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a male intimate partner since the age of 15 years (World 
Health Organization, 2021). The effects of violence against 
women are profound and impact the physical, psychologi-
cal, and social health of women and children (Satyen et 
al.,  2021; World Health Organization, 2016). The Lancet 
Public Health (2022) have noted the lack of evaluation of 
interventions to prevent violence against women. This is 
especially critical considering the increased incidences of 
domestic violence that were reported following the COVID-
19 pandemic (Boxall et al., 2020; Dominguez et al., 2023).

One way to influence the knowledge and attitudes under-
lying physical and non-physical forms of domestic vio-
lence/abuse is through public health education or social 
marketing campaigns. The appeal of such campaigns is their 
wide reach across large sections of the general population 

Introduction

Across the world, the rates of domestic, family, and sex-
ual violence against women remain high despite increas-
ing efforts to address this issue. One in four ever-partnered 
women has experienced physical or sexual violence from 
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Abstract
Purpose  Domestic violence against women causes severe health and social impacts and is of international public health 
concern. To address this issue, Our Watch, an organization established to prevent violence against women in Australia, used 
public health behavior change theories and preliminary studies to develop a social marketing video campaign to increase 
public recognition of non-physical forms of domestic violence against women such as emotional, financial, or technological 
control or abuse. This study reports an impact evaluation.
Methods  A quasi-experimental design evaluated the impact of exposure to campaign videos on recognition and attitudes 
regarding non-physical domestic violence. Two samples, totaling 3,070 Australian adults were recruited. Analyses compared 
two levels of campaign exposure (low − 17.8%; high − 25.4%) to a no exposure group (56.8%). Multi-variate regression 
analyses evaluated campaign effects on knowledge and attitudes.
Results  Exposure to the videos predicted significantly higher recognition of (Standardized Regression Coefficient [β] = 0.08, 
p < .001) and more unfavorable attitudes (β = 0.02, p = .179) to non-physical domestic violence. Higher levels of campaign 
exposure were associated with larger effects (recognition β = 0.12, p < .001; attitudes β = 0.04, p = .015).
Conclusions  The current study uses a quasi-experimental design to evaluate a public health campaign designed to increase 
recognition of non-physical domestic violence. Our promising findings could be confirmed through further evaluations of 
prevention campaigns and extended to establish behavioral impacts to prevent domestic violence across whole populations.
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(Campbell & Manganello, 2006; Cismaru & Lavack, 2011). 
These campaigns aim to enhance awareness and/or modify 
attitudes believed to be drivers of violent behaviors and may 
contribute to shifting related social norms and ultimately, 
violent behaviors.

Message reinforcement is a commonly used strategy in 
public health education campaigns (Wakefield et al., 2010). 
Messages are repeated over time and in different contexts to 
increase recall. Theories of memory suggest that informa-
tion is embedded at a deeper level through repetition and 
hence more accessible to memory (Craik & Lockhart, 1972; 
Seiver et al., 2019). Evaluations of message campaigns typi-
cally assess message exposure as a first step to ascertaining 
impacts.

To review the existing literature regarding evaluations of 
public health gender-based violence prevention campaigns, 
we used the following keywords: “domestic violence”, 
“intimate partner violence”, “IPV”, “family violence”, 
“prevent*”, “campaign” and “public health”. The search 
was not limited by country or year. Two reviews (Campbell 
& Manganello, 2006; Cismaru & Lavak, 2011) and several 
empirical studies including Gadomski et al. (2001), Keller 
and Honea (2016), and Potter et al. (2009) evaluating pre-
vention campaigns were identified. This research was pre-
dominantly conducted in Australia, the United States, the 
United Kingdom, and New Zealand. While some of the 
empirical evaluations focused on sexual and physical vio-
lence and found that the campaigns were positively associ-
ated with attitude or behavior change, no studies focused on 
non-physical forms of violence. In what follows we sum-
marize two public education campaigns that were evaluated 
to have positive effects in increasing awareness of domestic 
violence.

Gadomski et al. (2001) sought to understand how a 
seven-month public health education campaign, dissemi-
nated through radio advertisements, posters, and printed 
media articles, in New York, USA, could alter attitudes 
and behavior towards domestic violence. Two of the aims 
of the advertising campaign included increasing domestic 
violence awareness and highlighting that domestic violence 
consists of both physical and non-physical violence. One 
promising finding was that calls to the domestic violence 
hotline doubled following the campaign.

Potter et al. (2009) evaluated the success of university 
campaign posters aimed at encouraging prosocial bystander 
behavior and willingness to intervene in situations related to 
violence against women. Results revealed that participants 
who saw the campaign had greater awareness of these issues 
than those who did not (Potter et al., 2009). While these find-
ings support the use of public health campaigns in creating 
awareness and changing attitudes regarding domestic vio-
lence, there remains a paucity of publicly shared campaign 

evaluations on this topic and how they could be made more 
effective, reinforcing the importance of the current study.

While changes in domestic violence behaviors are diffi-
cult to measure, evaluations often focus on whether individ-
uals can recall campaign messages; changes in awareness/
knowledge and attitudes; changes in help-seeking behavior; 
and increasing the identification of intimate partner violence 
in community and health settings (Campbell & Manganello, 
2006). It is critical that campaigns are evaluated to ensure 
they effectively generate their intended change. Such evalu-
ations further understanding of how drivers of domestic 
violence can be modified, and enable sharing of learnings 
with peers.

Our Watch is a key government-funded national orga-
nization that was established in 2013 to prevent violence 
against women in Australia. Their goal is to address the 
drivers of violence against women and to prevent it before 
it starts. To achieve this, Our Watch delivers evidence-based 
social marketing campaigns, among a range of other initia-
tives (Our Watch, 2022). The current study reports aspects 
of an evaluation of the ‘No Excuse for Abuse’ campaign. 
This campaign was designed by Our Watch to help Aus-
tralians recognize different types of non-physical abuse 
and help them understand that these behaviors are harmful 
and should not be overlooked or excused. The campaign 
depicted non-physical abuse types of emotional, technologi-
cal, and financial abuse impacting women.

The campaign was developed in response to formative 
research findings commissioned by Our Watch that found 
50% of 1,062 Australians aged 18–64 years believed that 
non-physical abuse between partners can be difficult to rec-
ognize (Our Watch, 2020). This statistic was higher among 
younger people (aged 18–34), with 58% in this age group 
believing these forms of behaviors can be challenging to 
identify. Other research found young men and individuals 
with unfavorable attitudes to female equality were more 
likely to believe that non-physical forms of abuse do not 
constitute domestic violence (Politoff et al., 2019). The aim 
of the ‘No Excuse for Abuse’ campaign was to enhance the 
recognition of non-physical forms of domestic violence and 
to promote the attitude that these behaviors are serious and 
not excusable.

The current study reports a quasi-experimental evalu-
ation of the Our Watch ‘No Excuse for Abuse’ public 
health campaign. The evaluation was commissioned 
by Our Watch, who invited a Deakin University team to 
assist the current analysis and report. Levels of campaign 
exposure were operationalized based on delivery of media 
and participant recall of content in an evaluation survey. 
It was hypothesized that exposure to the campaign would 
increase recognition of and unfavorable attitudes to non-
physical domestic violence (that these forms are serious 
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and inexcusable), with higher levels of exposure showing 
larger effects.

Methods

A cross-sectional post-evaluation design was approved by 
the Belberry private Human Research Ethics Committee. 
The evaluation assessed among other aspects of campaign 
effectiveness, the impacts of the campaign on recognition of 
and attitudes to non-physical domestic violence. The Dea-
kin University authors were approved to assist analysis and 
reporting through an ethics exemption (2022-086).

Procedure

The ‘No Excuse for Abuse’ campaign was initially launched 
in 2018 for 10 months. The campaign was relaunched in 
2020 based on research predicting an increase in violence 
against women due to the global COVID-19 pandemic. Two 
bursts of campaign activity took place, in May and Sep-
tember 2020, each for around eight weeks. The 2020 cam-
paign included two 30-second videos depicting three types 
of non-physical forms of domestic violence against women 
(technological/financial and emotional) (Our Watch, 2020). 
These were disseminated across media channels of, televi-
sion (both free-to-air/linear and online/catch-up), social 
media, internet search engines, and billboards. Individual 
viewers were served the video advertisements multiple 
times on a given platform, and many viewed them across 
several platforms. The videos encouraged visits to the cam-
paign website that offered further information resources. 
For the campaign videos see: ​h​t​t​​p​s​:​/​​/​a​d​​s​s​p​​o​t​.​m​e​/​b​r​a​n​d​s​/​o​u​
r​-​w​a​t​c​h​-​f​9​e​6​c​d​f​7​3​6​2​e​.​​

Participants

To evaluate the campaign, over 3,070 adults (18–44 years) 
who were representative of the Australian population in 
terms of age and gender, and located in different Australian 
states and territories, were recruited from research ‘panels’, 
having previously agreed to complete surveys for $50 remu-
neration (Sample One, n = 1,000; Sample Two, n = 2,070). 
Our Watch contracted two firms to complete campaign 
delivery and evaluation. Sample One was recruited by 
Quantum Market Research to include the Australian popu-
lation regions and 18 to 44 age groups. This sample received 
the same free-to-air TV campaign as the national popula-
tion, with exposure assessed by recall as described in the 
Measures section below. Sample Two was recruited by 
EMX Digital from a remunerated panel subscribing to the 
catch-up/online TV service, with 50% allocated to be served 
the campaign videos and 50% not served them, during their 
catch-up TV viewing time.

All participants completed a 10-minute online survey 
at the end of the campaign in October 2020. This assessed 
demographic characteristics, recall of the campaign, recog-
nition of and attitudes to non-physical forms of violence. 
Participant perceptions of the campaign videos and their 
impacts were also assessed but are not reported here.

Table  1 presents demographic details for Sample One, 
Two and the Combined sample. For the combined sample 
the gender breakdown was Male 38.4%, Female, 61.6% and 
Non-binary, 0%. In the combined sample, 14.9% were aged 
18 to 24 years and 21.8% earned under $50,000 (in Aus-
tralian Dollars), which were the referent categories in the 
regression analyses.

Measure

Table A1 in the Online Resource provides details of the 
two surveys and how each survey measured the variables 
of interest. Table  1 presents the demographic variables 
included in the analyses. Below we have included a sum-
mary of the independent and dependent variables.

 Campaign exposure (independent variable)  Was measured 
and categorized differently in the two surveys. In Sample 
One (Quantum Survey) participants were assessed for their 
recall of the campaign through free-to-air TV. Participants 
were firstly asked unprompted and then prompted ques-
tions to establish if they recalled the campaign. Prompting 
included still images of the two campaign videos (one video 
addressed technological and emotional abuse and the other 
video addressed technological and financial abuse) and 
then questions asking about their recall of each video. For 

Table 1  Sample demographic details
Variable Sample One Sample Two Combined

n = 1000 n = 2070 n = 3070
% % %

Female 50.00 67.25 61.63
Age
 18 to 24 years 23.50 10.72 14.89
 25 to 29 years 19.00 16.33 17.20
 30 to 34 years 19.90 19.13 19.38
 35 to 39 years 18.70 20.34 19.80
 40 to 44 years 18.90 33.48 28.73
Income
 Under $50,000 15.50 24.78 21.76
 $50,000 to $99,000 30.90 29.90 30.23
 $100,000 to $149,999 25.30 17.63 20.13
 $150,000 plus 17.80 13.48 14.89
Rather not say/don’t know 10.50 14.20 13.00
Note: % - column percentages
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is not acceptable/excusable; During times of crisis like 
the COVID-19 pandemic, non-physical forms of domes-
tic violence are more likely to occur”. Response options 
ranged from 0 = Strongly disagree to 10 = Strongly agree. 
Responses showed high internal consistency (Alpha = 0.76), 
and were harmonized to a 1 to 5 scale. Respondents were 
considered to have unfavorable attitudes to non-physical 
forms of domestic violence if they agreed these forms were 
serious and inexcusable.

Analyses

Multi-variate regression predicted recognition/awareness 
of and attitudes to non-physical forms of domestic violence 
from level of campaign exposure (No exposure compared 
to Level 1 and 2), adjusting for demographic factors (sex, 
age, and income). Analyses were performed on the two sam-
ples separately and then the combined sample. As previous 
research has identified young males to have a poor under-
standing of non-physical violence (Webster et al., 2018), 
a series of moderation analyses explored the relevance of 
the campaign for males in the sample aged 18–24 years 
(n = 135). Analyses investigated whether this group showed 
differences in recognition of and attitudes to non-physical 
violence (based on multivariate regression) and campaign 
exposure (based on chi-square analyses). Sensitivity regres-
sion analyses evaluated intervention effects in the young 
male sub-sample.

Results

The first multivariate regression analysis found campaign 
exposure predicted recognition of non-physical domestic 
violence. The results showed that Level 1 and Level 2 cam-
paign exposures (relative to No exposure) were significant 
predictors for each sample and when combined (Table 2). In 
the combined data higher recognition (relative to No expo-
sure) was predicted by both Level 1 (standardized regres-
sion coefficient [β] = 0.08, p <.001) and Level 2 (β = 0.12, 
p <.001) campaign exposure. Higher recognition was also 
predicted by being female, being aged 30 years or older 
(relative to age 18 to 24 years). Finally, reporting income 
above $100,000 predicted higher recognition (relative to 
those with income under $50,000).

The second multivariate analysis found Level 2 cam-
paign exposure compared to No campaign exposure sig-
nificantly predicted unfavorable attitudes to non-physical 
domestic violence in Sample Two (β = 0.06, p =.009) and 
the combined sample (β = 0.04, p =.015) (Table 3). Level 1 
exposure did not predict attitudes in any of the samples. In 

analyses respondents were classified as No recall of either 
campaign video (No exposure, 69.6%), recall of one of the 
two videos (Exposure Level 1, 13.9%), or recall of both vid-
eos (Exposure Level 2, 16.5%).

In Sample Two (EMX survey) the panel was allocated to 
different video exposure conditions and then surveyed about 
their recall. For analyses, they were categorized based on 
not having been served the videos on catch-up TV (No 
exposure, 50.7%), being served during their catch-up/online 
TV viewing time but not recalling the campaign (Exposure 
Level 1, 19.6%) and being served and recalling the cam-
paign (Exposure Level 2, 29.7%).

The combined sample included both Sample One and 
Two. In the combined sample No exposure [56.8%], was 
compared to Level 1 [17.8%] and 2 [25.4%].

 Recognition of non-physical domestic violence (dependent 
variable)  Items were selected from the National Commu-
nity Attitudes towards Violence against Women Survey 
(NCAS), which had been previously designed through 
extensive psychometric testing (Webster et al., 2018). For 
the current study, participants assessed whether six non-
physical abuse scenarios were recognized as domestic abuse 
or violence, covering non-physical abuse types: (1) emo-
tional, (2) stalking/harassment, (3) technology, (4) social, 
(5) financial and (6) spiritual. The presentation of NCAS 
items was adapted for the current study. For Sample One a 
series of six scenarios (e.g., one partner in a domestic rela-
tionship … repeatedly criticizes the other to make them feel 
bad or useless) were presented and respondents were asked 
whether “this is a form of domestic violence?”. Response 
options were coded: Yes always (4), Yes usually (3), Yes 
sometimes (2), No/Don’t know/Prefer not to answer (1), and 
responses showed high internal consistency (Cronbach's 
Alpha = 0.88). Sample Two rated their agreement that six sce-
narios were a form of domestic abuse or violence. Response 
options ranged from 1 = Strongly disagree to 5 = Strongly 
agree, showed high internal consistency (Alpha = 0.92) and 
were recoded 1 to 4 for data harmonization.

 Attitudes to non-physical domestic violence (dependent 
variable)  In Sample One were assessed with 5-items “To 
what extent do you agree or disagree that non-physical 
violence or abuse is (1) acceptable/excusable, (2) a serious 
issue, (3) harmful, (4) as concerning as physical violence, 
and (5) never excusable, regardless of the circumstances”. 
Response options ranged from 1 = Strongly disagree to 
5 = Strongly agree. Responses had high internal consistency 
(Alpha = 0.80). Sample Two rated 4-items: “Non-phys-
ical abuse … towards women is common in our society; 
… in relationships is serious/harmful; …in relationships 
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β = − 0.09, p =.333; Level 2, β = 0.10, p =.248) or unfavor-
able attitudes (relative to No exposure: Level 1, β = − 0.02, 
p =.810; Level 2, β = 0.08, p =.350).

Discussion

The current study presents a quasi-experimental evaluation 
of a public health messaging campaign designed to increase 
recognition of and unfavorable attitudes towards non-physi-
cal domestic violence. In line with the hypotheses, exposure 
to the campaign was associated with higher levels of recog-
nition of and unfavorable attitudes to non-physical domestic 

the combined results unfavorable attitudes were predicted 
by: being female, being aged 40–44 years (relative to age 
18–24 years), and reporting income $150,000 or above (rel-
ative to income under $50,000).

Moderation analyses in the combined sample revealed 
males aged 18 to 24 (n = 135) reported significantly lower 
recognition (β = − 0.06, p =.008) and lower unfavorable atti-
tudes (β = − 0.07, p =.001) to non-physical violence (that is, 
they were less likely to see these forms as serious and inex-
cusable), and lower campaign recall (Level 1, 16.3%; Level 
2, 16.3%: Chi2(2) = 7.56, p =.023). Regression analyses lim-
ited to the young male sample found campaign exposure did 
not predict recognition (relative to No exposure: Level 1, 

Table 2  Linear regression predicting recognition of non-Physical domestic violence
Sample One
n = 1000

Sample Two
n = 2070

Combined
n = 3070

Predictors β t p β t p β t p
Campaign exposure Referent (No exposure)
 Level 1 0.07 2.29 0.022 0.06 2.36 0.018 0.08 4.24 < 0.001
 Level 2 0.12 3.79 < 0.001 0.07 2.82 0.005 0.12 6.35 < 0.001
 Female 0.20 6.55 < 0.001 0.14 6.61 < 0.001 0.20 11.48 < 0.001
Age Referent (18 to 24 years)
 25 to 29 years − 0.04 −1.08 0.280 0.01 0.46 0.643 0.02 0.94 0.345
 30 to 34 years − 0.04 −1.01 0.311 0.05 1.46 0.144 0.05 2.06 0.040
 35 to 39 years − 0.01 −0.17 0.862 0.03 0.98 0.326 0.06 2.43 0.015
 40 to 44 years − 0.00 −0.12 0.901 0.04 0.98 0.326 0.07 2.61 0.009
Income Referent (Under $50,000)
 $50,000 to $99,000 0.12 2.65 0.008 0.03 1.26 0.209 0.04 1.72 0.086
 $100,000 to $149,999 0.14 3.26 0.001 0.05 1.96 0.050 0.04 2.01 0.044
 $150,000 plus 0.14 3.30 0.001 0.07 2.90 0.004 0.07 3.07 0.002
Rather not say/don’t know − 0.00 −0.05 0.959 − 0.04 −1.62 0.105 − 0.03 −1.25 0.213
Note: β = Standardized coefficients. Survey One, Quantum survey: R2 = 0.079; R2

adj = 0.069. Survey Two, EMX Survey: R2 = 0.035; R2
adj = 0.030. 

Combined: R2 = 0.065; R2
adj = 0.062

Table 3  Linear regression predicting attitudes unfavorable to non-Physical domestic violence
Sample One
n = 992

Sample Two
n = 2072

Combined
n = 3064

Predictors β t p β t p β t p
Campaign exposure Referent (No exposure)
 Level 1 0.02 0.61 0.539 0.02 0.88 0.377 0.02 1.34 0.179
 Level 2 − 0.02 −0.51 0.610 0.06 2.61 0.009 0.04 2.43 0.015
Female 0.28 9.03 < 0.001 0.28 13.02 < 0.001 0.29 16.45 < 0.001
Age Referent (18 to 24 years)
 25 to 29 years − 0.03 −0.68 0.497 0.00 0.01 0.990 − 0.00 −0.10 0.918
 30 to 34 years − 0.03 −0.87 0.382 0.04 1.37 0.170 0.03 1.07 0.283
 35 to 39 years 0.00 0.03 0.980 0.00 0.06 0.953 0.01 0.58 0.560
 40 to 44 years − 0.01 −0.34 0.736 0.05 1.42 0.154 0.05 1.98 0.048
Income Referent (Under $50,000)
 $50,000 to $99,000 0.10 2.18 0.030 0.03 1.32 0.187 0.04 1.61 0.107
 $100,000 to $149,999 0.16 3.68 < 0.001 0.00 0.26 0.789 0.04 1.83 0.067
 $150,000 plus 0.23 5.52 < 0.001 0.02 0.71 0.478 0.08 3.85 < 0.001
Rather not say/don’t know 0.08 2.09 0.037 − 0.02 −0.91 0.363 0.00 0.42 0.671
Note: Sample One, Quantum survey: R2 = 0.104; R2

adj = 0.094. Sample Two, EMX Survey: R2 = 0.083; R2
adj = 0.078. Combined: R2 = 0.088; 

R2
adj = 0.085
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cognitively processed the messages but then subsequently 
forget them or (2) indirect exposure occurred whereby TV 
messages are received in households or social networks and 
discussed, but never directly witnessed by the respondent.

Further findings revealed that while attitude change was 
evident for Sample two among those who recalled the ads, 
these same results were not found among Sample one. These 
findings confirm that campaign recognition may not be suf-
ficient to achieve attitude change. Therefore, future research 
should further investigate under what campaign conditions 
attitude change occurs.

Moderation analyses revealed that young men (aged 
18–24 years) had lower recognition of non-physical domes-
tic violence, and the campaign and less unfavorable atti-
tudes to non-physical forms of abuse. Regression analyses 
testing interaction terms did not observe a campaign expo-
sure effect on recognition or attitudes for young men. These 
quantitative findings were at odds with other qualitative 
feedback where young men self-reported the campaign had 
led them to reflect on their attitudes (Our Watch, 2020). 
Future campaigns and evaluations may wish to target spe-
cific population groups (i.e., young males) to better under-
stand the attitude change process and encourage behavior 
change among these groups.

The finding that assessments of both recall and repeated 
exposure to different messages combined to show level/dose 
effects aligns with behavioral reinforcement and subliminal 
processing theories. These theories assume that awareness 
increases due to cognitive recall prompted by reminders and 
message reinforcers (De Leon et al., 2014; Skinner, 1966). 
The current evaluation also adds to the knowledge of how 
public health campaign exposure may influence antecedents 
of behavior change (Wakefield et al., 2010). Previous lit-
erature has examined how public health awareness-raising 
strategies, such as social media advertising, can lead to 
behavior change (Al-Dmour et al., 2020). However, much 
of the existing research is theoretically based and there 
remains a paucity of research that has directly tested the 
effect of public health strategies in reducing violent behav-
iors. Therefore, our findings that suggest how we might 
alter both awareness and attitudes about domestic violence 
behaviors, are both practically and theoretically important.

The current study is an example of one of the few domes-
tic violence prevention public health campaigns designed to 
achieve large population (Australia-wide) reach that have 
published an impact evaluation. Further, our evaluation 
included quasi-experiment design features where some par-
ticipants are known to have been served the ads and others 
are known to be not served the ads on a given media chan-
nel, and where dose effects for different levels of message 
campaign exposure were evaluated. These evaluation fea-
tures are novel in the current domestic violence prevention 

violence. Higher levels of campaign exposure were also 
associated with stronger effects. Importantly, as a response 
to the Lancet Public Health (2022) which called for evalua-
tion to demonstrate gendered violence against women is pre-
ventable, our study provided novel evidence that exposure 
to video message campaigns was associated with increased 
recognition of non-physical forms of domestic violence 
and increased unfavorable attitudes to this behavior. In line 
with well validated behavior change theories (Forsdike et 
al., 2021), Our Watch anticipate that through intervening to 
change recognition and attitudes, changes in behavior can 
be achieved to consequently prevent domestic violence.

In accordance with the present results, previous stud-
ies have noted the importance of public health education 
campaigns that reach large proportions of the population to 
modify social norms and reduce physical and non-physical 
forms of domestic violence (Campbell & Manganello, 2006; 
Cismaru & Lavack, 2011). The importance of the current 
study is demonstrated through previous literature conducted 
by Our Watch (2020) and Politoff et al. (2019) that shows 
non-physical forms of violence are often difficult to identify 
and hence unchallenged. Our study demonstrates it may be 
feasible to increase recognition of these behaviors through 
repeated messaging, following the assertion that repetition 
leads to better recall and recognition of information (Craik 
& Lockhart, 1972). Further, our study was one of few to 
evaluate the use of video message campaigns that can be 
disseminated across large populations for non-physical 
forms of domestic violence.

A noteworthy outcome of our study showed a dose effect 
for campaign exposure when controlled for confounding fac-
tors, with higher levels of exposure associated with greater 
recognition. While measures of dose effect in evaluations of 
violence against women prevention campaigns are lacking, a 
similar finding for an antismoking campaign was reported by 
Farrelly and colleagues (2005). Evidence from the Farrelly 
study revealed that a higher dose of campaign exposure was 
significantly related to lower youth smoking behavior.

Sample Two (the EMX survey) assessed exposure level 
based on having been served the ads during catch-up TV 
viewing time (or not) and respondents recalling a video ad 
(or not). In Sample One (the Quantum survey) exposure was 
assessed based on whether respondents recalled one or two 
different variants of the ads (or none). Recall has been used 
widely to assess campaign exposure (Campbell & Mangan-
ello, 2006; Cismaru & Lavack, 2011; Marcus et al., 1998).

A novel finding in the current study was that significant 
recognition effects were still evident in populations that were 
exposed to the messages but did not recall them. This could be 
because of subliminal processing, which can facilitate recall 
of related information (Van den Bussche et al., 2009). Alterna-
tive explanations for this finding may be that (1) respondents 
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could also be adapted to target diverse cultural, language 
and demographic sub-populations. Given the current find-
ings, young males should be a specific sub-population focus.

Given this intervention reached a large population across 
Australia and changed attitudes, it is possible that it may have 
been cost-effective in terms of the economic burden of domes-
tic violence. Future evaluations could confirm the current find-
ing of an exposure effect. The population effect can then be 
monetized to estimate the campaign costs and benefits.

In conclusion, the current evaluation demonstrates the Our 
Watch No Excuse for Abuse campaign was associated with 
increased recognition/awareness and attitude changes, which 
are pre-conditions that may subsequently trigger social norm 
and behavior change to reduce domestic violence. Future 
evaluations could seek to replicate findings and adjust mes-
sages to increase effectiveness for young males.
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literature. The demonstration of dose effects in the current 
findings increases confidence that the effects are associ-
ated with the campaign rather than confounding factors. 
The multi-variate analyses were adjusted for demographic 
effects that may otherwise associate with message exposure. 
The analysis of two samples provides a potential confirma-
tion of findings using different designs.

Despite these strengths, we recommend the results are 
interpreted considering some limitations. Firstly, the current 
findings are cross-sectional with analyses based on post-
program exposure. Future designs might consider longitudi-
nal evaluations to more clearly demonstrate that recognition 
and attitudes were changed in temporal association with the 
campaign exposure. Although the current study includes 
forms of control groups, it remains a non-experimental 
design as exposure groups were not randomly allocated. This 
is a scientific advance as from the literature identified, no 
previous studies have reported a quasi-experimental design. 
Therefore, we propose that future evaluations may consider 
the potential to appropriately utilize experimental designs 
to establish causal effects. Secondly, future studies should 
test behavior change theory assumptions and evaluate how 
recognition or awareness and attitude change contributes to 
behavior change (i.e., reduction in violence). Finally, lon-
ger term studies are required to evaluate whether and how 
changes in recognition/awareness and attitudes contribute 
to behavior change and whether changes are sustained and 
translated to different scenarios or cultural contexts.

Implications and Conclusion

For the current project, post campaign surveys estimated 
that 34% of the 18-to 44-year-old target group across Aus-
tralia recalled the campaign (Our Watch, 2020). As behav-
ior change was not measured in the unexposed sample, the 
current analyses did not evaluate behavior change effects. 
However, the post campaign survey found that of those 
exposed to the campaign, 42% self-reported taking actions 
after the campaign. These actions included talking to oth-
ers about the videos, or non-physical forms of violence and 
seeking further information or help (Our Watch, 2020).

While these findings are promising, they should be con-
firmed with rigorous evaluation designs as occurs in other 
areas of public health. As one example. Brennan et al. (2021) 
report a sophisticated evaluation of a public health campaign 
to promote low risk drinking. This study randomly assigned 
exposure to campaign and then used mediation analyses to lon-
gitudinally test the theoretical mechanisms purported to lead 
from alcohol campaign exposure to targeted behavior changes.

Future investment could seek to replicate the campaign 
and evaluation to reinforce population effects. Materials 
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