Key Findings

1. Giving, Receiving and Seeking Help for Family Violence

What have we learnt about effective help?

In general, effective help involves:

· being proactive - taking notice, looking for the signs and asking  

· being reactive - if asked for help, providing it telling others who are prepared to act.
· Effective support increases people’s belief in self: 

· people want to access support from their whānau, family and friends

· whānau, families and friends are very important and play a highly influential role

· social support plays a huge part – not so much in ‘helping people’ but in supporting people to increase self efficacy and support changes they make.
Positive change happens when someone offers effective support.

· every person who made changes had someone on their side that believed in them and supported them
· it appears one person (influencer) ‘making a stand’ against violence can act as a catalyst for change and attract others to join them, however the more points of support the better
· displeasure and challenges from a number of family or whanau members can influence a positive change in perpetrators’ behaviour.

There is currently a disjuncture between help offered and effective help
Failure to recognise that violence is occurring is one of the primary obstacles to intervention.
For victims of family violence:

· the help currently offered by family, friends and social supports is not working well for many people

· people that are asking for help are not getting it.

For perpetrators of family violence:
· the help currently offered only works well when they are ready to accept help; prior to this they did not appear to ‘register’ offers of help

· currently this help is largely asked for, offered and heard at time of crisis.

Social supports appear to be failing because families and friends:

· tolerate or accept violence 

· withdraw or ignore it 
· engage in ways that don't support the person (make decisions on their behalf, criticise). This actually reinforces their lack of self belief and undermines the change process.

2. An Innovative Approach to Changing Social Attitudes around Family Violence in New Zealand: key ideas, insights and lessons learnt

Overall, the family violence campaign has impacted in the following ways:

· the campaign is highly visible. Recall of campaign messages is high across all groups, particularly Māori and Pacific peoples

· the understanding of the behaviours which constitute family violence appears to be increasing

· the campaign has had an impact on people’s motivation to act

· the campaign has given strength to local initiatives, including giving them the confidence to use a wider range of social marketing strategies

· the campaign is contributing towards increased reporting of family violence and more people are seeking help from agencies

· family violence is being reported in the media with greater accuracy and is more likely to be portrayed as a serious social problem.
The impact of the campaign is likely due to the following factors:

· the campaign utilises a complex, layered, integrated approach. Mass media is used to market the campaign messages to the public 

· the campaign is positive. It aims to create social change by inspiring opportunities and possibilities for change

· social marketing strategies which are particularly effective include the tagline “It’s not OK”, which is simple and clear, and positive, universally appealing stories which are designed to challenge social norms

· the campaign has provided an umbrella under which government, community organisations and media can all work

· a number of cross-sector partnerships underpin the campaign

· the campaign has a community development approach. It has tapped into and supported the work already being undertaken in the community

· a community-based approach has enabled a wide range of initiatives to emerge

· the media has been strategically and respectfully engaged. Media advocacy and media training have been used to great effect both by the campaign team and family violence networks

· ongoing research, monitoring and evaluation has enabled the campaign to be responsive and adapt when and where necessary.

Ways forward for the campaign could include:

· a whanau ora approach, where Māori whanau are supported to achieve wellbeing

· more diverse voices (e.g. women and children)

· talk about help giving and receiving behaviour

· increasing future campaign leverage and sustainability by continuing to build a social movement through community partnerships, mass media messaging and social networking.
3. Community Study Summary Report

People are aware of and responding to the campaign
· There was very high awareness of the Campaign in the communities. Almost all members of the public interviewed were aware of the mass media advertising. Overwhelmingly, the message that had achieved the greatest penetration with members of the public relating to family violence was ‘It’s not OK’. The advertisements were viewed as authentic, positive and empowering.

· The Campaign has been successful in raising awareness and understanding of family violence, increasing discussion of the issues among family/whānau and friends, and prompting action. The Campaign has expanded people’s understanding of what constitutes family violence and given them the language to talk about it. Participants said clearly that family violence ‘is not OK’, and, for many, turning a blind eye to family violence is also no longer acceptable.
· The Campaign, supported by a range of other community responses already in place, appears to be challenging community beliefs about family violence being a private matter and an individual responsibility. 

People are taking action
· The Campaign has prompted or affirmed help-seeking, and has given people permission to act on concerns they may have about others by checking whether people are okay, or by seeking help or advice from a third party. 

· For some people, the Campaign had not been the trigger for them taking action against the violence (many had taken action prior to the Campaign), but it had given them confidence they had made the right decisions. Some said the Campaign had directly influenced their behaviour, and others thought they might have taken action to end the violence sooner if the Campaign had been running while they were still in a violent relationship. Service providers in all communities noted an increase in demand for their services. 

Communities are being mobilised
· One of the Campaign’s strengths was that it built on what was already in place, and its impact was sustained beyond the mass media campaign by family violence networks and services. Providers recognised that the Campaign has strengthened family violence prevention efforts in communities, and most service providers saw the Campaign as enhancing the work they were doing already.

· There was strong support for the Campaign to be continued. While it was seen to have had great effect, there was a clear sense of further work to be done – family violence is an area that needs a long-term approach and support.  The continuation of the Campaign will ensure that the momentum of social change can continue.

4. Attitudes, Values and Beliefs about Violence Within Families: 2008 Survey

People have seen campaigns about family violence in their communities and feel that the messages are relevant

Survey respondents reported:

· seeing a family violence campaign in their community (85%)

· that they were happy to see that violence within families was being talked about

· felt that the “it’s not OK” campaign affirmed or changed their own beliefs about violence within families.

These survey findings demonstrate that mass media is an effective way to get messages out to a wide audience. Respondents are recalling the “It’s not OK” catch phrase and are reporting the personal relevance of the mass media messages to them.

Most people believe that violence is not okay but some people believe that violence can be justified. Over 90% of respondents agreed that violence is not okay and that there are alternatives to violence. However, less than 15 per cent of respondents who said violence was not okay also agreed to the use of violence in certain situations. 

Some people hold traditional beliefs about gender-roles and the family 

Almost all respondents (99%) held attitudes that support women and men being equal in a relationship. However approximately one-third of respondents also expressed more traditional beliefs about gender-roles. 

People understand the effects of violence

There are common myths about the effects of violence on women, men, children, and the elderly, but the majority of respondents did not agree with those myths.  

Most people believe that everyone should take responsibility to protect each other but people also believe that what happens in the home is a private matter 

Responses to the survey highlight a tension between the belief that it is the community’s responsibility to help change violent behaviour and the belief that what happens in the household is a private issue. 

People want to act but are not sure what appropriate action is, how to act, and how to remain safe 

More than three-quarters of respondents were willing to act across all types of violence if they witnessed or heard about it. However responses to what action people would take were limited, and usually mentioned the Police, Women’s Refuge or Child, Youth and Family. Respondents say that they would help but they do not know how to help.

