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Using a Multimedia Social Marketing Campaign
to Increase Active Bystanders on the

College Campus
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Abstract. Objective: To evaluate the campus-wide administration
of the Know Your Power bystander-oriented social marketing cam-
paign. Participants: Undergraduate students at a public college
were invited to participate in a public awareness survey before and
after the 6-week campaign administration in February and March
2009. Methods: Pretest and posttests were administered (N = 353)
to examine if exposure to the campaign changed students’ stage of
scale scores. Results: Exposure to the social marketing campaign
increased participants’ awareness of their role in reducing sexual
and relationship violence and stalking, increased their expressed
willingness to get involved in reducing the incidence these types
of violence, and resulted in participants being more likely to report
having taken action to reduce these types of violence. Conclusions:
As college students explore their role as community members, it
is an opportunity for college educators to design and administer
prevention messages highlighting behavioral norms to be explored
and adopted.

Keywords: active bystander, community health, sexual and rela-
tionship abuse, social marketing, stalking

S exual assault of women is the most common vio-
lent crime committed on college campuses today.1

Approximately 20% of undergraduate women have
been a victim of sexual assault that occurred when they
were attending college,1,2 and these incidence rates are not
in decline.3,4 Moreover, the rates are higher for women on
campus than for their noncollege peers. The majority of at-
tempted and completed sexual assaults on college campus
are perpetrated by acquaintances (eg, classmates, residence
hall neighbors, dates) or intimate partners of the victim rather
than strangers.1,5 Despite the fact that college campus com-
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munities are at-risk environments for sexual and relationship
violence, there is variability in the extent to which campuses
are working to prevent this problem.4 Further, although the
majority of these assaults involve alcohol or alcohol with an-
other drug,6 few of the existing programs address the role of
alcohol and other drugs in these assaults.2 Exposure to sexual
and relationship violence is a key public health issue asso-
ciated with a multiplicity of negative outcomes, including
increased substance use, depressive symptoms, health risk
behaviors, and symptoms of posttraumatic stress disorder.7–9

Therefore, there is an urgency to find new prevention tools.
Theoretical perspectives suggest that sexual and relation-

ship violence will be eliminated only when broader social
norms are addressed and a broader range of audiences are
reached.10,11 In recognition of this concept, the American
College Health Association12 and the Centers for Disease
Control and Prevention13 have both called for the imple-
mentation of bystander-focused prevention efforts. In recent
years, the bystander framework has been used to develop
strategies that engage the community in prevention efforts. To
date, in-person education programs are the most commonly
used bystander prevention strategy in the sexual violence
field, including those by Katz,14 Foubert and Newberry,15 and
Banyard et al.16 The bystander approach teaches community
members how to safely intervene in situations that involve
sexual and relationship violence.16 Bystander-focused in-
person prevention programs provide an opportunity for skill
development among bystanders, thereby widening the safety
net for victims.16,17 Yet the potential administration expense
of in-person prevention programs may make reaching the
broader community cost prohibitive.

Thus, employing additional methods may be helpful.
Passive interventions such as social marketing campaigns
are used to reach large sectors of the community for primary
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prevention efforts.18 Using fewer resources than in-person
prevention efforts, social marketing campaigns have the
potential to increase public knowledge on a given topic
and provide specific directions for behavioral change.19

Furthermore, social marketing campaigns utilize specifically
focused media with which the target audience can interface
on a regular basis and offers a less structured education
opportunity than in-person prevention programs.

Social marketing campaigns can be especially useful on
the college campus where students physically travel within
campus communities from building to building where they
live, take classes, study, socialize, and eat. These education
campaigns can be instructive for the many college students
who for the first time are living away from their families and
developing new friendships and social networks.20 Students
are responding to new circumstances and living situations
with varying amounts of skills in social negotiation.21 See-
ing positive messages about “expected” behavior may help
students navigate their new surroundings.

Likewise, college and university administrators use social
marketing techniques to address a myriad of individual and
community health issues such as increased fruit intake,22

alcohol misuse,23 increase attendance at a college alcohol
education program,24 increase bicycle helmet use,25 and ad-
vertise the availability and importance of a sexual assault
nurse examination following a sexual assault.26

In recent years, social marketing campaigns have begun
to raise awareness of sexual violence in the campus commu-
nity. The “Stimulate Conversation Campaign” encourages
college students to communicate before engaging in sexual
relationships27; The “Voices Not Victims Campaign” asks
students to think about consent and sexual and relationship
violence28; the “Red Flag Campaign” ask students to in-
tervene if they witness something troubling29; whereas the
“Know Your Power Bystander Campaign” encourages stu-
dents to act as an active bystander when sexual and rela-
tionship violence have the potential to occur, is occurring,
or has occurred.30–32 Social marketing campaigns can make
an important contribution given that the research is clear that
key elements in motivating helping behavior are awareness
of the problem and responsibility to solve the problem.17

Descriptions of campaigns within the sexual violence pre-
vention field are growing in number, yet there are few em-
pirical examinations of their effectiveness, including their
impact on target audience attitudes and behaviors. In the cur-
rent study, a modification of Prochaska and DiClemente’s
Transtheoretical Model of Change (TTM)33,34 was used to
examine whether a social marketing campaign focused on
the role of bystanders in the prevention of sexual and re-
lationship violence and stalking can changes attitudes. The
TTM has been used in diverse public health areas, such as
smoking cessation35 and adherence to exercise programs,36

for example, to assess participants understanding and moti-
vation for engaging in prevention.

Recently, researchers have applied the TTM to evaluate
the effectiveness of prevention programs in the areas of in-

terpersonal violence37,38 and sexual violence prevention.39 In
addition, TTM stage of change questions were used in a study
examining the efficacy of a media campaign aimed at edu-
cating members of the public (as potential bystanders) on the
problems of child abuse and neglect.40 In a recent study fo-
cusing on a sexual violence prevention program, researchers
used the Bringing in the Bystander In-Person Prevention pro-
gram (BITB) to model the utility of using modified TTM
questions to examine the efficacy of the program. In addition
to demonstrating the reliability and validity of these stage
of change scale questions for evaluating the efficacy of sex-
ual violence prevention programs, the researchers found that
results from TTM questions can be used to understand the
appropriateness of such prevention programs for participants
based on their baseline attitudes and determine the types of
outcomes that may be impacted by their participation in a
program aimed at preventing sexual violence.39 The Know
Your Power bystander multimedia campaign evaluated in
the current study is modeled on the tenets of BITB and has
integrated the TTM goals of BITB. The modified stages of
change measures were used in a previous study of the efficacy
of the Know Your Power posters.31,32

The purpose of the current study was to empirically ex-
amine the effectiveness using the modified TTM stage of
change scale questions of a multimedia bystander-oriented,
social marketing campaign that was implemented for the first
time on a northeastern public college campus utilizing a num-
ber of methods, including campus bus side-wraps, products
with campaign logo (eg, water bottles, flashlights), computer
screen pop-up images, table tents, bookmarks and 11-in ×
17-in posters with the campaign images.

The following research questions were addressed in the
study: (1) Does exposure to the multimedia campaign in-
crease students’ awareness of their role in the prevention of
sexual violence? (2) Does exposure to a bystander multime-
dia campaign increase students’ understanding of their role
as an active bystander? (3) Does exposure to a bystander mul-
timedia campaign increase students’ reports of actual active
bystander behaviors? (4) Does exposure to a bystander mul-
timedia campaign have the unintended effect of significantly
reducing students’ awareness of their role in the prevention,
their understanding of the bystander role, and their number
of reports of actual bystander behaviors (eg, backlash)?

METHODS

Data Collection and Measurement
We used a quasi-experiment pre- and posttest design to

examine whether a multimethod social marketing campaign
administered campus-wide would increase students’ knowl-
edge regarding their role in reducing sexual and relationship
violence and stalking, and increase their willingness to in-
tervene and take action. Because the campaign was admin-
istered throughout the university campus, participants could
not be randomized into intervention and control groups. Al-
though this design has limitations, it is often relied upon in

VOL 60, MAY/JUNE 2012 283



Potter

applied research on program evaluation. Two weeks prior
to the administration of the social marketing campaign, un-
dergraduate students were sent an e-mail to their university
account asking them to participate in a 10-minute survey of
community perceptions of relationship problems that they
could access on the link in the e-mail. Students were asked
to create their own unique identifier so their pre- and posttest
data could be matched. The social marketing campaign was
then launched and maintained for 6 weeks in all areas of
campus. Following the campaign period, the campaign ad-
ministrators and student assistants spent 3 days removing
campaign materials from campus. A second e-mail similar
to the first was then sent to all students asking them to par-
ticipate in another survey. Overall, 1,527 students completed
the questionnaires. The study protocol and surveys were ap-
proved by the university institutional review board.

Social Marketing Campaign Development
The goal of the Know Your Power bystander-oriented so-

cial marketing campaign was to model active bystander be-
haviors that students could use when sexual and relationship
violence and stalking has the potential to occur, was occur-
ring, or had occurred. The multimedia campaign that was
evaluated in this study was developed utilizing a 6-phase
model detailed in a study examining the effectiveness of a
social marketing campaign that aimed to increase the fruit
intake of college students.22 The 6-phase social marketing
model included a planning phase, a second phase where ma-
terials and channels were selected, a third phase that included
the development and pretesting of the materials, a fourth
phase that included implementation of the campaign, a fifth
phase that included an assessment, and sixth phase that used
student feedback to refine the social marketing campaign.22

During the first or planning phase of the Know Your Power
Bystander Campaign, a group of faculty, staff, and students
met biweekly for a 6-month period to identify and design a
message.30 The medium and distribution strategy was devel-
oped during the second phase. In fact, the “tag line” for the
bystander-oriented social marketing campaign, “know your
power, step in, speak up, you can make a difference,” was de-
signed during this phase. In the third phase, images from the
social marketing campaign were piloted using 2 first-year
residence halls as control and experimental groups. After
incorporating changes gleaned from the pilot study, the cam-
paign images and text were refined and the campaign images
were administered campus-wide in the fourth development
phase during the following spring.31,32 During the fifth phase
of development, an evaluation of the campaign images were
administered and analyzed by a research team that included
faculty, staff, and students. In the sixth phase, the campaign
was modified using data from the campus-wide campaign
evaluation and expanded to include additional delivery medi-
ums. The campaign has been evaluated at every development
phase through the use of facilitated focus groups and surveys
(in-person and online).41 This has enabled 500 undergraduate
students to formally provide input on all aspects of the cam-

paign design, enabling the campaign developers to ensure
that the images reflect the experiences of the target audience
members, including context and appearance of the poster ac-
tors. Preliminary research on this campaign shows that the
active bystander message is more likely to resonate with the
target audience members when they report that the actors in
the images look like them and their friends and the context
is familiar.32

Social Marketing Campaign Description
The 8 images in the Know Your Power bystander social

marketing campaign highlights actors modeling active by-
stander behavior and safely intervening before, during, or
after the occurrence of sexual and relationship violence and
stalking. The content of each of the 8 images is compatible
with a campaign described as one aimed at educating students
about the continuum of violence and thus aimed at reducing
sexual and relationship violence and stalking on campus. The
scenarios utilize place and context that is familiar to the target
audience.

Two of the 8 campaign images depict bystanders identi-
fying a situation where sexual violence has the potential to
occur, highlighting how to intervene if alcohol is going to be
used to facilitate an unwanted sexual experience. The mes-
sage that alcohol is the number one date rape drug appears on
the image. Few college sexual violence prevention programs
make the explicit link between sexual violence and alcohol
use.2 The campaign images attempt to make this link without
blaming the victim, an important piece of the message as
noted in previous research.2 The first image depicts a house
party scene in which a man is leading an apparently drunk
woman upstairs to a bedroom. In the forefront of the party
scene, 2 friends “discuss” the condition of the woman and
decide on a strategy to make sure that the man does not take
the woman any further up the stairs. In the second image,
3 college-aged men are standing around a pail of alcohol
punch. One of the men declares that he plans to get 1 of the
women guests drunk and have sex with her. The 2 bystanders
tell him that he will need to leave the party if these are his
intentions (Figure 1).

Three more of the 8 images model ways for bystanders
to safely intervene when sexual and relationship violence
and stalking is occurring. One depicts an incident where
young men in a car yell profanities at an attractive woman
walking down the college town street. The male bystander in
this situation coolly admonishes the men in the car for their
behavior. The fourth image depicts an argument between
intimate partners occurring in a room in a residence hall.
Outside the room, 2 residents go over potential strategies for
intervening in the situation. In the final of this set of 3 images,
2 friends are sitting in front of a computer screen and smart
phone that displays stalking messages from a peer in one of
the victim’s classes. The bystander reinforces that that the
100 unwanted text messages that her friend is receiving fit
the legal definition of stalking and that they need to save all
the e-mails, texts, and instant and other messages and contact
the police (Figure 2).
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Finally, the last 3 images in the 8-image series portray
bystanders intervening following the occurrence of sexual
and relationship violence. One image depicts 3 scenes with
3 sets of friends listening and caring for friends who have
experienced sexual and relationship violence. Another image
has 2 scenes. In the first scene, 2 friends are discussing the
bruises that keep appearing on their friend, Mike. The friends
realize that Mike’s explanations of falling off his skateboard
are cover up stories and concur that Mike’s boyfriend is beat-
ing him. In the second scene, one of the friends (a proactive
bystander) listening to Mike discloses that his partner has
been hurting him. The bystander offers to take his friend to
the campus crisis center for help (Figure 3). The final im-
age takes place in a campus dining hall where 3 men are
eating lunch. One of them describes an incident involving
his friend Jeff having sex with a highly intoxicated woman.
Instead of celebrating Jeff’s behavior, the 2 men tell the third
man that his friend Jeff committed rape. In this image, as
in the other 7 images, the active bystanders help to diffuse
a situation, support a friend who is a victim and label the
incidents as unacceptable or as crimes. On each poster, there
is a statement reinforcing the power of bystanders to prevent
and reduce sexual and relationship violence and stalking.
For example, on the image described immediately above,
the statement reads: “Speak up when you hear stories that
glorify sexual violence. Your responses can make a differ-
ence.”

In this article, the term victim rather than survivor is used
to describe a person following an assault. This often follows
the legal definition.42 In other research, the 2 terms are used
interchangeably,43 and in other research the term survivor is
used to describe a person who has been a victim and is in the
process or have reclaimed the power that was taken away by
the perpetrator.44

Social Marketing Campaign Dissemination
Federal funding was obtained to support the large-scale

campus rollout of the Know Your Power bystander social
marketing campaign for a 6-week period during the Spring
2009 semester using a variety of media to maximize expo-
sure. The 8 images described above were printed on 11-in by
17-in posters that were displayed throughout the campus (eg,
academic buildings, recreation facilities, student apartments,
local businesses, residence hall lobbies, and the inside of
the doors of the bathroom stalls). The images were enlarged
and printed on full-side bus wraps for 6 on-campus buses
that continuously shuttle students in the campus area. The
images were designed to fit in the table tent holders that
are set on every table in all campus dining halls and restau-
rants. The table tent designs were rotated throughout the
campaign period so that the table tent image changed fre-
quently. The campus libraries and the campus bookstore and
local downtown bookstore distributed bookmarks featuring
the campaign images and slogan. The university informa-
tion technology department placed the campaign images on

the login screen of the 650 student use computers that are
found throughout the university. The 8 designs rotated on
a regular basis. Twice per week, the Residence Life staff
and student campaign assistants ensured that the campaign
remained in place by checking, logging, and replacing dam-
aged or missing posters. All campaign posters and materials
were removed at the end the 6-week period.

As is the case with other social marketing campaigns, the
Know Your Power campaign materials may have triggered
a victim of violence. In consideration of this possibility, this
issue was proactively dealt with in 2 ways. First, the cam-
paign Web site address was featured on all campaign mate-
rial, including images and products. The Web site featured
educational information and contact information for local,
state, and national resources that would be helpful for vic-
tims and secondary victims of sexual and relationship vio-
lence and stalking. Second, residence hall staff and the staff
in the counseling center, on-campus sexual assault crisis cen-
ter, and student services were informed about the campaign
prior to its dissemination so that they would be aware of the
campaign’s potential impact for victims of violence.

Survey Instrument
In both the online pre- and posttest surveys, students an-

swered questions about attitudes and knowledge related to re-
lationship violence prevention developed by Banyard and her
colleagues39 for use in bystander prevention evaluation and 9
more items developed for this survey about stalking. Partic-
ipants were also asked 10 demographic questions including
sex, class year, and residence. The posttest was slightly longer
and was divided into 3 parts. The first section contained the
same questions as the pretest, which focused on the par-
ticipants’ willingness to engage in bystander prevention. In
the second section of the posttest, participants were shown
pictures of the 8 images and asked whether they had seen
them or not. Participants who answered “no” were advanced
to demographic questions; those who answered “yes” were
sent to a series of questions about their familiarity with the
image content. In the third part of the posttest, participants
were asked 3 additional demographic questions as well as a
measure to gauge social desirability.

Measures
Three “stage of change” variables were used to measure

participants’ readiness to engage in bystander behaviors in
relation to preventing sexual and relationship violence and
stalking.39 The scale was then divided into 3 subscales that
assess the magnitude of change that participants express will-
ingness to make: Precontemplation, Contemplation, and Ac-
tion based on Prochaska and DiClemente’s Readiness for
Change Model of health behavior change.34 For each of 3
subscales, there were 4 separate items that assessed attitudes
about sexual and relationship violence and stalking for a to-
tal of 12 questions. The correlations of each subscale for
each of the 3 types of violence were examined. Because the
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intercorrelations between subscales for the 3 types of vio-
lence were high, the subscales were collapsed so that that
Precontemplation, Contemplation, and Action scales had 4
items each that focused on each form of violence (sexual and
relationship violence and stalking). On each of the 12-item
subscales, participants responded on a 5-point scale ranging
from (1) not true at all to (5) very much true. As described
above these stages of change scales used by the author of this
article were used in previous research that assessed the effi-
cacy of the Bringing in the Bystander In-Person Prevention
Program39 and an earlier version of the Know Your Power by-
stander social marketing campaign that was limited to 11-in
× 17-in posters.31

Precontemplation Subscale
This 12-question scale assessed participants’ awareness of

their role in prevention of sexual and relationship violence
and stalking on campus. For example, the 4 stalking items on
the Precontemplation subscale for stalking are (1) “I don’t
think stalking is a big problem on campus,” (2) “I don’t think
there is much I can do about stalking on campus,” (3) “There
isn’t much need for me to think about stalking on campus,”
and (4) “Doing something about stalking is solely the job of
the crisis center.” The lower score indicated the participant’s
greater knowledge about their role in preventing sexual and
relationship violence and stalking on the campus. They are
less likely to report that the prevention of these types of
violence is the sole responsibility of others (eg, police, rape
crisis centers). The Cronbach’s alpha on this scale was .85
for this sample.

Contemplation Subscale
The 12-question Contemplation scale assesses the partic-

ipant’s willingness to get involved in reducing sexual and
relationship violence and stalking. For example, the 4 stalk-
ing items on the Contemplation subscale are (1) “Sometimes
I think I should learn more about stalking,” (2) “I have not
yet done anything to learn more about stalking,” (3) “I think
I can do something about stalking,” and (4) “I am planning to
learn more about the problem of stalking on campus.” Ques-
tion 3 was recoded to make it consistent with the pattern
of the other questions in the scale. Higher scores indicated
greater the willingness of the participant to get involved. The
Cronbach’s alpha on this scale was .78 for this sample.

Action Subscale
The 12 questions on this scale assess whether or not par-

ticipants have taken action to prevent sexual and relationship
violence and stalking. The 4 stalking items on the Action
subscale are (1) “I have recently attended a program about
stalking,” (2) “I am actively involved in projects to deal with
stalking on campus,” and (3) “I have recently taken part in ac-
tivities or volunteered my time on projects focused on ending
stalking on campus,” and (4) “I have been or am currently in-
volved in ongoing efforts to end stalking on campus.” Higher

scores indicated a greater likelihood that the participant had
taken action to prevent sexual and relationship violence and
stalking. The Cronbach’s alpha on this scale for this sample
was .96.

Backlash
For each of the 3 stages of change outcome variables, a

separate variable was created to determine whether the par-
ticipant’s score improved, worsened, or stayed the same in
order to check for the occurrence of a backlash effect. It was
important to determine if exposure to the social marketing
campaign changed participant’s attitudes in an unintended
direction, for instance, making them less willing to partic-
ipate in sexual and relationship violence and stalking pre-
vention efforts between the pre- to posttest times. Backlash
was measured by examining whether the participant’s pre-
to posttest outcome scores changed by 1 standard deviation
or more. One standard deviation is one fourth of the differ-
ence between the minimum and maximum outcome scores,
a sizable change. The backlash effect was used in the evalu-
ation of the Bringing in the Bystander In-Person Prevention
Program.45

Grouping Variables
In addition to grouping pre- and posttest outcomes by

sex, a social self-identification variable examined whether
or not participants indicated that the actors featured in the
posters look like people with whom participants are likely to
spend their time. Because the categories were too small for
sufficient statistical power to examine the 5 Likert groups,
the scale was collapsed. Additionally, a dosage grouping
indicated how often participants saw the social marketing
campaign images (more than once a day or once a day or
less). Participants could choose 1 of 8 responses regarding
exposure to the campaign images. These 8 categories were
collapsed into 2 scores, since the 8-point scale does not fit
the requirements for true interval–ratio/normally distributed
scores, and that the use of just 2 categories avoids possible
problems with these assumptions. The variables were used
in previous research utilizing different samples.31,32 Finally,
the posttest included the Social Desirability Scale 17 (SDS
17)46 to insure that participants were not providing answers
that they thought were socially desirable rather than provid-
ing answers based on their experiences and attitudes. The
Cronbach’s alpha for the full sample at posttest was .66 and
.64 for the participants who completed both the pretest and
posttest.

RESULTS

Participants
There were 353 participants who completed both the

pretest and posttest. The mean age of these students was
19.98 (SD = 1.44). Twenty-nine percent of the participants
were male and 71% were female. Comparing the sample
demographic statistics to the university statistics, the sample
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has more women, 71% versus 56%, and slightly more
students who identified as white, 95% versus 92%. Of
the 1,327 participants who completed pretests prior to
the administration of the social marketing campaign, 353
completed a posttest (26% retention rate), and 200 additional
participants completed the posttest. Independent t tests were
conducted to examine differences between the 2 groups who
participated in the pretests and the 2 groups who participated
in the posttest. The demographics of the 2 pretest groups
and the 2 posttest groups did not vary significantly on their
demographics, indicating that there was not a systematic
reason for why participants remained in the study. Because
the “stage of change” outcomes did not significantly vary
for the 2 posttest groups (the posttest group that completed
a pretest and the posttest group that did not complete
a pretest), it was concluded that the pretest was not a
component of the intervention and that the administering of
a pretest prior to the intervention did not result in “pretest
effects.”

Stage of Change Variables
A repeated-measures multivariate analysis of variance

(MANOVA) was calculated to examine whether there
was a change in the participants’ attitudes regarding their
role in the prevention sexual and relationship violence
and stalking after being exposed to the social marketing
campaign. First the impact of socially desirable responding
was investigated. Because the SDS 17 measures and the
3 outcome scores were not correlated, the SDS 17 was
not used as a covariate in the MANOVAs. These mean
and standard deviations for the Stage of Change scale
scores were assessed at the pretest and posttest times for
all 3 groupings (sex, social self-identification, and dosage)
(Table 1).

Precontemplation
Three MANOVAs were calculated to determine whether

exposure to the social marketing campaign impacted the
participant’s Precontemplation Stage of Change scale score.
The first analysis simply examined change in scores over
time. There was a significant main effect for time (F1,333 =
5.19, Wilks’ λ = .985, p < .05, ηp

2 = .015), and a significant
between-subject effects for sex and precontemplation
(F1,331 = 22.15, p < .001). The Precontemplation scores
changed for both men and women who completed the pre-
and posttest. In particular, mean scores decreased over time
indicating that exposure to the social marketing campaign
increased both men and women’s understanding of their
role in preventing sexual and relationship violence and
stalking on their campus. In the second MANOVA, social
self-identification was used as a grouping variable. Partici-
pants who strongly agreed or agreed with the statement that
the people in the campaign images looked like them were
grouped together, whereas the participants who disagreed or
strongly disagreed with this statement composed the second
group. There was a significant main effect for time (F1,330 =

4.56, Wilks’ λ = .986, p < .05, ηp
2 = .014), and a significant

between-subject effects for social self-identification and
precontemplation (F1,328 = 9.56, p < .01). Again scores de-
creased over time for the overall sample. Further, participants
who identified with the actors in the images had lower scores
than those who did not see themselves in the marketing
campaign images. In the third MANOVA, the frequency of
poster exposure or dosage was used as the grouping variable
(more than once a day, or once a day or less). There was a
significant main effect for time (F1,332 = 7.33, Wilks’ λ =
.978, p < .01, ηp

2 = .022), and a significant between-subject
effects for dosage and precontemplation (F1,330 = 10.75,
p < .01). Again scores decreased for the entire sample;
however, participants who reported seeing the image more
than once a day had lower scores than those participants
who were exposed to the image once a day or less.

Contemplation
Three MANOVAs were conducted to determine whether

exposure to the social marketing campaign impacted the par-
ticipant’s Contemplation Stage of Change scale score. There
was a significant main effect for time (F1,333 = 15.24, Wilks’
λ = .956, p < .001, ηp

2 = .044), and a significant between-
subject effects for sex and contemplation (F1,331 = 16.44,
p < .001). In the second MANOVA for contemplation, social
self-identification was used as the grouping variable. There
was a significant main effect for time (F1,330 = 6.42, Wilks’
λ = .981, p < .05, ηp

2 = .019), and significant between-
subject effects for social self-identification (F1,328 = 4.94, p
< .05). In the third MANOVA for contemplation using the
dosage grouping, there was a significant main effect for time
(F1,332 = 8.53, Wilks’ λ = .975, p < .01, ηp

2 = .033), and
significant between-subject effects for dosage (F1,330 = 5.97,
p < .05). In all 3 MANOVAs, the participant’s Contempla-
tion scores increased between the pretest and posttest times
as participants increased their willingness to get involved
in reducing sexual and relationship violence and stalking.
There was not an interaction by time for the 3 grouping vari-
ables as the contemplation scores increased for the sample.
Again women had higher Contemplation scores than men, as
did participants who identified with the actors in the images
compared to participants who did not and participants who
were exposed to the images more than once a day had higher
scores than participants who were exposed to the images
once a day or less.

Action
Finally, 3 MANOVAs were conducted to determine

whether exposure to the social marketing campaign impacted
the participant’s Action Stage of Change scale score. In the
first MANOVA, there was a significant main effect for time
(F1,332 = 15.63, Wilks’ λ = .955, p < .001, ηp

2 = .045).
In the second MANOVA for action, social self-identification
was used as the grouping variable and there was a signifi-
cant main effect for time (F1,330 = 16.84, Wilks’ λ = .951,
p < .001, ηp

2 = .049). In the third MANOVA, dosage was
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used as a grouping variable and there was a significant main
effect for time (F1,332 = 17.21, Wilks’ λ = .950, p < .001,
ηp

2 = .050). The between-subject effects for the 3 group-
ings and action were not significant. In all 3 MANOVAs,
the participant’s Action scores increased between the pretest
and posttest times as participants reported that they were ac-
tually involved in reducing sexual and relationship violence
and stalking. There was not an interaction by time for the 3
grouping variables as the Action scales scores increased for
the sample.

Backlash
A Backlash score was calculated for each participant by

determining whether the participant’s pre- and posttest out-
come scores worsened or improved after exposure to the
social marketing campaign. Almost 14% (13.8%) of the par-
ticipants’ Precontemplation outcome scores improved by a
minimum of 1 standard deviation and 9.6% worsened by 1
standard deviation. Fifteen percent of the participants’ Con-
templation outcome scores improved by a minimum of 1
standard deviation and 8.4% worsened by 1 standard devi-
ation. Finally, 14.7% of the participants’ Action outcome
scores improved by a minimum of 1 standard deviation and
5.1% worsened by 1 standard deviation.

COMMENT
It is critical to ensure a social marketing campaign con-

veys the intended message in an effective manner.47 In the
current study, the impact of exposure to a campus-wide ad-
ministration of a multimedia social marketing campaign that
models active bystander behaviors would increase students’
awareness of their role, willingness to intervene, and actual
intervention in the prevention of sexual and relationship vio-
lence and stalking on campus is examined. Pre- and posttests
were used to evaluate the campaign impact as this has been
shown to be an effective evaluation strategy.48

Examining the difference in the 3 Stage of Change scale
scores between the pre- and posttest periods, there is evidence
that exposure to the social marketing campaign increased
participants’ awareness of their role in reducing sexual and
relationship violence and stalking, increased their expressed
willingness to get involved in reducing the incidence these
types of violence, and resulted in participants being more
likely to report that they have taken action to reduce these
types of violence. In all 3 MANOVAs, there is not an in-
teraction effect between time and the 3 groupings (sex, so-
cial self-identification, and dosage), indicating that the social
marketing campaign improves the 3 outcome scores regard-
less of the participant’s grouping. For example, although both
male and female groups increase their knowledge about their
role as a bystander during the campaign period, they start
at different places, with women being less likely than men
to view the prevention of sexual and relationship violence
and stalking as a problem that is someone else’s responsibil-
ity (precontemplation). Further, at pretest time, women are
more likely to acknowledge a willingness to become involved

(contemplation) than men, but both women and men increase
their Contemplation outcome score regardless of their score
at the pretest time. Previous research supports these findings
as female students generally have a greater awareness of the
problems of sexual and relationship violence and stalking
than their male peers.16

Unlike merchandize marketing advertisements that offer
“cool” or appealing products, social marketing campaigns
ask target audience members to act in ways that can be un-
comfortable or difficult.49 The Know Your Power bystander
social marketing campaign images ask audience members to
tell a peer that they do not agree with their behavior or that
they have done something wrong. Research on the late ado-
lescent period highlights the importance of the student’s peer
group to their self-esteem and sense of well-being50,51 and
hints that these type of interactions can be difficult. Partici-
pants who identified with the actors in the images, compared
to participants who did not identify with the actors in the im-
ages, indicated that they thought that the prevention of these
types of violence was their responsibility and indicated an
increased willingness to get involved to reduce these type of
violence at the posttest time. Yet it also could be that stu-
dents with higher levels of awareness are more likely to see
themselves in the posters. More research is needed to study
these nuances.

Further, targeted exposure to the social marketing cam-
paign did not change attitudes of the majority of students
exposed to the campaign in an unintended direction, provid-
ing evidence that the campaign can cause backlash effects.
Exposure to the campaign did not decrease most target au-
dience members’ empathy to the problems of sexual and
relationship violence and stalking; participants were not less
willing to take action to reduce these types of violence. The
importance of the action taken by college students when their
friend is a victim of sexual and physical violence and stalking
is highlighted in previous research. Rather than disclose to
university authorities, college students who were victims of
stalking52 and college students who were victims of sexual
assault53,54 disclosed to their friends. It is critical that friends
and bystanders identify and label sexual and relationship vi-
olence and stalking. In an effort to inform students of their
significant responsibility as friends, 3 of the images highlight
the important role that friends have in supporting victims of
stalking and sexual and relationship violence.

Limitations
A major limitation with this study was the lack of oppor-

tunity to have a control group. Because the social marketing
campaign was administered on a campus-wide basis and pur-
posely designed to permeate the campus, it was difficult to
find undergraduates who did not see the campaign and could
serve as a control group. When the demographics of the small
group of participants who did not see the campaign (5%) was
compared to the other 95% of the participants, it was not ap-
propriate to use this group as comparative control group.
The students who did not see the campaign were older, had
been at the university longer, and were more likely to live off
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campus than the participants who reported seeing the social
marketing campaign images. However, previous studies that
built up to this campus-wide study gave the researchers an
opportunity to utilize control and experimental groups.30–32

Although the study design is constrained to some extent by
the nature of working in the field with college students, the
design used in this study is often used in program evalu-
ation. Further, because this research was conducted in the
field, another limitation is that study relies on data that are
self-reported. Researchers need to rely on participants’ as-
sessment of their own attitudes. The use of the SDS and its
nonsignificant results give some indication that the partici-
pants were providing answers that were based on their own
experience rather than providing answers that were socially
desirable. Finally, it is important to state that measures to
assess bystander behavior are newly developed and thus do
not have the track record of validity that other measures in
the field might.

In the future the social marketing campaign needs to be
administered and evaluated on a college campus that has
greater racial and ethnic diversity to examine the transferabil-
ity of this type of campaign. As stated earlier, at the campus
where this research took place, 92% of the undergraduates
identify as white. In 3 of the 8 images bystanders are black
or Hispanic. All of the perpetrators whose faces are not
featured are white. Further, the pretest and posttest need to
be administered to a larger group of students. New strategies
need to be devised to retain a larger percentage of the sample
between the pretest and posttest times. In future research 2
campuses in the same geographical area with diverse student
bodies and similar characteristics should be used to evaluate
the efficacy of the social marketing campaign. One campus
would be administered the campaign and the second campus
would serve as a control group with members of both
groups being invited to participate in pre- and posttests.

Conclusions
Although social marketing campaigns are less expensive

per capita than an in-person prevention programs, there are
often false assumptions that the target audience members
will notice and process the messages relayed in the cam-
paign.55 Specific pre- and posttest questions to participants
that can gauge their attitudes on problems that are addressed
in the social marketing campaign can help developers and
administrators understand the interpretation and internaliza-
tion of the social marketing campaign. During the 6-phase
campaign development22 detailed above, detailed feedback
was obtained from samples of target audience members30

that was incorporated into the multimedia bystander social
marketing campaign.

The findings indicate that the carefully constructed cam-
paign images and the multimethod dissemination engaged
members of the target audience. Students exposed to
the campaign exhibited changes in attitudes towards the
problems of sexual and relationship violence and stalk-

ing and took actual steps to reduce these problems in
their community. As college students explore their iden-
tities and their role as community members, it is a time
of opportunity for college educators and administrators
to design and administer evidence-based prevention mes-
sages highlighting behavioral norms to be explored and
adopted.

Practitioners may read a research study such as this one
and feel that it would not be a realistic endeavor to attempt
to implement an evidence-based social marketing campaign
on their campuses. Part of this hesitation may be that prac-
titioners think that they do not have the appropriate skills to
conduct the kind of complex statistical evaluation required
to show that their campaign is evidence based. However,
practitioners on college campuses are in a unique position
in that they can develop partnerships with researchers on
their campus to devise strategies to engage students for eval-
uation purposes making the efforts less daunting and more
likely to come to fruition. But more helpful resources con-
tinue to be made available to help with making the dream of
having a meaningful, campus-wide anti–sexual and relation-
ship violence campaign a reality. For example, the American
College Health Association’s toolkit12 noted at the outset
of this article is available at no cost to guide practitioners
(and researchers) in their endeavors to implement bystander-
focused programming and research. Another no-cost re-
source is the US Department of Education’s Higher Edu-
cation Center for Alcohol, Drugs and Violence Prevention’s
posting of its recently held Bystander Intervention Training
Institute.56

The theory of change model presented in the Center’s ma-
terials emphasizes the importance of an ecological approach
that involves active participation of constituencies represent-
ing a variety of populations from all over the campus. The
Center’s Web site on the Bystander Intervention Training
Institute contains a wealth of information for practitioners
and researchers interested in conducting well-planned pro-
gramming and evaluation that fits their campus needs. That
approach is similar to the one used to develop the social mar-
keting campaign presented and evaluated in this article. That
is, our social marketing campaign is grounded in a multidis-
ciplinary team of researchers, direct service providers, target
audience members, and prevention specialists who have dif-
ferent experiences with incidence, and make different con-
tributions to preventing sexual and relationship violence and
stalking. Forging these partnerships can provide important
knowledge bases for practitioners and university researchers.
The success of these partnerships benefits all constituencies
involved, but most importantly it ultimately benefits the lives
of students while they are a part of our communities and after
they leave.
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