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EXECUTIVE
SUMMARY

An online survey directed to UQ students which received 189 responses
Two online focus groups consisting of 11 participants who had completed the survey

The campaign was most visible through posters and floor decals
The campaign increased student confidence in supporting a peer with compassionate and
trauma-informed responses and knowledge on UQ support services
UQ branding increased the perceived legitimacy of the campaign, however also led to
decreased visibility due to the number of other UQ campaigns
Further explanation and information on the steps of listening, supporting and referring is
needed
The campaign would reach more people and be more effective if more media and platforms
were utilised
More language options would be beneficial to increase the campaign’s reach

Create a specific strategy for reaching men through audience segmentation
Use alternative locations, platforms and media to increase reach
Increase accessibility of campaign material for international students
Use QR codes to provide more detailed campaign information 

In 2017, the Australian Human Rights Commission (AHRC) produced a nation-wide report on the
issue of sexual assault and harassment on university campuses. The report found a significant
number of students had been sexually harassed or assaulted. University resources for students
who had experienced sexual misconduct were also found to be inadequate. 

In response to this report, the Sexual Misconduct Support Unit (SMSU) was established at the
University of Queensland (UQ), which then created the UQ Respect Program to aid the
coordination and promotion of the SMSU and provide appropriate training and education for the
UQ community. One prominent initiative included introducing the Listen, Support, Refer campaign
in August of 2019. This campaign aims to encourage compassionate and trauma-informed
responses to disclosures of sexual misconduct while also promoting UQ’s support services and
resources. 

This report provides an evaluation of the reach and effectiveness of the campaign to provide
recommendations to UQ Respect for future iterations of the campaign. Results stemmed from
literature and two specific data sources: 

The key findings uncovered were: 

These findings were supported by literature on informal peer support, campus culture and social
marketing campaign strategies. Following this, four recommendations are provided:

1.
2.
3.
4.

By implementing these recommendations, the Listen, Support, Refer campaign will reach more
members of the UQ community and more effectively inform them on how to provide
compassionate and trauma-informed responses to peers, and provide information on how to
access UQ’s support services.
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INTRODUCTION

Have students seen the campaign and if so, where have they seen it?
How does campaign visibility vary by demographic groups, if at all?
What are the most effective forms of marketing collateral for campaign visibility?
How does the UQ branding influence the visibility of the campaign?

How effective has the campaign been in promoting a “compassionate response” to disclosures
of sexual misconduct from UQ students?
Does this campaign affect students’ confidence in their ability to respond to disclosures of
sexual misconduct?
How does the UQ branding influence the legitimacy of the campaign?
How effective has the campaign been in increasing awareness of support services on campus?

Sexual misconduct has been identified as a major issue for universities around the world,
including in Australia (End Rape on Campus Australia, 2017). In response, the Australian Human
Rights Commission conducted a national survey (2017), reporting on sexual assault and sexual
harassment in Australian universities. This survey found that 51% of university students had been
sexually harassed in 2016, while 6.9% had been assaulted between 2015-2016 (Australian Human
Rights Commission, 2017). University resources for sexual misconduct were also found to be
largely inadequate (Australian Human Rights Commission, 2017).

UQ responded to the report’s recommendations by establishing the SMSU which seeks to ensure
survivors of sexual misconduct at UQ have access to timely systems of support, including
reporting options, ‘reasonable measures’ and emotional support (The University of Queensland,
2020a). In 2019, the UQ Respect program was introduced to aid the coordination and promotion
of the SMSU and provide student and staff focused training and education (The University of
Queensland, 2020a). UQ Respect also created promotional campaigns, one of which being the
Listen, Support, Refer campaign which encourages compassionate and trauma-informed responses
to sexual misconduct disclosures and promotes UQ’s support services (The University of
Queensland, 2019). 

This study evaluates the reach and effectiveness of UQ Respect’s Listen, Support, Refer campaign to
provide recommendations for future iterations of the campaign. The aim of this research and
subsequent recommendations is to assist UQ Respect in achieving their campaign goals more
effectively to benefit more members of the UQ community. The findings of this research may also
be valuable for universities globally in implementing effective campaigns to promote
compassionate responses to disclosures of sexual misconduct.

To evaluate the campaign’s reach and effectiveness, specific sub-questions were also developed,
including:

What has been the reach of this campaign?

What is the effectiveness of this campaign?

03Listen, Support, Refer campaign evaluation
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LITERATURE
REVIEW

04Listen, Support, Refer campaign evaluation

An in-depth, critical literature analysis positions the study within relevant literature and informs
the conduct of the evaluation. The following literature review discusses: the significance of
informal support and inclusive campus cultures, social marketing campaign strategies and
receptibility to social marketing campaigns.

Informal peer support and campus culture
Many studies emphasise the importance of promoting informal support as peers are often the
first people survivors turn to for support following sexual misconduct experiences (Graham,
Mallinson, Krall & Annan, 2019; O’Callaghan, Lorenz, Ullman, Kirkner, 2018; Orchowski & Gidycz,
2012). As Orchowski & Gidycz (2012) argue, informal supporters are often ill-equipped with
relevant information to assist survivors in seeking more formal support from university services.
Therefore, providing appropriate information, resources and support services is necessary. On
university campuses however, support services are often under-utilised (Banyard, Moynihan,
Walsh, Cohn & Ward, 2010). Reasons for under-utilisation included concerns about privacy, not
being believed, self-blame, shame, or being unable to acknowledge the seriousness of the
experience to warrant seeking support (Walsh et al., 2010). Moreover, positive campus
environments need to be fostered that minimise these concerns for survivors and in turn
encourage support service utilisation. Social marketing campaigns can assist in promoting a safe
and accepting campus culture and university support services, so long as they are implemented
effectively (Orchowski & Gidycz, 2012). Our research will evaluate whether the Listen, Support,
Refer campaign is presented in an informative and engaging way to adequately inform the UQ
community of support services.

Social marketing campaign strategies 
Social marketing campaigns aim to increase public knowledge on topics and provide specific
directions for behavioural change (Randolph & Viswanath, 2004). The Listen, Support, Refer
campaign can subsequently be labelled as a social marketing campaign. While literature on sexual
misconduct marketing strategies is limited, there is useful and transferable literature on social
marketing campaigns more broadly. Social marketing campaigns use strategically chosen media
to engage the target audience in public settings, either on campus or online, which subsequently
provides an informal educational opportunity (Randolph & Viswanath, 2004). 

However, maintaining a diversity of methods for campaign dissemination is also important for
increasing receptibility and effectiveness. Potter et al. (2016) found that frequent in class
discussions about sexual misconduct assisted in informing students about campus support
services and engaging them with campaign messaging. It is therefore crucial to evaluate the
effectiveness of the Listen, Support, Refer campaign dissemination methods to reveal if future
iterations require greater diversity.

Further, the types of persuasive communication used to create engaging and informative
campaigns depends on the social, economic, interactional and situational characteristics of the
target population (Dawson, 1989; Frankenberger & Sukhdial, 1994). Knowledge of these
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characteristics helps agencies understand how to effectively engage the target audience and
where to target campaigns (Hornik, 2003). Trust in the agency creating the campaign is also
important. As Hornik (2003) and the World Health Organisation (2017) stipulate, the perceived
credibility of the campaign’s agency influences public perception and subsequent receptiveness to
campaign messages. Finally, adequate and informative messaging is imperative for social
marketing campaigns to effectively engage the target audience (Eagle, Czarnecka, Dahl & Lloyd,
2020). Understanding how campaigns operate is vital for any evaluation (Coffman, 2002; Valente &
Kwan, 2012). Thus, this literature will be useful in forming recommendations from our findings.

The benefits of campaigns that reinforce certain behaviours, such as compassionate responses,
are supported by findings from an article evaluating a five-year sexual violence prevention
campaign in the United States (US). The study suggests that personal behaviour is strongly
influenced by the behaviour of peers (Mennicke, Kennedy, Gromer, & Klem-O’Connor, 2018).
These findings indicate that peer modelling of appropriate responses to sexual misconduct
disclosures are integral to changing norms surrounding the provision of informal support and
compassionate responses. This is helpful for evaluating the effectiveness of the Listen, Support,
Refer campaign in its ability to promote behavioural change.

Self-identification was also found to be an effective principle in social norms marketing to engage
and create resonation with the target audience (Potter, Moynihan & Stapleton, 2011). In one study
of a US university campaign, students were found to be more likely to actively prevent situations
of sexual misconduct after exposure to campaigns where they indicated familiarity with the
people and situations presented (Potter et al., 2011). Familiarity and student ability to self-identify
and relate to campaign messages and images is an important consideration when evaluating the
effectiveness of the Listen, Support, Refer campaign. 

Limitations of literature
While this literature is useful for our research, there are limitations. The literature explored in this
review originates from the US. While these findings could be extrapolated to an Australian
context, contextual and cultural differences need to be acknowledged. There is an absence of
literature specifically pertaining to tertiary sexual misconduct campaigns on university campuses
both internationally and in Australia. This project offers an important opportunity to provide
useful insights and for the development of other tertiary sexual misconduct campaigns.

3.1.     Concepts and Theories
To evaluate any campaign, understanding the agency creating the campaign and the theoretical
aspects guiding the campaign is imperative (Coffman, 2002). The Listen, Support, Refer campaign is
underpinned by trauma-informed feminist theory. In the following section, this theory will be
outlined before analysing our chosen evaluation design. 

Trauma-informed feminist theory offers a theoretical and analytical framework for those who
have been affected by trauma and acknowledges the importance of equality, subverting
patriarchal social structures and encouraging empowerment when a survivor reaches out for help
(Conley & Griffith, 2016). These goals include establishing and maintaining a safe space for
disclosure within formal support services, providing primary support, and helping survivors trust
themselves and speak out about their experiences (Conley & Griffith, 2016). The theory also
encourages empathetic responses free of judgement while emphasising the importance of
receptivity to disclosures and subsequent responses founded within the provision of care (Holger-
Ambrose, Langmade, Edinburgh & Saewyc, 2013). This theory further understands



 that “clients are viewed as the experts of their own experiences” and should not be blamed for
their experience (Conley & Griffith, 2016: 280). The Listen, Support, Refer campaign is rooted in
trauma-informed feminist theory as it understands that victim blaming can cause serious harm to
survivors. The campaign encourages compassionate responses to peer disclosures of sexual
misconduct experiences and referral of survivors to appropriate formal support services.

To evaluate the campaign, Kapp and Anderson’s (2010) program evaluation theory will be utilised.
Kapp and Anderson stipulate that evaluations consist of eight steps (refer to Figure 1), from
establishing questions and methods to disseminating findings to the agency for program
improvement. These steps are not linear and can intersect at different times throughout the
evaluation due to the vibrant setting of any agency and external factors. Two sub-evaluations
exist within a program evaluation: summative evaluations (focusing on assessing program
effectiveness) and process evaluations (designed to improve programs). In our project we will
conduct both, initially focussing on summative, then process.

Kapp and Anderson (2010), alongside Valente and Kwan (2012) and Coffman (2002) agree that
effective evaluators must: understand the agency and its program; maintain strong
communication with the agency while involving them in the evaluation; ensure the evaluation
goals are at the forefront of every stage of the evaluation and present useful findings which the
agency can implement. By utilising this program evaluation design, our research team can assist
UQ Respect in more effectively promoting campaign goals.

Listen, Support, Refer campaign evaluation 06Listen, Support, Refer campaign evaluation
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METHODS

To accommodate for the broad nature of our research topic, a two-stage mixed-method approach
was utilised. The first stage was a quantitative online survey and the second was two qualitative
online focus groups with UQ students. While the campaign is targeted toward the entire UQ
community, including academic staff, our research team and Industry Partner agreed to focus on
the student population to maintain scope to our research. The specific mixed-method approach
used in this research was a parallel design. This involves collecting and analysing two data sources
separately before comparing them during analysis (Ostlund, Kidd, Wengström & Rowa-Dewar,
2011). This allowed for the strengths of both survey and focus group methods to be utilised to
obtain convergence on the same phenomenon (Creswell & Plano Clark, 2011). 

This research was underpinned by grounded theory, which utilises a systematic approach to
compare themes using inductive reasoning grounded in the data itself (Charmaz, 2006). The
inquisitive nature of our research, with no stated hypothesis, means this ‘ground’ up approach
was useful in understanding the subjective nature of participant perspectives and experiences
regarding the campaign (Walsh & Downe, 2005). Assisting this theory was an interpretivist
epistemology which focuses on developing deep understandings of subjective and contextual
knowledge (Della Porta & Keating, 2012). Interpretivism lends itself to a constructivist ontology
which believes that social phenomena and their meanings are constructed by social actors and
are in a constant state of revision (Bryman, 2001). 

4.1.     Stage one- Quantitative online survey 
Online surveys were utilised to understand a large range of perspectives on the campaign’s reach,
visibility and effectiveness in increasing confidence. Surveys are useful to obtain large sample
sizes, subsequently increasing the statistical significance of findings (Jones, Baxter & Khanduja,
2013). Our survey included closed-ended and likert scale questions. These surveys asked students
if and where they had seen the campaign, what medium they saw, how effective the campaign
was in providing adequate information and knowledge of support services, and how the UQ
branding affected the campaign (refer to Appendix A). Basic demographic questions were also
asked at the beginning of the survey to analyse how, if at all, these factors influenced awareness
and receptibility to campaign messages. To accommodate for participants facing language
barriers, relevant terminologies were explained in the survey, alongside response options of ‘I do
not understand the question’. 

The online survey received 189 participants. This allowed for statistically significant findings to
emerge. Participants consisted of current UQ students, both undergraduate and postgraduate,
aged 18 years and above. While minor variances exist between our survey sample and the UQ
population in resident status and faculties, larger variances are evident in the program level
group, gender and campus categories. Our survey sample captured more women,
undergraduates and Gatton campus students (see Table 1). 

The survey took approximately 5-10 minutes to complete. To recruit participants, a minimum of
10 course coordinators from each of the six UQ faculties were emailed (refer to Appendix B).
Course coordinators were asked to create a post (refer to Appendix C) on Blackboard inviting
enrolled students to complete our survey. 
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The sample of survey respondents is described in the following table (Table 1):

*The data obtained from UQ database assigns one main faculty to each student, despite some
programs including two faculties. The data obtained from the survey however allowed participants
to select more than one faculty and the percentages shown are representative of this. 

**The data obtained from UQ database did not have an ‘external’ campus option in the 2019
dataset. Our survey allowed respondents to select ‘external’ as a campus option, as some students
are studying completely online during the COVID-19 pandemic.

Listen, Support, Refer campaign evaluation 08Listen, Support, Refer campaign evaluation
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4.2.     Stage two- Qualitative online focus groups
To understand perspectives on the campaign in greater depth, semi-structured online focus
groups were conducted. This allowed us to understand student perceptions of the campaign and
its messaging while also investigating if the campaign’s goals are currently being achieved. Group
discussions “correspond to the way in which opinions are produced, expressed, and exchanged in
everyday life” (Flick, 2014, p. 244). They also allow for in-depth exploration of participants’ ideas
that cannot be captured in closed-ended survey questions (Flick, 2014; Walter, 2019). Due to the
conversational nature of focus groups, questions asked (refer to Appendix D) were used as a
guide rather than a script. 11 survey participants who agreed to further assist the study
participated in the focus groups (six in group one and five in group two). Nine participants were
female and two were male. These focus groups lasted between 30 and 45 minutes each. 

4.3.     Data analysis
Data analysis utilised both quantitative and qualitative methods. To analyse the quantitative
results from the closed-ended survey questions, Microsoft Excel was used. The use of this
statistical software allowed for a descriptive analysis to occur which described patterns in
responses (DePoy & Gitlin, 2015).

A thematic analysis was undertaken to analyse the in-depth responses from focus groups. A
thematic analysis identifies, analyses and reports patterns within text-based data, such as
transcripts from focus groups (Braun & Clarke, 2006). To minimise the risk of interpretation
associated with thematic analyses, our team worked collaboratively and implored reflexive
research methods to ensure we were aware of our role and influence in research, both during the
data collection process and data analysis (Gouldner, 1971).

Furthermore, a comparative analysis method was used where themes were compared and
contrasted to understand the causes of various subjective experiences (Glaser, 2007). Through the
parallel design, the findings from both data sets were integrated and analysed together to
develop overarching themes relating to the campaign’s reach and effectiveness. As the campaign
posters were displayed in both the survey and focus groups, we cannot definitively know whether
responses regarding the effectiveness of messaging were in response to prior viewing of the
campaign. However, as questions were not leading, this is not a concern as participants were able
to express their individual perspectives.

4.4.     Ethical considerations
This research project was provided with ethical clearance by the UQ Faculty of HASS Central Ethics
Committee (approval number #2020001456). 

To maintain confidentiality, participant information remained de-identified in all recorded data. In
the survey, respondents were able to withdraw by abandoning the survey. While participant
names were required in the focus groups for facilitation purposes, participants were able to
provide a false name if they wished. Upon transcribing these focus groups, pseudonyms were
used in substitute for participant names or any names discussed to maintain confidentiality.
Focus groups were strictly audio-recorded and participants were able to withdraw at any time
throughout the session. 

It should be noted that a minor privacy breach occurred during the research process when survey
respondents interested in participating in the focus groups were emailed without blind carbon
copy (BCC), which made email addresses visible to all respondents. Formal action was then taken
to retract the email and this was deemed appropriate by the Human Research Ethics Council at
UQ.
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Focus group participants were asked not to disclose any personal experiences of sexual
misconduct at the beginning of the focus groups. In incidents of participant disclosure of
experiences of sexual misconduct or other personal information, facilitators immediately
reminded them that the discussion was to only be related to the campaign and its effectiveness.
Relevant resources were provided in both the survey and the focus groups (refer to Appendix A).



5.1.    Reach 
52% of survey respondents reported that they have seen
the campaign in its various forms across UQ campuses
(Figure 2). The most common location that respondents
reported seeing the campaign was on walkways near bus
stops (34.4%) suggesting that these decals were the most
visible form of the campaign for the majority of students
(Figure 3). This is supported by statements from two focus
group participants who both mentioned seeing the
campaign at bus stops on campus. Survey respondents did
report however that posters were the most visible form of
the campaign on campus (44%) (Figure 4). Another focus
group participant recalled seeing the campaign in
bathrooms behind toilet doors. This was the second most
common location survey respondents reported seeing the
campaign (28.6%) (Figure 3). Other common places included
libraries, learning buildings, and the UQ Union building. One
focus group member emphasised:

Listen, Support, Refer campaign evaluationListen, Support, Refer campaign evaluation 11Listen, Support, Refer campaign evaluationListen, Support, Refer campaign evaluation

The following section combines both descriptive data from the surveys and themes developed
from the focus groups (refer to Appendix E). The findings are separated into reach and
effectiveness sections to appropriately respond to our two overarching areas of evaluation. 

FINDINGS AND
DISCUSSION

...the amount of posters... is more significant to me rather than whether it is eye-catching or not.
Because you have it on the floors, you have it on the walls... everywhere around the campus
(P7).
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Impacts of the UQ branding on the campaign’s visibility
All issues raised by focus group participants regarding the UQ branding stemmed from concerns
that it reduces the visibility of the campaign. While one participant stated this branding causes the
campaign to stand out, five disagreed noting that it makes the campaign blend in with other UQ
media. These participants expressed that they may “...dismiss [the campaign] ” (P5),  as it is “just
another purple poster” (P1).  Consequently, one participant noted that the campaign would
benefit from being more “artistic and vibrant” (P5) to draw more attention from UQ students. 

These statements oppose findings from the survey which revealed 86% of respondents felt that
the branding either had no impact on or increased the campaign’s visibility (Figure 5). While these
survey results are significant, the opportunity for focus group participants to discuss the topic of
UQ branding in detail allowed for greater insight in our analysis. As such, focus group responses
have been given considerable weight on the topic of UQ branding to inform our
recommendations.

Language barrier
A significant finding from the focus groups was the need for more language options to increase
campaign inclusivity and ability to reach more members of the UQ community. With 36.5% of UQ
students being international students, the current campaign risks not reaching this demographic
due to language barriers (the University of Queensland, 2020b). Two focus group participants
suggested that the current campaign could be improved by being more accessible for
international students, with one participant suggesting the campaign be available in different
languages:

...some people are not from English speaking [countries] and... [campaign messaging]
sometimes can be jargon for them (P7).

5.2.    Effectiveness 
Significant results were found when testing for the difference in confidence in ability to support
and refer before and after viewing the campaign images in the survey (Figure 6). It should be
noted that survey design may have inhibited response accuracy as half of the surveyed
respondents reported not having seeing the campaign material until undertaking the survey. The
mean initial confidence on a scale of 1-5 (1 being ‘I do not feel confident at all’ and 5 being ‘I feel
very confident’) before seeing the campaign in the survey was 3.46, which increased by 0.33 to
3.79 after being shown the campaign within the survey. This increase was statistically significant
(p<0.00). 
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Focus group participants also reported an increase in confidence due to campaign messaging 
 both from seeing the campaign on campus and when viewed in the focus groups. One participant
stated: 

...it [makes] me more comfortable and more confident in supporting someone. (P7)

Overall, six participants said they would be more comfortable referring a peer to the SMSU after
viewing the poster. One participant commented that the campaign makes the process of support
less of a “burden” (P1). Several participants also commented on the usefulness of campaign
messaging in providing clear ways that they can support a peer who has disclosed to them.  One
participant thought that the steps of listening, supporting and referring would help create a
community where:

...everyone knows how to support someone. (P9)

Another participant thought that:

...when people see these posters, they know what they can do. (P8)

Focus group participants also cited an increased awareness of support services after viewing the
campaign. One participant explained:

...I wasn’t actually aware of the Sexual Misconduct Support Unit prior to seeing this campaign.
So in that way it actually… did increase my awareness... (P3) 

This is supported by survey data where 44% of respondents were more aware of UQ’s sexual
misconduct support services after seeing the campaign (Figure 7).
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The influence of gender on campaign engagement and effectiveness
Survey respondents consisted of approximately 80% women and 20% men (see table 1), which
indicated that the survey caught the attention of more female students. Because women are more
likely to be survivors of sexual misconduct (Australian Human Rights Commission, 2019), the
survey responses suggest this awareness of other women’s collective experiences as survivors
and of the threat of sexual misconduct more specifically may have prompted more women to
participate in the survey. Women are more likely to receive a disclosure of sexual misconduct
(Dworkin, Pittenger & Allen, 2016: 7; Orchowski & Gidycz, 2012), just as women are more likely to
disclose sexual misconduct than men (Banyard et al., 2010). In this way, more women may have
responded to the survey due to the heightened relevance of sexual misconduct experience and
disclosures to their lives. This suggests that women may therefore also be more receptive to the
Listen, Support, Refer campaign’s messaging. The lack of engagement from men corroborates with
the AHRC report (2017) which found that men are less concerned about sexual misconduct at
university in comparison to women. The report also noted that men are more likely to be
perpetrators of sexual misconduct, and less likely to be victims. 

Impacts of the UQ branding on the campaign’s legitimacy
Almost two thirds (64%) of survey respondents felt that the UQ branding increased the legitimacy
of the campaign, and this was corroborated by one focus group participant. Several participants
also mentioned that the association with UQ colours gave the campaign a sense of authority and
made it appear more ‘professional’ (P9) and ‘official’ (P7). As explained by one participant: 

[the campaign is] authoritative because it’s in the uni colours and it connects… [to] all the other
campaigns that you see around campus. (P3)

Two participants felt that the UQ branding implied that the university cares and is supportive of
their students. As indicated by Hornik (2003) and the World Health Organisation (2017), this
receptiveness to campaign messaging may be influenced by the perceived credibility of the parent
agency, being UQ. This suggests that the positive associations exhibited by a large proportion of
participants are likely related to their trust in UQ as an institution.

Diversity of visual mediums and media platforms
Two themes emerged concerning media: mediums and platforms. Multiple focus group
participants stated it would be beneficial to use additional mediums to the current posters.
Specifically, five participants recommended videos, with three saying it would be beneficial to
show what listening, supporting and referring could look like through such videos. For example,
one participant stated:

... even seeing listen, support, refer happen in a normal conversation between two people in a
video form would be interesting to see as well. (P9)

This is corroborated by Potter et al.’s (2011) findings that using self-identification in marketing
strategies through showcasing familiar contexts effectively engages target audiences. It was noted
by two participants however that the videos would need to be mindful as to avoid limiting what
listening, supporting and referring looks like or simplifying it to a universal process.

Regarding platforms to distribute the campaign, it was recommended by five focus group
participants that social media platforms such as Facebook and Instagram be utilised. Marketing
on social media can further emphasise campaign messages through the ability to disseminate
material widely and repeatedly. In this way, social marketing interventions can be beneficial in
enabling, encouraging and supporting behavioural changes to wider audiences through a diversity
of mediums (Sampogna et al., 2017).

14



15Listen, Support, Refer campaign evaluationListen, Support, Refer campaign evaluation

Three participants indicated that in-person discussions of the campaign would be helpful. Two
suggestions included having representatives at university events like O-week and at the beginning
of lectures to speak to students about the campaign and resources on campus. In-class
discussions of sexual misconduct have shown to foster more positive associations with campus
resources and knowledge of services (McMahon & Stepleton, 2018; Potter et al., 2016).

The results from the focus groups indicate a strong desire from participants for more diversity to
exist in how the campaign is shown and where it is displayed.

Lack of adequate information on each step of the campaign 
Although one focus group participant noted that the steps of listening, supporting and referring
were “very clear” (P1), seven others proposed that the campaign did not contain enough
information on how to support a peer and refer them to support services. Educating informal
supporters appropriately is important, as peers are often the first people survivors turn to for
support (Orchowski & Gidycz, 2012). Two participants emphasised the need for more resources
demonstrating how to support survivors as they suggested that the ‘support’ component of the
campaign did not provide enough information on what to do or say to support someone in need.
Additionally, three participants indicated that they would be uncomfortable referring a friend to
the SMSU as they were unsure what the process of referral looks like. Some participants were
worried that if they were to refer a friend to the SMSU that the survivor would have to file a police
report and begin a formal process against their wishes. As explained by one student:

… we're not all quite sure that we'd go straight to go talk to UQ because we don't necessarily
know what that looks like. And at the moment that feels… quite official and… like a big deal
when a lot of people don't want to make a big deal out of it. (P1)

Ensuring the messaging of the campaign is informative and indicative of the nature of UQ services
is important. Without this, the campaign will not be effectively encouraging positive behavioural
changes, which is the essence of any social marketing campaign (Randolph & Viswanath, 2004).
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CONCLUSION

Listen, Support, Refer campaign evaluation

From our research, it can be concluded that the Listen, Support, Refer campaign has been effective
in providing useful knowledge and resources for UQ students to support a peer who has
experienced sexual misconduct. Confidence in supporting and referring a friend was shown to
increase due to the campaign, alongside knowledge on resources and UQ support services. Our
findings indicate the Listen, Support, Refer campaign is subsequently an effective social marketing
campaign. However, it was shown there are improvements that can be made to increase the
campaign’s reach, reception and impact across the UQ community. These can be found in the
following recommendations section (5.2).       

Our findings also corroborate existing literature on social marketing campaign strategies that self-
identification, diverse mediums and platforms for advertising, and engaging, informative
messaging is imperative for effective campaigns. Our research further highlighted the need to
understand the target audience to develop audience- and context-specific strategies to reach all
demographics.

6.1.     Limitations
As our sample consisted of participants who were self-selected, the email recruitment strategy
may have captured students who were already knowledgeable about the Listen, Support, Refer
campaign and may have been impacted by its messaging. This limited our ability to specifically
gauge an accurate change in confidence before and after exposure to the campaign. Further,
females were overly represented in the research participants suggesting that results may be
generalisable to women only. 

6.2.     Recommendations
Audience segmentation of campaign marketing to target men
To more effectively engage male UQ students, we recommend that future renditions of the
campaign include specific mediums targeted toward men. Such demographic targeting in
marketing is known as ‘audience segmentation’ and involves messages being targeted toward
specific groups within the target population (Newton, Newton, Turk & Ewing, 2013). However, the
overall message of the campaign must be consistent across all mediums (Alden, Basil and
Deshpande, 2011).

Increase engagement through more mediums, platforms and locations
To increase the visibility, engagement and effectiveness of the campaign, we recommend that UQ
Respect implement a multi-media approach. In addition to existing posters, we recommend that
videos and face-to-face promotional strategies should also be employed with wallet-sized
campaign cards available for students to utilise in times of need. Videos should allow students to
self-identify and relate to campaign messages, as indicated by Potter et al., 2011). Extending on
this, we recommend that the campaign be promoted on different platforms, such as UQ’s social
media and UQ Life, to reach more students. This recommendation is supported by Potter et al.
(2011), Coffman (2002) and the World Health Organisation (2017) who agree multiple mediums for
social marketing campaigns are correlated with greater engagement and receptibility of campaign
messaging. Further, we suggest that the UQ Respect campaign is placed in more high foot-traffic
areas as repeated viewings of a campaign can increase the receptibility of its messaging (Hornik,
2003).

6
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Provide accessibility of campaign material for international students
Luna and Peracchio (1999) show that individuals who are bilingual need to put more effort into
processing messages conveyed in their second language which in turn reduces their likelihood of
contextually understanding and interacting with the message. With two focus group participants
suggesting the campaign be presented in different languages, and with 36.5% of UQ’s student
population being international students (The University of Queensland, 2020c), we recommend
that the UQ Respect campaign implements QR codes on posters to link to the campaign in
different languages, or that the campaign is displayed in different languages around campus and
online.
 
Provide greater detail of campaign information through QR codes
To respond to concerns over the lack of information on the posters, we recommend that the
Listen, Support, Refer campaign provides a QR code on posters which can guide students to
relevant resources on how to support a peer, what happens during the referral process, and what
to do if you are a survivor of sexual misconduct. This recommendation is supported by Eagle,
Czarnecka, Dahl and Lloyd (2020), who argue that the target audience needs to acquire adequate
and informative knowledge from a campaign for the campaign to be successful.

6.3.     Further research 
We have several recommendations for further research. While we briefly explored how different
demographics engaged with the campaign, we recommend further analysis occur to explore how
gender, international or domestic student status, and college student status influence the
receptibility of the campaign’s messaging. We further recommend a comparative analysis be
conducted with similar campaigns to the Listen, Support, Refer campaign to understand how they
differ and what impact that has on their engagement, effectiveness and accessibility. Finally, we
recommend an analysis is conducted on this campaign, or similar campaigns, and their
effectiveness in creating a safer university culture and environment with less cases of sexual
misconduct. While this campaign is about supporting those who have experienced sexual
misconduct, our participants and supporting literature indicated that these campaigns can
contribute to broader cultural shifts toward more inclusive, safer and supportive university
environments.
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APPENDIX

Appendix A: Survey questions 
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Appendix B:Email to Course Coordinators 
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Appendix C: Flyer
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Appendix D: Focus group guiding questions
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Appendix E: Focus group themes
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