks.
One-third said they had engaged in aspects of moderate violence or emotionally
abusive acts in the last four weeks.

While the above results are based on a sample that cannot be extended to the
Pacific population as a whole, they do confirm the need to support change ugh
Campaigns such as Pasefika Proud.

The development of the Campaign

Although -PMN were selected as the provider of the Campa
that PMN would bring together a team of relevant sta
together to develop the Campaign approaches and

would complement PMNs expertise in Cam
programnie was supported by the team &

In practice in the early stages of theqro
C

nication mpaign partners and
i e also variable. There were
x ject management approach '

team was underestimated, ongoing
robust project planning fort@

* a-number of reasons suc
-adopted and limited st@
" capacity. As the C } gr
involvement of-the appoi
understan inN sta @
proces i forwardz.x

as well as limited practitioner
MN project management, the
tef Executive in the Campaign, and increased

v Lessons learned:

- E ¢ that the practitioner and project management skills and
developing an % ertise required to develop a complex social marketing campaign
extensive such as the Pasefika Proud Campaign are included in the team or
Campaign to available to the team.

establish The need for a project plan based on the theory underpinning social change

@)
ens @ and including the steps that need to be in place to achieve change and
evidence-based key messages. While a plan was developed in the early stages
of the Campaign, the plan was focussed on project management and reflected
PMN’s challenge in including the necessary practitioner expertise in the team.

appropriate
planning,
partnerships and
processes.
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e Putting in place realistic targets to acknowledge the extent to which the
Campaign can change an embedded social problem over the time frame
available.

The implementation of the Campaign

Campaign activities aimed to increase awareness of family violence in Pacific familie

and communities so that it becomes more visible and talked ab specially am

Key finding: youth. Activities were linked to promoting the Pasefika Proudp

At each time-

point of the respondents at nearly all time-points except b

Campaign : 2014:
40%-60% o

6-60% of o At this time, the most frequently «
survey o . .
' Pacific community events. T
respondents . .
Wellington, Christchurch a
had seen,
heard or read ®  The three most recalled Ca
about the . respondents at most times

4t each time point:

Campaign. community events or
Co { edin
| st station was Niufm followed by 531P!

rm of digital media was FaceBook

-~

Key finding: i 8 { ampaign included:
Awareness eli %; some Campaign initiatives being rolled out without
raising. of support systems required.
approaches The @;er was promoted but not in place
by”jﬂ:;:;cdaelﬁd o A The Roadshow was delivered but without the‘necessary Support'for

who became upset during the event
were rgdo

e Champions and Ambassadors were considered and although some
were engaged there was no clarity on the purpose and role of these

positions.

and PMN team responded to the recommendations in the formative evaluation

% port with changes that contributed to progressing the Campaign:

The Campaign focus was changed to include a greater focus on working with
community organisations and churches and a reduction in the intensity of
radio advertising

e The development of collegial support and a closer working relationship
between PMN and MSD as the Campaign progressed and as a consequence of
internal changes within both organisations
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e  Staff changes and a new role developed within PMN that focused on culture
and community relationships.

Lessons Learned

o  The Pasefika Proud brand was an effective approach and awareness of the
essons learned: brand was relatively high amongst the Pacific community. However, some

It is important to stakeholders considered that the link between the brand and family violence
maintain the could be strengthened. '
intensity of e Focus on approaches that are identified as being most effeefive in raising

effective awareness of the Campaign such as the radio, digital m d Pacific S
awareness or shows and consider: @

raising o  Expanding the reach of radio across regio
approaches ) ) : / _
lonaside the ' o Funding that adequately reflects the resourcapequiredga implément
a
. g . the radio campaign -
implementation \
of community e . Maintain the intensity of effective a aising alongside the
initiative projects implementation of community initia ects

¢  Use the engagement model

odist church
érlargechurch congregations

community initiative proj
moving forward:

o  Ensure that ¢

Campaign a iei@ﬂs
standipng of family violence and its many impacts
Mjanu to 2015:

argnéss of the impacts of family violence was high

ondents agreed that the Campaign had:

‘ Made them think more about family violence (69%)
about fap

Helped them understand that family violence is happening in Pacific

Vi
unders it communities (71%)
famllywdlenge is 6 Helped them understand what they could do to support others who
9- ing in may be experiencing family violence (73%).
Pacific

communities and
understand what
they could do to
support others.
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Key finding:

Survey
respondents are
talking about
family violence,

' the Pasefika
Proud Campaign
or violence they
are worried
about.

Key findihg:

One-third of
survey
respondents
have used the
Pasefika Proud

website and -

obtained more
information
about family
violence.

engage/ i Qi
com and
embed the
~Campaign into

strategic work
plans.

The personal relevance of family violence (Our Families, Our People, Our
Responsibility)
In January to March 2015:
e Three-quarters (79%) of respondents agreed or strongly agreed that family
violence should not be ignored and 71% agreed that others outside the family
should intervene if a man mistreats his wife. More than three-quarters of

respondents (83%) agree or strongly agree that if a friend was behaving
violently towards their family they could help change thej viour.

o These findings suggest many respondents are t nsibility (for

petr; ~.. s, inflyaqcers)

e%kely to call the
angesof family violence
68%) if they saw instances

creating change.

Propensity to act on family violence (as victims, per

In January to March 2015:

e Three-quarters of survey respondepfs

and many reported they wo
of family violence.

e Survey respondents r U
would definitely or |

0]

e QOvera penden
@ onverSatidps between survey respondents and their families,
nds others about family violence (46%), violence they
were out (41%), or about the Pasefika Proud Campaign (42%)

o  Use the Rgsefika Proud website (35%) and information about family

We (32%).

ned about creating a social climate that supports behavioural change

ns
‘o‘ stakeholders identified several Campaign achievements that can
ute to creating a social climate that supports behavioural change:

nt
% Commitment by Campaign partner organisations to embed Pasefika Proud

within Pacific communities in New Zealand and expand the scope of the
Campaign ‘

e  Organisational change within a partner agency

e Providing opportunities for NGO’s to develop trusting relationships and
engage in conversations about family violence with communities.

Participants also noted that the new community initiative projects based on
community needs are purposed to support local change and contribute to building

www.malatest-intl.com
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community ownership and commitment to the prevention of family violence in

Pacific families and communities.

Next Steps
Changes suggested by participants to improve future planning, development and
delivery of the Campaign include:

Lessons
e  Reviewing the Campaign Plan and developing an overarching Pasefika Proud

learned:
plan that is informed by the key learnings from the Campaigy to date and
Suggested next other similar campaigns. Participants emphasised a nee ure that th
steps involve - overarching plan:
Developing an o Clearly articulates the future direction of t
overarching : o Is based on the theory underpinning so
Pasefika that need to be in place to achieve efia
Proud plan targets to acknowledge the ext xrhich the Canpaie

° Estab/ish/'hg an embedded social proble ha pime fra
multi-sectoral . o Includes a process to reyigwn ay ine k ; es for different
engagement target groups that ar, % %r d brand

and

o Includes a proces for Pacific family violence

collaboration within the widé

e Maintaining o Articulates e i
relationships
with

communities.

ensure that the relationships established with church
ia the community initiative projects are maintained

eyond Ju%
o . Develop'glans for sustainability of the community initiative projects

Msh a forum for community initiated project providers to share and
adrn from each other
% b next steps participants identified the need for:

e/ ) An adequate and realistic funding strategy linked to the Campaign objectives

% e .Resources and support to further enhance current and future community
% initiatives.
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1. The Pasefika Proud Campaign

S 11 Background

Family violence is a broad term that encompasses physical, psychological and
emotional abuse, harm and subsequent adverse impacts both short and long term.

In 2010, the Pacific Island Families Study identified that 23% of mothers reported
family violence victimisation in the past 12 months. Of these mothérs, 48% repor
severe Intimate Partner Violence (IPV) and 53% reported mi @tudy
Fanslow et al., (2010) which replicated the World Health t (WHO)@
Multicountry Study?, identified that 32.4% of Pacific & d €xperie @
physical and/or sexual IPV during their lifetime (compar ith Magyi (56. 1%,
European/Other (34.3%) and Asian (11.5%) wo and 9.3% had-eXx

“..while women’s attit
bearing on their initfalexp FaR R
their attitudes gbaut th rmativeno

influence th

extricat
In comp oxQups, Pacific women were identified as:
e %Iytoa thay it was “important for a man to show his wife who is
oss” |
ore Iikevly t orse the statement that “a good wife obeys her husband

siand disapproves (15.1%).

@ ors also found:

. % %/\ 2 Gao, W., Paterson, J., Abbot, M., Carter, S., & Lustini, L. (2010). Pacific Island Families Study:

eve%\?isagreesn (41.6%); and
' @ ® % ikelyto agree that a women should choose her own friends if her

Intimate partner violence and postnatal depression. Journal Immigrant Minority Health, 12,
242-248.

3 Gardia-Moreno et al., 2005.

4 Fanslow, J., Robinson, E., Crengle, S., Perese. L. (2010). Juxtaposing Beliefs and Reality:
Prevalence Rates of Intimate Partner Violence and Attitudes to Violence and Gender Roles
Reported by New Zealand Women. Violence Against Women 16 (7) 812-831.

5 Ibid
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o  Higher proportions of Pacific (11.3%), Asian (6.8%) and Maori (5.3%) women
agreed that a man has a good reason to hit his wife if she was unfaithful,
compared with the European/Other group (1.6%);

e  76.5% of Pacific women agreed that “family problems should only be
discussed with people in the family” (compared with Asian (64.7%), Maori
(48.2%) and European/Other {31.1%)); and

~ o 34.1% of Pacific women disagreed that “If a man mistreats his wife, others
outside the family should intervene” (compared with Asiap’(20.7%), Maori
(20.7%) and European/Other (9.3%))°.

.. The past two decades have seen significant increases in vi
(Ministry of Social. Development, 2012). Literature hagiden
no single cause that can be attributed to family violence,

New Zealand: social and economic inequalj
and identity and culture’.

In 2010, the Pacific Advisory Grou ceorAction on Violence
~.within Families conducted a serie
feedback on how best to addke

highlighted a high level a

and to seek community
The community fono
g Pacific people. Fono
participants commonly ide
approaches to:

° Raise

v e " E cific
identif: ons and take leadership in addressing Pacific family
8

and families to take responsibility for family

4 Blild community ownership and commitment to the prevention of family
% violence in Pacific families and communities and support local change

@ ® Ibid

7 Ministry of Social Development. (2012). Falevitu: A literature review on culture and family
violence in seven Pacific communities in New Zealand. Ministry of Social Development:

Wellington.
8 http://www.familyservices.govt.nz/working-with-us/programmes-services/pasefika-
proud/more-about-the-pasifika-campaign.html
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e  Encourage Pacific community organisations around New Zealand but mainly in
Auckland to work collaboratively to prevent family violence

e Ensure that objectives and messages of Pasefika Proud are echoed, made
relevant and acted on in Pacific communities

e  Promote the Pasefika Proud brand and key messaging.
The Campaign was intended to achieve social change through:

e Increasing awareness of family violence in Pacific families and communities s
that it becomes more visible and talked about especially outh

e Increasing the understanding of family violence and jtsgran acts

e. Increasing the personal relevance of family viole F
Our Responsibility)

violence (

e - Promoting a greater propensity to act on @i
perpetrators, influencers)
e  Creating a social climate that suppo loura
1.2 "Campaign approaches é -
The Pacific Media Networdeveloped an pted several different

approaches to achieve the ohjgctives aign:
e Radio @
° Printe@
)
o M Racifittdmmuynit or shows

asetika Pr chandise
@TV (via face%
Vo P cif&{lﬁv/@}unityinitiatives.
Table 1 hows the timing of each campaign approach.

° Tagata Pasefika TV footage about the Campaigh was promoted through the digital media
facebook page.
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Table 1: Campaign approaches between 2013 and 2015 (dark green shading
indicates when the intensity of an ongoing approach increased — light green
shading shows when the intensity of an ongoing approach decreased)

Campaign approaches 2013 2014 2015
Sep Oct Nov Dec Jan Feb Mar Apr MayJun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun

Merchandise

Radio

Print media

Digital media
Champions
Ambassadors
Auckland
Hamilton
Wellington
Christchurch
Dunedin
Auckland
Hamilton
Tokoroa
Hastings
Wellington
Nelson
Christchurch
Dunedin
Community initiatives

Community
events

Roadshow

PMN and MSD wgr ¢ {ey&lop, implement and manage the most
jty initiative projects.

ity-led initiatives to embed the Campaign within

This ap h
i to identify solutions to addressing Pacific family

%to be put back out to the regions, we really need to regionalise a

V Jot e baign...the people on the ground are the best people to tell us how
% ork... (P1)

phase...one part of the total Campaign whereby initially it's the top down
proach so we’re just filtering through messages, branding, promotional...the

@ next phase of it would then be a bottom up approach which is driven from

community and getting the Pasefika Proud initiative embedded in the
community...that doesn’t come from us it comes from the community. (P3)

e Resource development for national promotion
...stories that can be used as tools and that’s a part of a bigger production of
enabling families to capture their stories on film. Yeah we love our family albums
we love the stories but yeah are we capturing that?...it’s hearts and mind
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stuff...people talking about their story...the tough times and how they coped...or
positive stuff... (P2)

To date, at least twelve community initiated projects have been funded by the

Pasefika Proud Campaign. Brief profiles describing some of the community initiative
projects are in Appendix 2.
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2, Evaluation Approach

The focus of the Campaign was on enhancing understanding and awareness of family
violence, and increasing the propensity to act for individuals, families and
communities. The evaluation approach reflects that focus and acknowledges the
prevalence of family violence was not measurable.

The evaluation was guide'd by a logic model and evaluation framework developed

with PMN and key stakeholders in 2013 (see Appendix 1). Table 2 shows the key
evaluation questions included in the evaluation framework.
Table 2: Evaluation Questio @

the Campaign development and re

<)

Key evaluation questions
Developing e Did the key stakehold;{%n‘ 5 ovliders

d providers contribute to the
@e opment a ment of the strategy?

Did key ste 5§ and providers receive enough

gsources and support from the Campaign?

at tools and resources were created and distributed as part

| g ° gCampaign implemented as intended? If not, why were
@ paign %ﬁ ges introduced?
@

of the Campaign?

’ \ e What were barriers to successful implementation, and how
% were they overcome?

@ e What was particularly helpful in implementing the Campaign

% strategy?
Campaign e Are Pacific community organisations around New Zealand but
achievements mainly Auckland working collaboratively to prevent family
violence through the Campaign?

@ e To what extent has the Campaign promoted community

ownership and commitment to the prevention of family
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violence in Pacific families and communities and support local
change?
o Are Pacific families and communities aware of the Campaign?

e Do the key messages resonate with Pacific families and
communities? Are they viewed as credible?

o Who has been reached by the Campaign?

e Has the Campaign influenced the awareness; Binderstanding

and attitudes toward family violence a familj
and communities?
e S

e Has the Campaign stimulated di u other pre
to change?

e Has the Campaign influe i ok astion within
Pacific families and ¢ ? ’

e Wereso
others?

2.1

o

following data collection methods:
th i%ﬁs: conducted at approximately three, twelve and twenty months
astar t the Campaign to examine progress of the Campaign and any
- §.and achievements. All questionnaire guides were reviewed by PMN and
_ cap information set out in the evaluation framework.
x of stakeholders was provided by PMN for each of the in-depth interviews
onducted at three, twelve and twenty months. Interviews were conducted with

: Q representatives from the following stakeholder groups at each time point:
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Stakeholder group Three Twelve  Twenty
months months  months

Campaign partner agencies | 2 2 1
Family violence service providers 1 2 -
MSD representatives (inclusive of PAG) - 3
PMN 4

Community initiative leads® -

Online survey: developed using appropriate question
‘have been designed, used and validated in researc
the New Zealand context. All questionnaires werexeview

arch 2015.
ahline survey link

Th bromotlon decreased
from July 2014.

survey questions that were
ts and activities by PMN staff

e Intercept survey: a.br
administered face-
o) ondents cop ed intercept survey up to March 2015.

)\ Stirvey responses
' cemb anuary - July - January - Total
ne 2014  December  March 2015 responses
2014

Int 22 747 476 2,013

We V . 118 11 3 132
[ V y respondents were: :

Female (66%)
Working full-time (43%)

gg@ - @ Samoan (46%) ethnicity, followed by Tongan (13%), Cook Island Maori (11%),

f

Niuean (6%), Fijian (3%) and Tokealuan (3%).

, e Aged between 25-44 years (38%) and 18-24 years (26%)
e Tertiary or secondary qualified (32% for both)

1% One interview conducted at twenty months, with two representatives from a community
initiative organisation is not included in this report (see Section 2.3).
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e Living in households with two people (35%)

o  Childless (28%)
All intercept survey responses up to July - September 2014, and between January to
March 2015 were collected in Auckland. Between October and December 2014, the
:Campaign and survey data collection were expanded to Wellington, Christchurch and
Dunedin (Table 4).

Table 4: Where respondents had heard about the Campaign™*
Jan-Mar Apr-Jun Jul-Sep Oct; ‘ Jan-Mz&
2014 2014 2014
(n = 86) (n =350) (n=41) - |
Auckland 100% 100% 100%& 4%

Wellington - 3 5%

Christchurch 4%
Dunedin 29% 1%
Other location ‘ 1% -

2.2 Analysis

Qualitative

hs in the evaluation framework. Participant codes
to provide anonymity (P1, 2, 3 etc).

a'g4thered vi% ine and intercept survey data were analysed using SPSS to
de a descriptiomof respondents’:

s of the Campaign, and approaches

a

ws on family violence and its impacts
& \Pfopensity to act against family violence
Exposure to family violence

@ e, Demographic profiles.

11 Note: Some people said they had heard about the Campaign in multiple locations in
October —December 2014 and between January — March 2015.
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2.3 Limitations of the evaluation

The main limitation of the evaluation was that conducting a prevalence study to
provide baseline information at the commencement, duration and end of the
Campaign required funding that was beyond both the time and fiscal parameiers of
the Campaign budget.

Instead estimates on exposure to family violence wera be provided through the
online and intercept surveys. The intention was for tha PMN tea collect
intercept survey data at regular intervals throughout the Cam ack ch S

over time. Changes to the Campaign and varying approaches ing sur
completions meant that this did not happen. Irregular et¥ion an
respondents are not a random sample means that al the survey da ides

et understand th mpa¥gn and

useful information at different points in time to

what it was achieving caution should be take fi a wider
population. In other words, the findings aréAfs ) & garm pulation at
different time points and cannot be g ific pepulation in New
Zéaland.

")Another limitation was that wkil&i fesi i iew all stakeholders
identified at three, twelve a & eValuation team experienced
difficulties in arranging intervie i everal points of contact. This
may reflect challengesexperience ampaign in engaging stakeholders

oan la The evaluation team planned to meet with the PMN
[geilitat the interview to discuss the translated key themes that
wed. Due to i apacity and time constraints within PMN this did not

Af. Theganslated nterview data has not been included this report.

Due to limit hegydl capacil hih the evaluation team, one interview with two
represe m a c@ y-ihitiative lead organisation was facilitated by
i a
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3. The development of the Campaign

At the start of the Campaign, PMN set out to engage with Campaign partners to
develop and implement the Campaign. Campaign partners were sought with
expertise and skills in different media approaches and family violence service
provision.

Interviewed participants identified a number of early achievements in developing

the Campaign, such as:
e  Establishing relationships with Campaign partners
b\aé%er\/

e Providing a key messages brief to inform Campaj approa Q

dthe sector@
o5ss thr eas_.: planning, provider

promoting the Campaign

e  Upskilling PMN staff about family violenge

3.1 Challenges to developing the Campaigs

.Several challenges were also identified

engagement and understandi
3.1.1. Planning

adoptedlant limited staff capacity within PMN, and

' ongoing communications with Campaign

Pewpskilled in family violence and the sector. At

KL ION d understanding of family violence and key messages with
( aign partners
@7 . hat we identified...a holistic understanding of the impact of

vi on families by those who were giving out the messages whether it be
o gh newspapers, whether it be on air or whether it be through whatever.
A holistic understanding. (P4)
%« Engaging with communities at the start of the Campaign when awareness
raising approaches were being developed

@% ...the local providers weren’t engaging, it’s very hard then to get them to

mobilise to do what should have been done in the first place... (P3)

...spent quite a bit of time setting up because the plan wasn’t well thought
out...strategically it should have involved community action right from the
start to really have an impact (P1)
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e Maximising opportunities to promote the Campaign at different provider and
community events.
...for the Christchurch one...some forward planning around understanding
what is happening...a calendar of events...move from just a “Hi this is what’s
happening” to, “Here are same tangible tools, here’s some opportunities
where we can tailor some key messaging, we understand these events are
happening”...have a bit more of an in-depth detailed conversation. (P2)

3.1.2, Provider engagement

Participants generally noted that the capacity of family viole rs wa

limited and that engagement with this workforce was ¢ Q roug ut
Campaign.

I don’t know whether the providers are too busyor thejvdon’t wagtto we w:th

us or | don’t truly know what the answer s gt it has successful
as | would like it to be. (P3)
Some participants had expected tha P ag ) V|ders at the start
of the Campaign would extend a e netw ith SD’s support if

hrequired. Other participants dMhat m MSDN@adership in engaging
providers may have enhanc ement the'sector.
PMN have relat/onshlp \ those networks aren’t family

ere that see the impact of violence...like the Pacific
Project or Friendship House, the facilitators of anger

imthe prisons, those who get the callouts, those who do the

e been to visit families...perhaps if Government got oll those

‘ v/ Vis¥Ls after Po&
eople%#e at the front. (P4)
VOne ﬁ@ ighvpartner highlighted that awareness of and access to the wider
@ m Mt Wellington to Port Waikato there’s more than 400 services for
% ori...when you break it down to Pacifica there’s just over a hundred but we
dan’t really know many of them...MSD have created a lot of these liaison positions
but services need to go and find each other...people shouldn’t have to go all over

§ South Auckland to find something that was there in their backyard. (P5)

3.1.3. Lack of clarity on scope and roles within PMN and MSD

Some participants described a lack of clarity within PMN about their role and scope
to coordinate, fund and implement different Campaign approaches.
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..they didn’t engage with NGO’s and providers in terms of funding, contracting or
grants...I don’t think they understood that could be part of their role...to
coordinate and fund people...provide the funding for the event or whatever...!
don’t think they understood that as their role.... (P1)

Other participants retrospectively highlighted the need for unified communications
from MSD, clearer guidelines, parameters and scope within contractual
arrangements and improved streamlined reporting processes.

..there’s always more room for improvement...you’ve got | ing one thi

want to achieve...have a better working relation
collaboration but | don’t tell them how they sh
be run under some stringent guideline... bé&

...streamline the reporting...when yo
and screens of reports it...it takesGuQy DCUS
(P3)

...in the earlier meetings
was a bit of a work withi
sure that we were bot

community eng qent...needg
and lookin kind ofa
3.2 Respor@c alle Q
t wed partis] ed that as the Campaign progressed, increased

standings wi N about family violence and the sector as well as several
ges teNnternal structures addressed a number of challenges and improved
Mroce st lop the Campaign.
. Falexample; an early change from external to internal project management. More
. : C ollowing the departure of the project manager, the PMN Chief Executive

. % ow/has responsibility for project management. This was considered beneficial to a
c

oser, collaborative and effective working relationship with MSD.

' ...it’s been much better because | get the decision there and then...been able to
: push things out faster. (P1) :

..what | appreciate about PMN is their willingness to really support local activity
and their willingness to hear what that could look like...I really appreciated the
openness and real commitment to manage this well. (P2)

...the biggest difference at the moment is the collaboration or the working on
collaboration closer together with MSD to help deliver Pasefika Proud. (P3)
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3.3 Lessons learned — developing the Campaign

Findings from the interviews with participants throughout the Campaign suggest the
need to:

e Allow appropriate time for team formation and to ensure that the practitioner
and project management skills and expertise required to develop the Pasefika -
" Proud Campaign are included in the team or available to the team.
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4, The implementation of the Campaign

The Campaign approaches aimed to increase the awareness of family violence in
Pacific families and communities so that it becomes more visible and talked about
especially among youth. Activities were linked to promoting the Pasefika Proud
brand.

4.1 Awareness of the Campaign
Interviewed participants perceived that the Campaign appro @eﬁec@

raising awareness of the Pasefika Proud brand.

...the Campaign made a huge difference in promo r bYand Pasefiky Rfoud...
Pasefika Proud as the brand has actually bee rmote really. as b&st as it
can be...mainly in Auckland. I think there e i

each year that the Campaign ran. (P1)

. ..maintaining the awareness of tf

= ..we’ve actually embedded the .,
Survey respondents were asked; haye you

Pasefika Proud CampaignX N 1 sho

014 (n = 99)

Oc

ithig Pacific familie

V v Jan-Mar 2014 (n = 164) |2 } ‘
Q@ . %; ;igure 1. Survey respondents’ awareness of the Campaign by quarter.

roportion of survey respondents who were aware of the Campaign has been
elatively constant (Figure 2). That fewer respondents between January and March
2015 were aware of the Campaign may reflect the emphasis that PMN and MSD
placed on planning community initiative projects with church and community groups
in Auckland and Wellington during that period.

Jun 2014 (n=722)
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Figure 2. Percentage of respondents that have seen, hear ead abgui the Pagefika

Proud Campaign by monik 2,096). 12
4,2 Awareness of the Campaign approaches

¥ réspandents who were
pproach (Figure 3). This
effective in raising

Throughout the Campaign, higher proy
.aware of the Campaign recalled
may imply that the use of mulg
awareness of the Campai

100% - <

3 %ﬁ A
: % igure 3. Online and intercept surveys showing the percentage of respondents that have
seen or heard either one or more than one form of media (n = 2,098)%3

@ *2 Note: There were no responses in September 2014, January 2015 or February 2015
(indicated by a dotted line) and response numbers were low in July 2014 and August 2014

(98 total).
** Note: There were no responses in September 2014, January 2015 or February 2015 and
response numbers were low in July 2014 and August 2014 (98 total).
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Between January and March 2015, the majority of survey respondents who were
aware of the Campaign reported that they had heard about it via the radio, followed
by digital media, Pacific community events (or shows) and TV (i.e. TV footage from
Tagata Pasefika promoted through the digital media FaceBook page).

The three most recalled Campaign approaches reported by survey respondents at
most time-points were radio, digital media and Pacific community events or shows

(Table 5).
Table 5. Awareness of the Campaign and the diﬁeren@hes. &

Awareness of the Jan-Mar Apr-Jun ~Plec
Campaign approaches =~ 2014 2014 014

: (n=286) (n = 350)
Radio 73% 87%
Digital media 43% 75%
Pacific community 55% 73%
events or shows
TV (via FaceBook) 62%
Pasefika Proud % 53%

merchandise

Printed materi @ 45% 8% 56% 28% T A4%
* Championgor . 20% 12% 9% 12%
Ambassa %

én January anthMarch 2015, 84% of respondents who were aware of the

Wd about it on the radio (Table 5). Of these respondents, the
' d that this was through Niufm (52%), followed by 531PI (30%) and
amga(19%) (Table 6).

@i and 531PI radio stations were consistently recalled by the highest

% rtion of respondents who had heard about the Campaign via radio at each
% me point.

14TV footage from Tagata Pasefika promoted through the digital media FaceBook page.
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Table 6. Awareness of the Campaign through different radio channels.

Radio approaches Jan-Mar Apr-Jun Jul-Sep Oct-Dec Jan-Mar
2014 2014 2014 2014 2015
{(n =86) {n = 350) (n=41) (n =390) (n=199)
Niufm 65% 62% 46% 30% 52%
531Pi 19% 46% 44% 18% 30%
Radio Samoa 7% 22% 22% 9% ;‘%\
Radio panel talkback 2% 9% 17% 6
Pacific language talkback 5% 15% 2 15% %

Much work went in to the radio approach and i iewed particip

considered that on-air communications, adve paneHaggie
were effective mechanisms to promote thieCamg . @
. ..Since 31°t March, we have put 943 ady ' 15 or notices
. promoting Pasefika Proud on dipsE you’ lyTooking at well over

eyr
3,000...that doesn’t inclugdethe mes, that’s just purely
what’s gone on one of,Qu
...definitely radio for our ger gpehg F peaple... (P2)
4.2.2. - Digital media
o

Between J; Marc of respondents who were aware of the
. Campai td abo(iiirPhrough digital media (Table 5). Of these respondents,
. .the maj talled.F , followed by YouTube, Twitter and Instagram (Table

le7. A\%ess of the Campaign through different digital media."

WtalMiMwMar Apr-Jun . Jul-Sep Oct-Dec Jan-Mar
@ 2014 2014 2014 2014 2015

(n = 86) (n =350} (n=41) {n =390) {n =199)

AN
F@k 35% 55% 63% 31% 44%
@Tube - - - 12% 21%

Q Twitter 2% 6% 32% 9% 13%
@ Instagram 2% 7% 39% 3% 3%

15 Note: Respondents could select more than one form of digital media
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Interviewed participants noted that social media provided access to an online forum
and additional information which complemented other Campaign approaches such
as events and merchandise.

...social media, it’s good because it’s technology and it’s out there...hand in hand
with the fans and when we had people at events like Pasifika or Polyfest...we
explained the messages...take the photos and refer them to the page. (P4)

One participant also emphasised the value of ensuring that socialmedia was used
deliver strengths-based messaging and a need for potential fu lipe forumsto

provide safe opportunities for discussion and feedback.

...say Facebook when they talked about Pasefika Ppdutl. by t ing wa ing

Pacific people in terms of the Va with love, honodrangxesp

4.2.3. *Print media

Between January and Marc 44% of r,
Campaign had heard abouiNt thrpugh pri
ocon aga;

who were aware of the

. Of these respondents, the

Jul-Sep Oct-Dec Jan-Mar

2014 2014 2015
{n =350) (n=41)  {n=390) (n =199)
- - 4% 12%
' 33% 32% 9% -
@ w Z Ia:nd 8% 25% 17% 3% -
oday

Samoa Times 14% 23% 37% 8% -

©>@ Tonga Times 2% 10% 27% 3% -

Since data collection ended in March 2015, PMN rebranded the Pink Coconut
magazine as Mavin magazine and introduced an online opportunity for readers to
feedback on articles. Pasefika Proud has not yet been promoted through the Mavin
magazine.
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4.2.4,

&

- Ambassadors

Pink Coconut Magazine has been rebranded to Mavin online so that it connects
with our audience a lot stronger plus it also gives a two way capability for the
reader to actually provide their feedback whereas Pink Coconut didn’t have
that...Pasefika Proud doesn’t feature in there at the moment...the budget for.

Pasefika Proud finished... (P3)

Pasefika Proud merchandise, champions and ambassadors

Between January and March 2015, 53% of respondents who were aware of the
Campaign had heard about it through fans or billboards {Table
t

Table 9. Proportion of survey respondents who had heagd\a Campa
heard about it through different Pasefika Proud& is¥, cham

ambassadors.

0 Oc¢ Jan-Mar

Merchandise Jan-Mar Apr-Jun ,
2014 2014 £ 04 2015
(n = 86) (n =350) x1) 390) (n =199)
Fans- 27% 27%@ 19% 349%
Billboards ; v 0% 25%
T-shirts 16% @ @90 6% )
Champions or ( 204 12% 9% 12%

@el ans were popular among event-goers and it was

ople using these at events across New Zealand.

board Ca I as a pilot approach which ended after March 2015. One
Det of survey respendents between January and March 2015 recalled the

biltboard aj

tHing that | still would resume...it was a trial in Wellington...we had

C Ll Epm e
omments on Facebook, people snapped a photo and uploaded it on
C

ook...the viewership based on the route that the bus took in a high Pacific

@?mogmphic area I would say would have been successful but it’s a Campaign
that should run continuously. (P3) :

the first year of the Campaign. These Campaign approaches ended in September
2014.

Q@ Survey respondent recall of the Champions and Ambassadors was consistently low in

4,2.5.

Pacific community events

Between October and December 2014, the majority of respondents had heard about
the Campaign via community or church workshops (52%) which reflects the focus
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PMN had on implementing community events in Wellington, Christchurch and
Dunedin during that time and on where the survey data were collected (Table 10).

Between January and March 2015, more respondents had heard about the
Campaign via festivals (54%) which reflects PMN’s focus on promoting Pasefika
Proud at the Auckland Pasifika Festival and Secondary School Polyfest and the
Porirua Creekfest in March 2015.

- Table 10. Proportion of survey respondents who had leard about the Campaig&

Pacific community  Jan-Mar Apr-Jun Jul-Sep

events 2014 2014 201, )
(n=86) (n = 350) (n =
Festivals 31% 56% %% 459 54%
Roadshow — My ,
) 33% 349% 2% : -
Father’s Hands %

~ 52% 19%

Corﬁmunity or
church workshop

4.2.5.1. Roadsho@

It is interesting to
2013, but4% o

. Parti 4
that the, o‘“v- as a,@ C
4.72:5.2: Fesk@ :
Je and tw% ths, interviewed participants highlighted that Pacific

estivals prgxfided an effective mechanism for raising awareness of the Pasefika

Voud hrand)
@ g/the familiarity of the brand I think was an effective mechanism at large
0

¢’events. You had an opportunity to distribute the fans so it served a multi-

% plijpose... (P2)
% 4.2.5.3. Church or community workshops

Between July and September 2014, PMN focused on community engagement

@@ activities to encourage community ownership and commitment to the prevention of

family violence.

During this time, PMN developed a draft community engagement plan which
included engaging with provider organisations. PMN presented to a large provider
organisation forum in Christchurch.
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Another component of the draft community engagement plan was to conduct
workshops with Pacific community groups in Wellington, Christchurch and Dunedin.
PMN subcontracted an external agency who had established provider and
community relationships within the target regions to facilitate these workshops.

The community engagement workshops ended in December 2014. Between January
2014 and March 2015, PMN and MSD have worked together to finalise the
community engagement plan and implement the community initiated projects (see

Section 1.2).
4.3 Challenges to implementing the Campaign @
Interviewed participants identified a number of chal to ivhplementing the

Campaign. In particular, Campaign timelines led tosome ofthe Camyugaign

approaches being rolled out without the dep " ‘ stems

required.

"Radio: Although participants conside dign approach, it

,Wwas also noted that the frequenc o
promotion may be limited in s
the 531P1 and Niufm radk@

..in our region 531 Pl wi abl

¢ into -

that the availability of Campaign partners involved in
programmes was also limited. To address this,

id tHat they will now pre-record key messages so that they

e delivered i f are unable for the fortnightly live programmes.

V ..big iss%ﬁn?g is around operational availability...our staff are rostered

@ thry '- Nhe whole week to deliver our preventions in different Pacific
Nages but because it’s live interviews it creates a bit of a problem...we’re

- to pre-record all our key messages so that if we aren’t available for

@atever reason then they’ve got that audio to go back to. (P5)

rint media: Some interviewed participants considered Pacific language newsprint

%@ . an effective approach for engaging the mature ethnic-specific Pacific population

d advertising and
‘0a with limited access to

Mo on a Monday night because
ut that bandwidth...the signal can’t
scal stations which have all their strong

groups. Others remained uncertain about the effectiveness and approach that print
media partners used to reach the youthful Pacific population.

...more of our older generation use the language based newsprint... (P2)

I’'m not sure if they understood that the message was more than a glossy picture
and a pretty standardised theme like the rest of the articles...not that a woman
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with a black eye should be put there but thoughts on how can we deliver content
that would have a reaction that would make someone think if they saw it that’s
actually violent...for each [print media partner] that came on if we gave in good
faith then we’d have to trust in their good faith to have the right obligation and
intention and objective. (P4)

Merchandise: One participant noted that improved planning of events where fans
would be disseminated was required to ensure that major events had an adequate

supply.
...gave a lot of our fans out at Pasifika and didn’t have eno s fQr
Polyfest...Pasifika...it’s too broad whereas as Polyfest wg ¢ youth..j@
we’re targeting the Polyfest is our main event for Pagific uckland...

Champions and Ambassadors: Survey respondent re&v

rather than pursue this approach and ide

effective:

~ e  Alack of clarity on the p

e  Complexities engaging

Pacific community gvents — Rt

noted that this rould be s by improved marketing, event
planning, th nee ffamiy@e practitioners at all events and :
opportump e audi o debrief after the show. These reflections provide

useful i on tha e taken into account in planning future events that
te Pagifi and performing arts.

ifik ommunit%\\z} ~ Festivals: Given the size and scale of the Auckland

ka feskival and Pd&lyfest, participants identified a need to maximise the
prosu e 0 paign. At twelve months, interviewed participants identified

tha P N;an SD had developed criteria to improve the promotion of the

»‘ d by PMN or event MC’s on the main stages. Participants interviewed at

ty months identified a need to maximise the promotion of Pasefika Proud. For

%ample, by working alongside the Polyfest organisers to integrate the Campaign

into the student speech competition.

...it was a missed opportunity...I'm not sure how much forward planning had been
done...if you’re going to be at such a large event...the secandary schools
Polyfest...talk to the people who organised that to see how we might be able to be
more involved in terms of the themes like speech competitions...that is a future
opportunity...for the here and now those events are purely awareness. (P2)
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Pacific community events — Provider organisations: One participant noted that
while it was commendable that PMN presented at various regional forums,
improved planning and engagement approaches could have maximised
opportunities to work alongside regional provider groups.

Forward planning...smart operations in terms of understanding who the
stakeholders are...the Chief Executives of the Pacific Social Service Providers in the
South Island...all came together for a collective meeting in Christchurch...taking
advantage of collective meetings...being smart about dissemin ing information
having that critical mass conversation in one hit and then ideht] ,
opportunities to delve deep...had [the collective group] kn's ance ey
could have been more prepared... (P2)

Pacific community events - Wellington, Christchurc unédin: Some
participants considered the sub-contractual arr ent bétween.

external agency effective in terms of engagi ties g

within a short space of time.

Ctively in three major
centres...if we did it ourselves i if you base it on flights,

Others provided contrasting\igw hat rather than sub-contracting
an external provide better invested by working with local

providers fro

services: It is important to note at this point that one of the
in the three month evaluation report about difficulties accessing

Jfor a provider in Manukau, | was given providers in Papakura, other areas...the

%oud website,
@ I'tested it as far back as maybe a month ago...when I phoned I asked specifically

@ lists of the people that are on the Pasefika Proud website weren’t on the list that
was given to the call centre. A concern for me...from a bureaucratic end...this

could have put the lives of women and children at risk. (P4)
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4.4 Responding to challenges

4.4.1. Closer collaboration between PMIN and MSD

Participants noted that internal staff changes within PMN and MSD have enabled a
closer connection and a clearer understanding of each agencies roles.

...we’ve had internal changes of our own but it was a great opportunity to connect
with [name deleted]...get his lay of the land, how he saw things progressing and
where the pressure points and opportunities were...the last few/months have b

very much connecting and understanding our respective rg| w do @

support PMIN in implementing the contract (P2)
This closer working relationship is reflected in how b gencies worked
finalise the community engagement plan and implement commanity initiy
tsupport t rthe

projects. MSD also provides contractual managé
community initiative projects.

..there was some to-ing and fro-in plan quite broad... we
u

- had was a case of “Let’s focus o elific ¢ ed initiatives”...we are
Supporting to negotiate contrat i at conversation around

...over the last four to % q W OioSely together...when a proposal
came in..we’d tg nepeliverables and outcomes and send

'Wel/ together...like exceptionally well...worked well and plus their
oo how to do contracts. (P1)

orking in a collegial way...provided a bit more hands on support in

@u;\ng craft the deliverables...being more explicit around, “So what are you going
% get from this investment” (P2)

PMN new role: culiure and community

In response to the staff capacity required to implement the community initiative
@ projects, PMN have also recently introduced a new ‘culture and community’ role.

...the community fono towards the end of last year cemented in my mind we really
truly need a person that works with the community... that somebody needs to be
the voice as the conduit between us and the community more or less on a daily
basis...on the 5™ of January I enlisted {[name deleted] for culture and community
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relations and by default everything we do for Government will sit on her lap...as
culture and-.community relations it’s exactly that, we pride ourselves in that we
are a community organisation, community focussed... it’s a very, very important
element of our business...which we have to balance with the commercial focus...
(P3)

The new community and culture role was noted by participants as being extremely
useful to: :

e Building ongoing relationships with Campaign partners ang‘improved
communications across different groups.

they fixed that by appointing or creating a com

she’s been in the role...got more of a stream liné o
the [Campaign partner] and PMIN...tha
pace of our work pick up more... (P5)

we’re going to runa p
about it and give the to

t to thiswhqle prfogramme...she’s now the coordinating

i s. (P5)

culture and community role is considered beneficial
, participants noted that additional capacity within
tionships with more family violence practitioners and to

want all these things to happen but we may only have a little bit
V ‘to give to it...the expectation is do twenty times more for twenty
&ss and yes some of us will still do it... if we have a team that’s one thing
a en identify other teams like practitioners or police or starting to create our
munity of people for Pasefika Proud...connecting them together...see who

does what and how they can complement each other and how we can ali move
together as one and everyone walks alongside...always that common goal. (P4)

Campaign...still a work in progress. I think it’s something that we truly haven’t
unlocked...it’s about the community... it’s a trust factor...and once we make that
connection then we can introduce them to the providers and then we step out and
the provider engages. (P3)

@ -..the providers that were originally highlighted that were part of this
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4.5 Lessons learned: implementing the Campaign

Findings from the interviewed participants and survey respondents’ provide key
evaluation learnings to refine the Campaign approaches and maximise opportunities
to achieve the Campaign objectives:

e  Focus on approaches that are identified as being most effective in raising
awareness of the Campaign such as the radio, digital media and Pacific events

or shows.
Participants noted two key aspects to consider for the radio ap oving
forward:
o Expansion of the reach of radio through gther radio stations

...if we extended it to other radio stations w

audience as well... (P1)
..In our region...we tuné

o  Appropriate costin
implement radi
Although radi
these
reca|

o M aimihe inten ‘
implementation unity initiative projects.

eorftinue Wi areness, the promotion, the social media, the
6bmmunicati de to make things go viral...to get it embedded you need to

et iw it’s got to be ever-present in your community in people’s minds,
590t

g
v it constantly frontline...the other side of that would be the
< N

sprviities...the two go hand in hand... (P3)
@ the engagement model developed through the Methodist church

community initiative project to engage other large church congregations

% moving forward (see Appendix 2)
...my experience with the Methodist... It’s almost like a working template of
sorts...if you want them to take ownership you have got to let them take
ownership the way they want to...not us telling them how they should take
: ownership...that part will differ from group to group but being in a Church
* there will be elements of that template that should pretty much be the same...
(P3)

www.malatest-intl.com  Evaluation of the Pasefika Proud Campaign — June 2015 36




o Participants noted the importance of ensuring that church and community
engagement and initiatives are cognisant of regional and ethnic-specific
contexts and differences.

...there would need to be changes because even though that’s the South
Auckland senate, if we would go to the central Auckland senate then their
template could be completely different...everything evolves in a different
way...we’ve got regional perspectives outside of Auckland...then the Tongans

again completely separate... (P4)
»  Ensure the Pacific family violence practitioner workfor apaci d
capability to respond to any changes resulting from@ a Proud

Campaign
...have the people that understand how to deliver it\wjithout ig¥sceating i space

that is dangerous. (P4)

...that’s the other thing | do apprecj 1 r@ o~connect with the
> 5 jwe the referrals, to

%ave the providers

je support available and

make the support acce’s] 1 ke\setting this up to fail... (P2)
e Participants also notetha h¢ed 1o the workforce capacity and

capability to e in ohgoing y initiatives for the Campaign is
adequatei :
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5. Campaign achievements

5.1 Understanding of family violence

In March 2015 nearly three-quarters of survey respondents agreed or strongly
agreed that the Campaign made them think more about family violence (69%), that
they understood that family violence is happening in Pacific comnrynities (71%), a

understood what they could do to support others (73%) (Figur

Throughout the Campaign, survey respondent understangi
have fluctuated and this may reflect the different Ca
implemented at different times. Time points where fte
are likely to reflect the planning processes und
implement new Campaign approaches.
Pasifika Proud has...

© 80%

60%

Figule 4\ ¢
Ye heard about the Campaign and who agreed or strongly agreed to the above
% statements (n = varies from 1,013 to 1,014)'6

'® Note: There were no responses in September 2014, January 2015 or February 2015 and
response numbers were low in July 2014 and August 2014 (40 total).
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5.2 Exposure to family violence

Up to March 2015, one-third of respondents had either seen or heard something
that they thought might be a family violence situation involving people they know
(27%) or do not know (30%) in the last 12 months.

Overall, most respondents in relationships reported that in the last four weeks they
were never involved in aggressive or violent behaviour with their partners. However,
4% identified that, to some degree, they had hit, kicked or choked each other when
angry. These acts are identified by the World Health Organisatig HO) as sever
physical violence by an intimate partner'’. A few respondent »
had pushed or shoved each other (9%) (identified by WHQ@ ag

violence), or scared or intimidated each other on pur, ( ,and 6% R
things when angry (identified by WHO as an aspect of emgtionally {s)
(Figure 5). ‘

8 All the time, extremely or very often © Quite ofj« Notwel ) & Never

Hit, kick or choke each other when
angry
Throw things at each other when
arguing
Break things when ang

Push and shove each otherw
arguing

Scare or intimidate €3eh.otheron
purpose w %

% Figu're 5. Online survey respondents’ showing aggressive or violent behaviour between
partners in the last four weeks (n = varies from 81 to 82).

7 World Health Organization/London School of Hygiene and Tropical Medicine. Preventing
intimate partner and sexual violence against women: taking action and generating evidence.
Geneva, World Health Organization, 2010.
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5.3 Awareness of the impacts family violence

The majority of respondents indicated that they were aware of some of the impacts
of family violence, in this case intimate partner violence®® (Figure 6).

Strongly agree & Agree  Neither - Disagree m Strongly disagree  Skip

A woman can feel scared of a violent
partner, long after the last violent
incident

A relationship can be called violent
even when there is no physical injury

A woman whao is beaten by her
partner just needs to leave the
relationship to be safe

5.4 Attitudes toward family violence

"

(Figure 7). Ov I

Zﬁ?ﬁ;@ s
ST

18 A monthly breakdown of this information is not provided due to the small number of -
online survey responses since June 2014.
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B Agree B Disagree Don't know Skip

A woman should be able to choose her own friends
even if her husband disapproves (n=2142)

If a man mistreats his wife, others outside of the

0,
family should intervene (n =2138) 11%

It’s natural for a male to act aggressively, especially if

another male might take his woman (n= 1820} 18%

8%

Family problems should only be discussed with
people in the family (n =2141)

A good wife obeys her husband even if she disagrees

. 0,
(n=2140} v ZOA,

It isimportant for a man to show his wife/partner iiO‘V »
who isthe boss (n = 2141) =

It's awife’s obligation to have sex with her husband
even if she doesn’t feel like it (n = 132)

Figure 7. All survey respondents’ attitudes

The acceptability of different aspec @ i
..each time point. g §
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Table 11. Agreement of survey respondents who had heard of the Campaign with
ideas on what is acceptable behaviour for men and women by quarter.

Attitudes to acceptable behaviour  Jan-Mar Apr-Jun Jul-Sep Oct-Dec Jan-Mar
- (n=164) (n=602-722) (n=93-99) (n=650-656) (n=475-479)

A woman should be able to choose '
her own friends even if her 73% 82% 64% 75% 75%

husband disapproves

If a man mistreats his wife, others @
outside of the family should 78% 74% % 67% 71%
intervene

It's natural for a male to act

aggressively, especially if another 20% 35%
male might take his woman
Family problems should only be 0

. 350
discussed with_people in the family 34% 7
A goo‘d wnfe,,(:)beys her husband 14% 20%
even if she disagrees
It is important for a man to show 0

90
his wife/partner who is the boss 10% %
It's a wife’s obligation to have g .
with herhusband even if s 3% 5% - - -
doesn’t feel like it*®
Sixty pexceptpf respo trongly agreed that it is important that people do not
m: iy viole othing if they know that it is happening and 53%

gl agreed.t could help change the behaviour of a friend behaving
ly towards thajpfamily (Figure 8).

V v m Strongly agree @ Agree  Neither = Disagree n Strongly disagree  Skip

N hatpeoplewho know R = R
il ence is happening donot | . 60% ‘
gnore it or say nothing | .
ew that a friend was behaving  pB : 7 :

violently towards their family, | could
help to influence them to change
their violent behaviour

Figure 8. All survey respondents’ attitudes toward family violence (n = 2,141)

13 This question had fewer responses than other questions in the table.
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Overall, nearly all respondents reported that there is no good reason for a man to hit
his wife. However, up to one-quarter either agreed or strongly agreed that there are
times when it is excusable for a parent to smack their child (Figure 9)%.

® Strongly agree + Agree  Neither = Disagree = Strongly disagree  Skip

Wets the bed or poos in their pants || 6%
I

viakes a mess

E 7%
Breaks something precious
viisbehaves in public

Is having a tantrum

Hits an adult

Hits another child

Is about to run across a busy r

Figure 9. Online surve

55 °  Propensity to @ :;

Respon asked@kou) what they would do if they saw or heard anything
vwjour by other people. Overall, the majority identified

at they would definitely contact a family service provider or

igure 10).

M Janu@gy th 2015, the percentage of respondents who reported that if they
k S gmily violence they would definitely or would be very likely to:

n
: ontact a family violence service provider was 58%

2% Call the 0800 number was 53%.

2 A monthly breakdown of this information is not provided due to the small number of
online survey responses since June 2014.
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& Definitely would = Verylikely —Somewhat likely - Not likely = Definitely would not ~ Skip

i
Call the police 11% ;E 7%

Talk to someone | trust/respect 8% . 11%
Take ‘other’ actions to try and stop

0
. . I 14%
violence 1 was worried about i! ’

Contact a family violence service

Call the 0800 number

. Figure 10. All survey respondents’ propensity to act (n=v

5.6 Action &

Respondents were asked questions relatin

others they trust about family viole

their behaviour. Nearly one-half of all res
(41%), or about the Campaign ad
identified that they had visit bsi

information about family xjo 2%). F pordents had called the 0800
helpline to talk about viole y were bout (Figure 11).

”

@ . "Pasefik
ained in atiopngbout family violence

fojects or workshops on
eriting family violence

&n other actions to try and stop
jolence you were worried about
% ed an organisation or profesional to

talk about violence
Done anything else at all as a result of

seeing/hearing the Campaign ads
Called an 0800 helpline to talk about
@ violence that you were worried about
Figure 11. Online survey respondents who had taken action as a result of the Campaign (n =
varies from 131 to 132).
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5.7 .Lessons learned: creating a social

AN

Interviewed participants described examples of how the Campaign had increased
opportunities to provide more information on accessing family violence practitioners
and to engage in conversations about family violence within the Pacific community

...people saying that they understand what the messages are now that they’ve
been delivered in their language...that we’re actually engaging them instead of
just giving to them in Palagi, in the English language...anecdotal positive feedback
... (P5) :

..radio discussions with practitioners...people would respond they would do
in such a way that they would not want to go on air...you t
* the conduit that gives them all these different viewpoings fi
olso become the confidant...people are listening and
through...you’d give them your trust and your con and safe envirénenent to

have that conversation and I’'m not a practiti o | wouldn’t.give advicé but I'd

say, “If you could please give me your are ive t umbers or
these people to contact”. (P4) @

hat sypports behavioural change

ie E ents resulting from the

ute to creating a social climate

Interviewed participants highlight
Campaign with partner orgam

that supports beha

ch with these networks. You’ll see [name deleted] turn
ethodist Church on a Sunday and deliver the messages...the

saméWith [name deleted], they’ll go and find anywhere where they can see
eo o0 is proactive and they’ll deliver that kaupapa... (P4)

¢ to this initiative set up with the police...a spin-off is actually
rseas...some work in Vanuatu...we have photos of people holding fans in
Vanuatu...also the Samoan Police have been trying to develop a

relatives or our brothers and sisters that are migrating that are all victims or
perpetrators of family violence so it makes sense to have Pasefika Proud
embedded in the Pacific...it’s something that we need to consider... (P3)

, @ relationship...our brief is for Aotearoa...but it’s both New Zealand born and our

e  Organisational change within a partner agency

...our first district Pacific strategy, strategic document and our action plan
document...came out of the work we were daing for Pasifika Proud...we’re
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working with it, we’re consulting with our PAG group through our District
Commander, we’re also working with our Manager at Headguarters...we
consulted the local staff...that’s all signed off. That wouldn’t have come out
had it not been put into Pasifika Proud... (P5)

-.getting other people to support the brand and from an agency point of view
us as part of their way with which they’ve talked to their communities.., the
brand is all encompassing and it’s inclusive so that the likes of [organisations]
can take it and use it for their purposes...that’s a positive achieyement. (P2)

It allowed us to strengthen our community relatio
of trust...come together as g community that wakfs
violence in this community and so we beca

- credibility that can deliver in t
coordination of how we wa

5.7.1. Next steps
Findings from the interviewed Cipa ey respondents’ provide key

Yevelopment and implementation of

eveloping an overarching Pasefika Proud

()

key learnings from the Campaign to date and

that we can do on the ground...having a much more
game plan...recognising what’s going on more broadly
at’s happening in other campaigns...what’s working, what’s
can feed that into ours...(P2)

phasised a need to ensure that the overarching plan:

Clearly articulates the future direction of the Campaign

: % . wthis is an opportunity moving forward...need to provide more insight
and direction...context...environmenta/ scan and together with their own
intel it’s about being clearer about what that approach or blueprint is...
(P2)

@ O Is based on theory underpinning social change, including steps that
need to be in place to achieve change and puts in place realistic targets
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- ...I'm naot sure that we’ve quite caf

@16’ mesgs ag
ailor

to acknowledge the extent to which the Campaign can change an
embedded social problem over the timeframe available

...being clear on what is the overall game plan is and understanding that
kind of change process because you’re effectively talking, telling people
to change their mind-set and change the behaviour, we know that’s not
going to happen overnight... have a bit more of a smarter plan which
recognises the phases of behavioural change and the different audiences
that you bring on board... (P2)

..raise awareness and change attitudes and beh " rgther z@&

eliminate family violence... (P1)

" Includes a process to review and refine e es for diffe

target groups that are linked to the Pasefik ud br

aspect of
our messaging with the bran proach? Are
there better ways with whj r@mg? Can we
streamline them in su g%ﬁr rin the way they are

presented? (P2)

pre_s% brand...there’s messaging going on about respectful
relationskips and what that looks like (P2)

ine what the Campaign is and what it stood for...core messages
@@r families, for women, for girls, for whatever then maybe that would

make the transition for them taking on the Campaign messaging...let’s
look at how we can tailor the analysis of violence to specific
demographic groups... (P4)

Includes a process to develop a sub-brand for Pacific family violence
within the wider Pasefika Proud brand

...[t’s very hard to promote and embed a brand that has a disconnect to
its initiative or the product that it wants to deliver...Pasefika Proud and
Jamily violence, it’s a huge disconnect...it can mean so many things to so
many different people...probably not a right brand name but by default |
think if you were to change it now it would really slash the credibility of

www.malatest-intl.com
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everything that we’ve just built over the last 18 months...we need to
create a sub-brand...the family violence component or elimination of
family violence component within the Pasefika Proud brand. (P3)

o Articulates effective approaches for engaging across regions

...there needs to be some discussions on what a framework could look
for engaging in the regions...more robust discussion with the regions on
what that actually means and looks like for them...l understand that
they have a limited budget but there are regional grodpings and
communities that need some support as well. (Pg

o Includes an ongoing evaluation approach an

...evaluation will only go so far until the ..we shou e
considering the evaluation of the actua| activities happéhing affer June
or even some that are happening c@ e want i ehdent...we

KQBESS ours
colla
’s e demponent so it’s
2ire Wdrking well with our cross
- sector colleagues...we

bit th eed To do and do it well but it’s
part and parcel of picture to do that together otherwise
we continue todea disservic flies... (P2)

making sure that everyt

aqeed for increased multi-sectoral
hat actions to address this have commenced.

ect with what’s going on probably with the health
angements with collectives which are Ministry of
Vilnded so it’s a work in progress, it’s nothing new but

2 responsibility we have it’s been ... being aware of that and

Zit’s the same people you go to see for a Ministry of Health initiative, it’s the
same people you’re going to see for a Ministry of Education initiative...they are
fatigued, they don’t know who to listen to. If you turn up one minute doing family

@Q violence and the next day you turn up, “Has your child been immunised?” next day

you turn up, “Do you know what national standards are about?”...So many
different things that could be housed under one all-encompassing brand or
Pasefika Proud...at least then people can have something that it’s attached to.
(P3)
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in line with this view, other participants considered that what they saw as the
current lack of multi-sectoral collaboration, competing priorities and the
implementation of multiple initiatives by multiple government agencies impacts on
the NGO sectors’ capacity and capabilities to engage in various activities.

...of late there’s been a focus on suicide prevention...alongside that there was the
national campaign around rheumatic fever...new stuff around Whanau Ora...and
some new innovation stuff...it’s been really crazy and hectic... (P6)

There’s been a level of quietness here in the region predomi because in
honesty there’s been a lot of social issues per se and mor: rioritisation
and so then utilisation of time and resources get dire

e parti

a
ore ... in % ller

regions with the smaller pool of resources tha ilabl 6)

This was noted as a common challenge for N 3 ( rnment
funding and contracts. '

... funding is available so you jump yatential
resourcing...you are influence 4 1 11 resourcing could come
from so you adapt and ali ’ ¢ t pp;)rtunity to be in those
spaces...it’s pretty tough.. ally cho@giag\ta meet various sector needs...(P6)

e  Develop processes to re th dnships established with church

and comm ups via t ity initiative projects are maintained
beyon y '

nd the'y N contract is June...the life of these contracts
W is it monitored after that...that’s something we
nless things were to change with any ongoing

3
g : 4]
3
2
y 3
N
~=

. C vé itive reinforcement to the Methodist...I do not recommend a

delNecause they won't be neutral...it could be a trust thing to build...with

K
% {welve congregations engaged...it wasn’t very easy to promote providers
hem...PMN is neutral, and doesn’t have anything to gain per say. (P3)

'severed when you come back with and Ministry of Health or Ministry of
Education campaign they’re not going to open their door. (P3)

2@ ...Its credibility that’s on the line...there was the trust factor...if those ties are
§ Interviewed participants also emphasised the need to:

e  Develop plans for sustainability of the community initiative projects

..the Methodist is a long term plan...embedment doesn’t happen
overnight...it’s inter-generational so what they’re building now is almost like a
pre requisite to how they’re going to eliminate domestic violence in the years
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to come......every ane of them should have a component of longevity and how
are they going to support jt... (P3)

e Establish a forum for community initiated project providers to share and learn
from each other ‘
..when we’ve finished this project connecting up with the other projects as
well to hear what we are doing with others and hear what others are doing as
well...some kind of forum where we can share the work thaj’s been done...ge
together with other providers to share what we’re doing, get remi
of our core focus and that we're on track and also loo we m
difference? (P7)

In planning next steps, participants identified the ne

e Anadequate and realistic funding strateg ed to the objectives

' e the resource...
%o

..it should be resourced a bit better,
(P6)

ne is well over and

...a separate team @to
community embed

e  Resources ort to ful
initiati
ethin N G
in
ise...with limited funds you want it to go into what

inistration and not into nationally mass produced
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Appendix 2: Community initiative profiles

Project: Pinikiliscious
The project consists of;

e Integrating Pasefika Proud into community events focusing on healthy
wellbeing for women

Pinikiliscious started from a health based approach...
women to uptake registration for breast screeni
Churches in making health y wellbeing for P
families a priority...there are other issue

wellbeing of our Pacifica women...we’
elimination and reduction of dom

members in the proje

....before we even pe
Pinikiliscious com

ourfapsilies
MW Wolence and how we’ve overcome them...

inating Pasefika Proud vignettes showcasing life stories

(P7)

ions of Pacific women

ousehold, there’s been no violence but also families who’ve lived in a

: i CH,
asle help women become strong...got to give good examples of how we
away and understand how to get away but also how we to raise our
@ @ lies within a non-violent approach...families have grown up in the

household where they’ve overcome that (P7)

Interviewed participants identified that the project and the vignettes are purposed
to raise awareness understandings of family violence, motivate people to engage in
conversations with families and communities, take responsibility and act.

We’re hoping that people will watch them and listen and not to walk away or turn
a blind eye that it is a serious problem...we’ve got to talk about it and although
our Church leaders have to take responsibility (P7)
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The vignettes are also purposed empower women and to provide information about
help services.

..wanting to get our women to be resilient, to be strong, to know there’s help... be
aware that there is help and don’t think that you’re not going to get help (P7)

To date, an extensive Pacific event integrating Pasefika Proud has been held in
Wellington. Preparations for community workshops are underway. The workshops
will assist in identifying potential and willing candidates to front the vignettes.

Filming and production of the vignettes is on track for completion the end of Jun
2015.

...we just finished our event and we just had o Pinikilisc% 7 I've go {
. d 4l

organise the workshop for our women so we can ha together &

messages we want to be clear about...then identi king to woXye
will be willing to be filmed, women and girls, hen planning.a jon Ground
the Pasefika Proud Campaign so that we’y rabo :: ages and

then we begin the filming days. (P7)

Interviewed participants highlighted age post-production to
Jidentify and plan a launch and pr the vig asWwell opportunities to
evaluate and monitor the imp vignette

...begin conversations u we’re.go unch them and promote them

unch it...on August the 22nd we
(0‘# eople...the ball is about the
Porirua community over the last 50

through the Pasefika Pro bsite

have a Pinikilisg all in Porirug
contributio PsCiitd wo

years...it’s ies.. (P7)

ftoring when we post it up on Pasefika Proud...give it a
t the impact has been...to do some kind of review on
chieckpoints within the year... (P7)

@ e dging with twelve South Auckland congregations of the Methodist Church
@t mbed the Pasefika Proud Campaign.
...the Methodist Church initiative came through the Police...half way through

% this Campaign there was a very strong push to engage with churches...a
_ Q weakness in our approach at the time was focusing on individual churches and

the individual Fa’afeaus...we managed to get through to the Methodist
Church...the Chairman...of twelve congregations in South Auckland...well over
1,000 people... (P3)
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e Collaborative partnerships between the Methodist Church, PMN and other
Campaign partners collaborating to facilitate workshops and group discussions
relating to:

o National Priority 1: Families — Domestic violence, Gender Inequality,
Suicide
o National Priority 2: Youth — Youth Violence, Suicide, Gangs, Rape
o National Priority 3: Alcohol and Drugs — Violence, Drinking, Drunk
Driving
e Guest speakers on family violence presenting at the w
further group discussions on identifying family vio

ionalpriorities a

o Youth concerts to promote key messages on t
..instead of us doing what we used to do | past.tell themndew torun
their church or their families, we put t, k on thenNdLoe up with a
design of how they’re going to tack e tgree issu ave been -

identified. (P5)
0 cthgregation members

Tc; date, the project has engaged
in workshops to discuss the natjo
prevention strategies. The fi &ld on Sunday 14 June 2015.

tify family violence

Interviewed participants hi j¥ct provides:

e . Anapproach t cpurage sa ations between youth, parents and
minist

gt their environment...groups of women and

bout the findings of their group discussion to a whole

Leveyage to engage with other church and ethnic groups

V o Mpart for South which is Central West...another twelve
c tions...they’re saying, “How do we become part of this?”...it can really
' % exponentially..the Tongans also, that’s another 1,200 from the Tongans

@ 0 have contacted us...have to deal with one at a time because we’re talking
huge amounts of people and of course funding. (P3)

- Q Project: Otahuhu College
The project consists of:
@ e  Embedding the Pasefika Proud Campaign with among Pacific youth within a

secondary school setting.

‘e Developing and implementing approaches that resonate with youth to
encourage safe conversations and promote the Campaign.
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e AMemorandum of Understanding has been developed with Otzhuhu College.

To date, PMN have engaged with students to facilitate safe conversations about
family violence and respectful relationships. Students have identified spproaches to
embed the Campaign and promote key messages. For example, through inter-house
competitions and performing arts.

...we started working with schools...one school has taken on Pasefika Proud by
having-an inter-house competition...they want to come up with a creative

performing arts brief whether it be through dance or through sipging about
* Pasefika Proud... they’re going to have a competition and vo@
Project: Pasifika by Nature @
The project consists of:
e - Integrating the Campaign into large com ty events in andthe Bay
of Plenty
’ j o‘@ b as well as in the

PMN were the MC’s at our particul tatlid a fgbl
main foyer being able to have dise.,

Pasefika Proud...the Pasefik nd/ng erWith Niu FM as well and
) their branding..:(P6) ‘

e  Raising awareness ng yout X i ities,
support services and mpaign
varig nal ingit nd local NGOs that work with Pacific...a good

atis le’ifi the community for our young people... there are
of sqcia .we continue to raise that type of awareness and

ég / dte th
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