A step-by-step plan on how to create a domestic violence campaign in Carmarthenshire.


This undertaking sees the production of a step-by-step plan on the creation of a campaign in the local community. Also including the identification of a distinct community in the wider community and explores the approaches taken to foster growth and development. Whilst also exploring the use of imagery, cultural and societal impact and the tailoring of messages to suit the audience of this community. Further demonstrating the knowledge of the key concepts behind behaviour changes in communities in relation to campaigns and how these ideas can be applied in this community. First providing definitions of key terms with reliable sources to support the content throughout.  


Introduction

A community is deemed the gathering of a group of people that share the same beliefs and meet common needs, being part of a community or multiple communities can give individuals a sense of belonging and trust and is considered vital to everyday life (Chavis and Lee, 2015). Chavis and Lee (2015) identify the factors that lead individuals to belong to their respective communities: 
“Since meeting common needs is the driving force behind the formation of  communities, most people identify and participate in several of them, often based on neighborhood, nation, faith, politics, race or ethnicity, age, gender, hobby, or sexual orientation”
(Chavis and Lee, 2015, pp 2)
Vogl (2016) finds that features such as shared values, membership identity, moral proscriptions and insider understanding are significant in the building of a successful and healthy community. Further implying that shared values is what binds a community together, the sharing of beliefs and interests is what attracts individuals to join a community and a community can develop by understanding how people express these values (Vogl, 2016). Communities are also formed on the individuals sharing experiences in common and forms a connection with others, individuals experiencing domestic violence is an example of this. The following sections give guidance on how to create a campaign to raise awareness of domestic violence in the Carmarthenshire area. 


1. Identify the topic

It is relevant to identify and define the topic in question to give readers a general sense and context of the campaign. Domestic abuse is generally known as the misuse of power and control in a relationship, usually causing fear or harm to the other person in the relationship (Susmitha, 2016). Rakovec-Felser (2014) agrees with Susmitha (2016) and explains that domestic abuse can take place in a number of ways including physically, sexually, financially and psychologically. Domestic violence can be experienced from either and men or women and in all relationships such as same sex and heterosexual, although most domestic abuse cases reported are experienced by women, caused by men and is described as a major public health concern (Rakovec-Felser, 2014). The consumption of alcohol by male partners in a relationship is the leading cause of women experiencing domestic abuse, other causes include ill mental health in males, daily life stress and sociocultural factors disfavouring women (Sharma, 2015). The experience of domestic abuse can lead to ongoing adverse effects to women such as psychological trauma, mental health conditions including post-traumatic stress disorder (PTSD) and physical health issues (Ramsay et al, 2012). Domestic abuse can also have a tremendous effect on the family as a whole, Kaur and Garg (2008) find that children who live in a domestic violence environment are more likely to be violent themselves, to use drugs and commit crimes. This also proves that there can be further problems for people and families who experience domestic abuse even when the relationship is over and no longer experiencing the abuse.
2. How do we know there is a problem?

Next, campaigners must identify the problem within the community and the factors that contribute to it and why there is a need for a campaign. The Office for National Statistics (ONS) (2021) reports that around 2.3 million adults in England and Wales experienced domestic violence of any kind in the year ending 2020, an estimation of around 1 in 100 adults. Just under 20% of all reported crimes to police in England and Wales are domestic abuse related, proving that there is an ongoing issue surrounding this topic (ONS, 2021). On a more local scale in Carmarthenshire, domestic abuse victims in the last year were estimated at around 2880 people (The South Wales Guardian, 2021). The ONS (2021) also states that there was in increase in domestic abuse reported crimes from last year, totalling to almost 80,000 more reports than the year 2020, proving that this topic area needs further raising of awareness and community help to bring these numbers down. 
3. Is this a good idea?

It is essential to know if the creation of the campaign is likely to be effective and if it will have the desired impact. Raising awareness in any health concerning issue usually leads to success and potentially leads to more individuals becoming aware of the problem and changing their attitude towards the problem in question. UN Women (2021) support this and highlight that raising awareness surrounding domestic violence can educate people of the potential consequences of abuse, educate people on the policies and laws surrounding this and challenging peoples beliefs and norms further creating a behaviour change. Educating the public on the impact of domestic violence is also considered a successful way to raise awareness, this could be successful in the education of school age children. By implementing this approach in schools and children, this could see potential attitude changes in relation to power between men and women and also aids children identify domestic violence in their home (Lloyd, 2018). 
4. Identify the audience

The identification of a target audience guides campaigners to be able to tailor messages to the audience depending on age, gender, beliefs, disabilities and more. In this case the main audience for such a campaign is both men and women, as the objective is to create a behaviour change in men and raise awareness amongst women and victims. Raab and Rocha (2011) support this and highlight that it is important to identify the audience that needs influencing as this is where the creation of the behaviour change towards domestic violence is going to take place. The audience can also be widened further to individuals that can make a legal change such as policy makers, perhaps implementing changes as part of their political campaigns or manifesto (Raab and Rocha, 2011).


5. Has this been done before?

To know if a campaign will be effective, campaigners should research previous similar campaigns that have taken place in the area and identify whether it had a positive or negative impact. As a previous awareness campaign, various buildings across Carmarthenshire including townhalls illuminated in the colour purple and had the flying of white flags to show commitment to this ongoing issue in the local and wider communities on White Ribbon Day (South Wales Guardian, 2021). This led to Carmarthenshire County Council being recognised regionally for their continued support and received accreditation from the leading charity against domestic violence White Ribbon UK (South Wales Guardian, 2021). White Ribbon UK (2021) is a charity that part takes in the global initiative to end violence against women caused by men, working together with organisations, supporters, victims and ambassadors to raise awareness and create a culture change. White Ribbon Day is held on the 25th of November globally, which sees thousands of individuals raise awareness against domestic violence and prevent in relationships (White Ribbon UK, 2021). The campaign is mainly aimed at men as they are the leading cause of domestic violence in the United Kingdom (UK), with hope to create a behaviour change in men’s attitude surrounding this topic and prevent further abuse (White Ribbon UK, 2021). 
6. How effective were previous campaigns

After identifying previous campaigns, campaigners must know if those campaigns were effective and conveyed the message appropriately and if not what were the reasons behind it. White Ribbon is a worldwide known charity that campaigns in numerous countries, previous campaigns have included the prevention of violence against women at live music events as well as encouraging men to confront violent behaviour they witness so these behaviours are not normalised (White Ribbon UK, 2018). Although it can be difficult to measure how effective a campaign is, or the potential results campaigns offer this is common with raising awareness campaigns. UN Women (2021) approve of this and suggest there can be limitations to raising awareness campaigns in relation to their impact. Awareness campaigns do not always result in the behaviour changed desired, this is particular with domestic violence as the attitude surrounding this behaviour tends to be deep rooted in peoples beliefs meaning further approaches or interventions are required to create the behaviour change (UN Women, 2021). 
7. What needs to change?

After identifying the effectiveness of previous campaigns, it is essential to highlight the areas of improvement for future campaigns and what can be done differently to achieve success. The number of domestic violence experiences being decreased is the main area for improvement, also the changing of attitude in both men and women. The measurement of these campaigns and the potential impact can be difficult to measure, meaning that measuring engagement should be made easier, possibly improving further campaigns. The use of social media to convey messages to the community is becoming increasingly popular as engagement is easier to measure, engagement such as likes, shares and influencers from social media users (Kostygina et al, 2020). Perhaps using this approach in these campaigns around Carmarthenshire can produce more engagement with the message of preventing violence, raising awareness on this subject and potentially creating a behaviour change in men and women on a larger scale. 
8. What means were used to communicate the message?

Identifying the means of communicating to the audience can aid in measuring engagement with the campaign, this guides campaigners to know which form of communication is best. For example, the live music campaign Safer Music and Venues by White Ribbon UK aimed to reduce the amount of violence and sexual assaults against women in live music events (White Ribbon UK, 2021). Prior to the campaign just under 50% of women experienced harassment, unwelcome forceful dancing and sexual assault (White Ribbon UK, 2018). This campaign used imagery and societal impact as a way of communicating to event attenders, using digital posters which displayed several issues that has been previously experienced by women but appears as a general festival poster that would normally display the talent performing as seen below. The digital poster was placed at music venues entrances to capture attention when entering. The aim of this campaign was to capture the attention of men and women attending, luring them to read this poster imitating a typical line up and further encouraging to confront the behaviours listed (White Ribbon UK, 2021). The desired result of this campaign is to prevent male violence against women and make live music events safer and more enjoyable (White Ribbon UK, 2021). This could be enforced in numerous hospitality venues across Carmarthenshire to have the same desired effect for the local community and reduce violence against women and encourage men in the local community to confront behaviours they witness. This could further help women identify the behaviours they are experiencing and seek guidance from charities or helplines which are also found on the local authority website (Carmarthenshire County Council, 2020).
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Source: White Ribbon UK (2021) Available at: https://www.whiteribbon.org.uk/news/2021/8/26/new-campaign-focusing-on-mens-behaviour-at-live-music-events 
9. What metrics can be used to measure success?

The use of metrics helps campaigners know which ways of communicating both are cost effective and have the higher levels of engagement, knowing this can identify changes that can be made in future campaigns to achieve the desired outcome (Zhao, 2020). There are numerous ways of assessing engagement, through social media posts, holding discussion groups at local community centres and the use of surveys on public experience. In this case measuring engagement in Carmarthenshire could be achieved through social media and more including visits to websites, views of a digital poster, shareable social media content and clicks on a hyperlink on social media posts (Perreault and Mosconi, 2018). Using these ways of engagement can show evidence of the publics motivation on this subject and their response to campaigns, whilst also identifying which form of communicating is most cost effective (Perreault and Mosconi, 2018).
10. What are the expected outcomes?

Lastly, campaigners must identify what outcomes are expected from the campaign. The expected outcome from any public health campaign is a positive behaviour change in the target audience, in this case both men and women in Carmarthenshire in relation to domestic abuse. The aim of this campaign is to encourage men to confront domestic abuse or violent behaviours they witness, creating a behaviour change in their perception and attitude surrounding the treatment of women. The campaign also aims to guide women in identifying the violence they experience, creating a behaviour change in their perspective of the relationship and to seek help. The campaign aims to overall lessen the amount of domestic abuse victims in the Carmarthenshire area, using awareness campaigns to achieve this and create the behaviour change needed. 
11. 
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