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1. Introduction
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. Research Objectives
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3. Research Methodology

Consumer Research
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Stakeholder Research
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. Consumer Campaign Evaluation
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4.1. Impact
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Fig. 1 Q2. Do you recall seeing or hearing a campaign on the subject of rape within the
last month?
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Fig. 2 Q2. Do you recall seeing or hearing a campaign on the subject of rape within the last
month?
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Medium - ,2

Light -2

None , "2
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Fig. 3 Q2. Do you recall seeing or hearing a campaign on the subject of rape within the
last month?
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Fig. 4 Q3. Which of these phrases best describes your recall of this image?
Necklace Bar | Phone | Marriage 1 | Marriage 2 | Taxi
Box
Base . s s ss s s
Definitely recall 2 "2 2 2 , 2 2
Think I recall , 2 2 2 -2 -2 72
Do not think I recall -2 2 2 72 72 2
Definitely do not recall 2 2 72 2 2 ,2
Unsure "2 -2 -2 72 2 -2
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Fig.5 Q3. Which of these phrases best describes your recall of this image?
Number of %
respondents
(base 882)
None - 2
One 7- 2
Two 7 "2
Three -, 72
Four "7 -2
Five 2
Six 7 2
Average number of images
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recalled
$) %% & 0] + & * * % &
o % 0] % ¢] + 0]
* * % ) 6 ( & * *
% * % * O **
% ) 4 & ,2 & 0 * % 0
* % 2 * % 72
co ( 72 *
% J ( 2 * )/ & % * *
82 _) 0 * * ( *
*) - ( > -2 4 * %
+ ¢ ) 4% ¢ ¢} * %
2 0] -, * % ) 0
il % * o4 * % o $ )



Fig. 6 Q2a. Where do you recall seeing or hearing this campaign?

Column 1 - All
spontaneously
aware of the

Column 2 - All
aware of the
campaign after

campaign prompting
(base = 240) (base = 382)

Bus shelter posters "2 -72
TV ,2 -2
Roadside posters 72 ' 2
Newspaper advertising 72 "2
Radio "2 2
Word of mouth "2 2
Indoor posters (i.e. > o
washrooms)

Magazine advertising 2 "2
Online social networking > >
space

Magazine article 2 2
Cinema 2 2
Online blog 2 2
Online website 2 2
Lecture/ community talk 2 2
Other -2 2
Don’t know 72 2
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Fig. 7 Q4. Where do you recall seeing or hearing this campaign?
; * (L Advertising Editorial Buzz
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Fig. 8 Q2b Can you describe anything about the content of the campaign?
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Fig. 9 Q2c What were the main messages in the campaign? What was it trying to tell you?
Number of %
respondents
(base = 240)
No right to rape 72
As per the strapline - 2
Be careful/ a warning to women " 2
Rape can happen in different . >
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The consequences of rape - 2
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4.2. Credibility and Trust
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Fig. 10 Q2c What were the main messages in the campaign? What was it trying to tell you?

L6

* %

Q5. What do you think the key message of the campaign is? What are these images

collectively trying to tell you?

Column1- Q5% | Column 2 Q2c
(base = 882) % (base = 240)
Message Spontaneous
. message
perception on
viewing ads perception
No right to rape , 2 72
As per the strapline < 2
Be careful/ a warning to women 2 2
Rape can happen in different > >
situations
The consequences of rape < 2
Other 2 , 2
Don’t know "2 2
TOTAL 2L 2L
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Fig. 11 Q6 What words best describe the campaign to you?
Total % Male % Female % BME % Non- BME %
(base =423) | (base =459) | (un-weighted | (base = 864)
base = 128)
Important 772 7-2 72 "2 772
Thought provoking -72 -2 72 "-2 -72
Impactful 2 2 ,2 2 2
Shocking -2 "2 72 2 -2
Controversial 2 "2 2 2 2
Worrying 2 72 ,2 2 2
Unusual "2 -2 2 2 "2
Misleading , 2 2 2 2 ,2
None of the above -2 -2 72 2 72
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Fig. 12 Please tell me how far you agree or disagree with the following statements?
Any Agree Total Male | Female | AB% C1% C2% | DE%
% % %
The campaign tackles an
,2 2 ,2 2 ,2 2 ,2
important issue
The campaign reflects an issue
2 2 2 ,2 2 72 2
that needs to be addressed
The campaign addresses public
2 ,s 2 "2 2 2 , 2 2
attitudes to rape
Agree strongly Total Male | Female AB c1 Cc2 DE
% % %
The campaign tackles an
’ 2 ’ 2 ,_2 2 > 2 72 ’ 2
important issue
The campaign reflects an issue
, 2 2 , 2 , 2 "2 -2 2
that needs to be addressed
The campaign addresses public
,2 "2 "2 2 2 72 ,2
attitudes to rape
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Fig. 13 Q8. Please tell me how far you agree or disagree with the following statements?

Any Agree Total % Male % Female %
(base 423) (base 459)
The campaign is relevant to everyone 2 »s 2 -2
I can understand what the relevance of
,—2 2 , 2
this campaign is to me
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Fig. 14 Q8. Please tell me how far you agree or disagree with the following statements?

Any Disagree TOTAL Pre Family Post BME % Non-
family (base nesters BME %
(base 326) (base 287) (un-
269) weighted (base =
base = 864)
128)
I can understand what 2 2 2 "2 2 ,2
the relevance of this
campaign is to me
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4.3. Action
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Fig. 15 Q9. Please tell me how far you agree or disagree with the following statements?

Any Agree Total % All aware of the | Not aware of the

campaign% campaign %
(base 240) (base 642)

The campaign would encourage me to

talk about the subject with my friends/ 72 -2 2

family

The campaign would make me consider > > >

my own attitudes towards rape

The campaign would make me consider

my behaviour and the behaviour of -,2 2 -72

others more carefully

I would be interested to find out more

about the issues raised by the "2 ' 2 ' 2

campaign

The campaign would make me seek

more information about the subject of ' 2 ‘2 ' 2

rape
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Fig. 16 Q9. Please tell me how far you agree or disagree with the following statements?
Any Disagree Total % BME % Non BME %
(unweighted (weighted base
base 128) 864)
The campaign would encourage me to
talk about the subject with my friends/ 2 2 2
family
The campaign would make me consider > - >
my own attitudes towards rape
The campaign would make me consider
my behaviour and the behaviour of ,2 "2 ' 2
others more carefully
I would be interested to find out more
about the issues raised by the "2 "2 "2
campaign
The campaign would make me seek
more information about the subject of -2 -,2 -2
rape
¢) 8 * * & * % 0]
o % O% )/ ¢&* % 0% %
* % 0] 0] & * % o *
0% % + * * % ( % 8
§ *)
@ 1% O O 6] & * % 0 % + +
* % O & & % O O O 0] &
* % o * §* 8 *)Y/
& « 9
() : O O 0] bt % 0 % o+ +
* % O & & % % O O ) 0 ( 0]
+ * 0] % O
* % ) o * &* 8 * )

/*




Fig. 16b Q9. Please tell me how far you agree or disagree with the following statements?

Any Agree

Total

Aware of the campaign

Not aware of the
campaign/ DK

Total | Men
% %
(base
882)

(base
423)

Wome
n%
(base
459)

Total | Men %
% (base
108)

Wome
n%
(base
133)

(base
240)

Total | Men %
% (base
316)

Wome
n %
(base
326)

(base
642)

The campaign
would encourage
me to talk about
the subject with
my friends/

family

72 72

The campaign
would make me
consider my own
attitudes

towards rape

2 772 72

The campaign
would make me
consider my
behaviour and
the behaviour of
others more

carefully

™2

™2 -2 72

-72 72

I would be
interested to find
out more about
the issues raised

by the campaign

o 72

"o "o 72

The campaign
would make me
seek more
information
about the

subject of rape
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Fig. 17 Q1. If a woman is raped, to what extent do you think she is responsible (not at all
responsibly, partly responsible, mostly responsible, totally responsible) if she is...

Any Domestic | Domestic Total Aware of | Not aware BME
Responsibility Abuse Abuse sample | campaign of respondents
report report (base= campaign | (unweighted
o, o (weighted
07/087% 07/08% 240) (base 642) base 128)
base 882)
(base = All (base =
986) 18-64)
Flirting 2 2 2 2 2 -2
Dressed in
revealing 2 2 72 2 2 -2
clothing
Drunk -2 2 72 2 2 -2
Known to have
many previous 2 2 2 ,2 2 -2
sexual partners
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Fig. 18 Website traffic figures 15" October — 23" November 2008: Traffic sources
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5. Stakeholder Evaluation

Introduction
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“some people have completely agreed that women are no way responsible for the rape/ sexual
assault they have experienced and that the blame firmly lies with the attacker. However, others
have felt that women still have some level of responsibility. The positive is that the campaign has
opened discussion” Stakeholder
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“I wholeheartedly agree with the need to challenge public attitudes, | think the images do that by
stimulating debate.” Stakeholder

Fig. 19 On a scale of 1-10 (1 being no influence and 10 being a lot of influence) what influence
do you think the campaign has to..?

: Mean Score out of 10

Inspire debate )

Get noticed )77
attitudes "7
Prompt action )
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Fig. 20 What activities do you have planned at the local level?

: 7 Total %*
Display of posters in local venues , 2
Using the campaign materials in training sessions 2
Using the campaign materials in schools -2
A talk about the campaign 2
Writing articles on the campaign for local newspapers "2
Washroom advertising (i.e. organising posters to be put up in local "o
venues such as bars/ clubs in your area)
Other — please describe "2
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6. Conclusions and recommendations
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Fig. 21 Are there any other types of people that you think are missing from the campaign and
could be included in a campaign like this in future?

: v Total %* Total %*
Older people 2 Children 2
People in remote
Men 2 2
communities
Younger teens 2 Disabled woman 2
Ethnic Minorities 2 Don’t Know "2
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Fig. 22 Are there any other scenarios that you think are missing from the campaign and could
be included in a campaign like this in future?

: . Total %
Prostitution 2 Lap dancing -2
Rape in same sex

2 Vulnerable people "2
relationships
A very drunk woman 2 Don’t know ,2
Women at risk 72 No , 2
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7. Note on Analysis

/ * g* > F* 2* ()
( % & & %
0)
Base From % To %

Total sample ys P) proy
Spontaneously aware of campaign - P) P
Not aware of campaign - P) P,
Heavy outdoor areas P )7- P)7
Medium outdoor area - py- P ),
Light outdoor area , P P 7
BME ) P) P,)
Non BME , - P) Py




8. Questionnaires

Consumer Questionnaire
Please circle ONE number per question and once completed, please hand the

questionnaire back to the interviewer

Q1 - C B
If a woman is raped, to + 0
what extent do you
think she is

responsible if she is..

6  + - 7

:) ( - 7

) # - 7

)N O ( % E - 7
( $

Interviewer to ask the rest of questions

Q1a, CODE
G

6 * 1§

& ( * 0 c




Q2 SHOWCARD B CODE | ROUTE
G 4 F
6 ) G 8 4 F
* % ) x g 0]
% 0 C 8 B + F
C 1 - F
FN O 7 F"
Q2a CODE
Where do you recall seeing or|A * =* %% +
hearing this campaign? ; J (
5 J *
DO NOT READ LIST coO ( -
SPONTANEOUS co * 7
4 0]
4
4 * o + * ,
8 1))0 %3
Article lll.
K
1 ¢ % -
% 7
4 1 *§ 3
100/0/0/0/0/0/0/0/0]0/0/0/00)
BN O

Q2b. Can you describe anything about content of the campaign? PROBE FULLY -
ANYTHING ELSE?




Q2c. What were the main messages in the campaign? What was it trying to tell
you? PROBE FULLY — ANYTHING ELSE?

I am now going to show you 6 images that made up a poster and press advertising
campaign throughout the country last month. The images were shown as billboards,

on bus shelters, other posters, postcards and appeared in some publications

(Rotate order of images shown)

Q3 Which of these phrases best describes your recall of this image?

SHOWCARD C IMAGE 1 | IMAGE 2 | IMAGE 3 IMAGE4 | IMAGE5 | IMAGE 6
i *
+8 *
+§ *
& * - - - - - -
E 7 7 7 7 7 7
Q4 IF RESPONDENT RECALLS ANY CODE
IMAGES
Where do you recall seeing any of [ A * :=* %% +
the images? : J (
SPONTANEOUS 5 J *
co ( -
co * 7
4 o
4
4 * o + * ,




8 1) )0 %3

QQRRRRRRRQAQAQAQQQ
BN O

Q5. (Show all images again) What do you think that the key message of the campaign
is? What are these images collectively trying to tell you? PROBE FULLY -
ANYTHING ELSE?

Q6 SHOWCARD D CODE
6 * IK) 1 o * , *+(
* o
8%
| -
(+ 7
E
8% *4¢
cC & (

Please now think about the campaign as a whole and tell me how far you agree or
disagree with the following statements SHOWCARD E



Q7

Read out all statements

6) *% *+
%

) * 0 P o*

) * %

F,

Read out all statements

6)8 * O * 0
* (

3) * % (

(

) 8 * 0

( * & *%
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Q9 6 6 C
Read out all statements ¢ i
6) * 0 0] % + % " - 7
* % 0] 0]
) * 0 0] * " - 7
% + §* 0
& =§ %
) * 0 0] % + % " - 7
+ % & %
g * 4 ) ) +
0
) * 0 0] % + %
* % (
( § % * g
)80 § " - 7
%
* 0

(Interviewer, read out) As you have seen, the campaign depicts women in different
scenarios including a woman wearing what could be deemed to be revealing
clothing, young women out socially in a bar, a marriage, a man and woman kissing

in a taxi and a man and woman kissing in a phone booth.



Q10 CODE

6 ( +0 %

6 * K) 6 * .

+ % & % * 0 0 % $
* * % +
& 0

A * -

DO NOT READ LIST 4 1 *§ 3 7

CODE ALL MENTIONED QQQQQAQAQQQQQQQ

QQQRRRARARRRAARRARRAAQAQARRQRQRQRJQ
QQQRQQQ

QQQRRRRRARRRRRRRARAAQAQQQRQRQRJQ
QQQQQQ

(Interviewer, read out) 6s you have seen, the campaign includes images of different

people including a married couple, intimate couples, a group of girls and a lone

woman.
Q11 CODE
* 0
6 * K 6 ]
+ % i % 4
* % * * % G
+ i 0 -
% * %% 7
DO NOT READ LIST :
CODE ALL MENTIONED 0 %
4 1 *§ 3
QQQRQQAQAQAAAARAAR
QQQQRQAQRQAQAQAQAAQAAAQAAAARAARAQA
QQQQQQ
FN O




Stakeholder Questionnaire

Section 1: Your views of the campaign

6 o /* ? ( % 0* % O
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Section 2: Reactions from your community
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Section 3: Your preparation for the campaign
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Section 4: Activities planned in support of the campaign
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9. Stimulus
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" invitation

o rape
B me

is not
an
invitation
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an
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this
is not
an
invitation
to rape
me




10. Media Schedule

PANEL

NO.

PUBLICATION/ DISTRIBUTION | NO'S OF ocT
MEDIUM WKS | 6 [13]20] 27
OUTDOOR
48 Sheets
;% T
6 Sheets
0 % 7

Re-Posting of 48-sheets

oL

*Reposting of 48 sheets

Sub Area Name Area Name First Allocation Copy Change
/ + ( : C NA6 4C 4R
/ + ( N + * -6 4C 4R
+ + ;6 6> C NA6
N A +C -A 4C 4R :6
0 0 C NA6 -6
b % 8 % -6 4C 4R
3 + 6 4C 4R
% K  4A ( A ;6 86> :6
N % *+ 6
A N % *4 ;6 86> 6
N % *+ 6
A N % *+ :6 C NA6
N 6 *+ 0 *+ 4C :4R C NA6
A + C NA6 4C :4R
N * 6
6 A 4C 4R :6
8§ ( 8 ( C NA6 :6
6 # 4 :6 C NA6
6 N N ;6 86> 4C :4R
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