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Research background and objectives (1)

m  The One Punch Can Kill (OPCK) assault reduction campaign has been run over three phases from 2008, with the
third phase having just completed in April 2011.

m The first phase included advertising (radio, convenience advertising, Internet and a Facebook supporters’ group),
production of merchandise and the creation of a dedicated website, www.onepunchcankill.gld.gov.au. The
second phase included television commercials (screened as free community service announcements), bus back
advertising, a large inflatable display to be used at youth-oriented events, and an update of the dedicated
website, featuring an interactive game and additional Facebook and Myspace applications.

m A third phase of the campaign was approved by State Cabinet on 10 December 2009 with an additional $700,000
granted for a 2010-2011 roll-out. This third phase of the campaign ran from April 2010 to April 2011 and
included a new-look website, a state-wide advertising competition, continued production and distribution of
campaign merchandise, and state-wide cinema, bus and radio advertising.

m As part of the third phase, a website advertising competition was conducted to enable Queenslanders to have
their say on what they think the next round of One Punch Can Kill advertisements should look like. Winning
entries formed the basis of the final state-wide cinema, bus back and radio advertisements for this phase,
with radio advertising having commenced 19 September 2010, and bus back and cinema advertising having
commenced early November 2010.
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Research background and objectives (2)

m  The overall aim of the OPCK assault reduction campaign was to reduce the incidence of reported unlawful assaults
through encouraging the target audience to consider the use of non-violent alternatives in handling personal
conflict situations.

The purpose of the campaign evaluation was primarily to consider the effectiveness of the third phase of the
campaign, from April 2010 to April 2011, in achieving behavioural and attitudinal change within the target market.

m  More specific questions addressed in the research to evaluate Phase Three of the campaign included the following:

m  What messages were received by the target market from the 2010-2011 campaign?
m Did the target market comprehend the messages conveyed from the campaign?

m Did the campaign change the target market’s attitudes towards youth violence? If so, what are the changes in
beliefs/attitudes towards youth violence?

m Additionally, would the target market use extra support services information on the OPCK website if available (such as
links and contact information to associations such as Kids Helpline, Beyond Blue etc)?

m  Furthermore, specific questions of interest for the research included the target market’'s awareness of youth assault
and the campaign’s impact on behavioural change within the target market. However, the research encompasses the
appropriate measures to understand shifts in attitudes as a result of the campaign. Further research would have a
role in understanding sustained attitude change over time and affect on behaviour within the target market.
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Overview of research design
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Survey Development
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Ensuring research design meets needs of campaign evaluation
\. y,
Measuring Gen Y recognition, * n=990 online interviews with Gen
comprehension, attitudes and Y Queenslanders
behaviour change * Primary target 14-20 years
» Secondary target 21-27 years
Providing a robust sample for * 15 minute survey
analysis * Metro/regional inclusion

7

* Initial draft interpretive report with detailed analysis (online survey)

.

( . R . * n=1 online bulletin board with )
Provide deep insights into .
s . potential perpetrators
motivations and campaign ;
.  Target audience 16-22 years
effectiveness amongst target . . .
* Metro/regional inclusion
IR * 12 participants
\ J
» Combined fully interpretive report with detailed analysis incorporating both
online survey and online qualitative
9 Delivering outputs focused on insight and learning )
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Research design
Online survey

Generation Y — Young Queenslanders
Sample respondents ®  Primary target audience 14-20 years
m  Secondary target audience 21-27 years

Online interviews conducted through TNS MyOpinions panel and RewardsCentral panel
Fieldwork conducted 29 April — 13 May 2011

Average survey length of 15 minutes

Minimum quotas were applied for target audience (age), gender and location

Total sample n=990 (see sample quota breakdown overleaf)
m  Primary 14-20 years sample: n=567
m  Secondary 21-27 years sample: n=423

On the total sample size of n=990 the maximum sampling error is +3.1%
m  On the 14-20 years sample of n=567 the maximum sampling error is +4.1%
m  Onthe 21-27 years sample of n=423 the maximum sampling error is +4.8%

The first section of this report includes the results from the online survey.

Responses to the survey questions have been weighted to represent age, gender and
location within Queensland according to ABS Statistics .

m Statistically significant differences between subgroups and the average results are
highlighted where relevant throughout the report.

> represents a significantly higher result than average.
1] represents a significantly lower result than average.
Results may not add to 100% due to rounding.

Analysis and reporting

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Research design

Online survey — sample profile

Sample Quotas, unweighted (%)

50% 50%

57%

Male (n=497) Female
(n=493)

Base: Unweighted, Total respondents (n=990)

Primary target Secondary
14-20 yrs  target 21-27
(n=567) yrs (n=423)

Sample characteristics

Brisbane
(n=348)

Other SEQ Rest of Qld
(n=300) (n=342)
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Research design

Forum participants

Methodology

Recruitment

Sample size

Analysis and reporting
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Young males aged 16-22 years

m  Recruited on the basis of them exhibiting certain behaviours and attitudes towards
violence which would categorise them ,potential perpetrators’ — the target market for
the One Punch Can Kill campaign

m  All participants admitted to either themselves or their friends being involved in at least
one fight or act of violence in the past 12 months

Online bulletin board forum
Conducted 24 — 27 May 2011

Screening criteria established by TNS, with recruitment conducted by Q&A Research

n=1 online forum, total of 12 participants

Mix from a range of locations around Queensland
Brisbane

Gold Coast

Sunshine Coast

Toowoomba

Bribie Island

Rockhampton

Townsville

The second section of the report includes a summary of findings from the online bulletin
board.
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Executive Summary (1)

m Justifications for violence are strongest when it relates to self-defence (55% agree), and to some degree,
standing up for yourself (33% agree), though perhaps a concern, one in five young people believe violence
attracts respect (20% agree) and serves to get what they want (19% agree), though this is higher among males.
Encouragingly, however, the vast majority of all young people do not believe that alcohol and drugs are an
excuse (only 6% agree).

m It would appear exposure to violence is a part of life for the majority of young people who go out with their friends,
particularly males, with drinking alcohol a standard element of a night out. Three quarters of young people have
been exposed to violence at least once in the past 12 months. In the same timeframe, at least half have either
been involved in arguments or fights themselves or their friends have at least once, with involvement significantly
more likely among males than females.

m In seeking help in the case of violence, most young people would have some idea where to go. Top of mind is
the police, though getting police involvement is likely to depend on the seriousness of an incident. Family and
friends is a key source of help and support, though the qualitative research suggests this is most likely friends as
sounding boards and debriefing on incidents which may have occurred rather than family. Importantly the internet
is a key avenue, possibly because this offers an anonymous outlet for seeking advice and information in
congruence with this type of sensitive topic.

m  The OPCK campaign achieved fairly strong spontaneous recall of the campaign itself in terms of one punch can
kill (41% recall), as well as recall of various other descriptions around youth violence, consequences of violence
and linking advertising related to drinking and violence. The message was also fairly clear — that one punch/
fighting can Kill, violence doesn’t solve anything, the potential consequences of one punch/ fighting on your life,
and the impacts of alcohol.
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Executive Summary (2)

m  More encouragingly, the prompted awareness of the OPCK campaign tag is considerable with seven in ten (71%)
young people aware. However, this awareness was more limited across the specific campaign executions, with
one quarter aware of the cinema ad (24%), one in five aware of the radio ad (20%), and one in seven aware of
the bus back ads (14%).

m The advertising messages are strong and clear from the campaign — that one punch can Kkill or fighting can Kill.
Further key messages from the cinema ad also related to avoiding fighting, walking away, and driving home the
message of the potential life ruining consequences, especially for a victim. While the radio ad shared a similar
message to the cinema ad, the main message for the radio ad focused more on walking away. The key message
for the bus back executions focused more on the consequences of violence for young people — that it can ruin
your life (as a perpetrator) with consequences such as jail time, criminal record, lost job opportunities and lost
travel opportunities.

m The OPCK campaign may be likely to have an impact on young people’s future decisions around fights and
violence, in particular, it may serve to potentially influence the influencer. After viewing the advertising, more than
four in ten young people indicated they would be more likely to think twice about being involved in a fight or
violence, while nearly eight in ten indicated they would be more likely to encourage a friend or loved one to walk
away. However, as might be expected, males remain more likely than females to ,stand up’ in a violent situation,
while females are much more likely to encourage the ,walk away’.

m Learnings from the qualitative component of the research suggest it is unlikely that any communications
campaign will have great impact on the ,Hard Core’ group of young males, who are more predisposed to violence
and often initiators seeking out a fight and disregarding the consequences. The right campaign may, however,
impact on their support network or key influencers, particularly in the heat of the moment of an argument or
impending violence.
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Executive Summary (3)

m  Communications are more likely to impact on the average young male (the Reactor group) who is still at risk of
being drawn into violence, because it appears any point of reason and commonsense acts as a reminder and has
some impact — both on the average young male, who may do nothing more than react to a situation, as well as
their influencers.

m  The concepts for the communication executions — (for the cinema and radio) and
(for the bus backs) — were both effective across the target audiences and their influencers. With differing
approaches to the messages, there is likely a place for both execution approaches in the future to cover the
different messages required for target audiences.

m  For many young males, the more immediate realistic consequences on their life as they know it (possibility of
criminal charges, loss of passport, jail) had most impact;

m  While for some, the hard hitting message of the ultimate consequence of death (and the mother’s heartbreak)
had strongest impact, for both some of the target audience and potentially for its influencers.

m The key improvement across all the advertising to meet the needs of target young males, is a need to
contextualise the situations depicted by tweaking of the current concepts to include the facts around ,the full
story’, including the causes (who started the fight, who was at fault) and the consequences etc.
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Attitudes to violence

m Respondents were asked to agree or disagree with a series of attitude statements regarding violent behaviour,
before they were exposed to any One Punch Can Kill advertising in the survey.

m  The most common attitude is that defending yourself is sometimes a valid reason to fight someone, with over half
(55%) of young Queenslanders agreeing with this statement. One in three (33%) believe it is ok to yell back at a
stranger who starts yelling first.

m  Around one in five young people respectively believe:
m |tis not always wrong to punch someone as they sometimes provoke it (22%);
m  People who fight when they need to get the most respect (20%); and
m  Threatening someone can sometimes help you get what you want (19%).

m  On the whole, males have significantly higher agreement with all of these attitude statements, however there is no
real difference between younger males (14-20 yrs) and older males (21-27 yrs). There are also no significant
differences by region.

m It is generally accepted (including by males) that people are responsible for their own actions, regardless of
whether they are affected by alcohol or drugs, with only 6% indicating non-responsibility when they are drunk or
high.
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Attitudes to violent behaviour

Total respondents

Defending yourselfis sometimes an OK reason to fight
another person

If someone you don’t know starts yelling at you, it's OK to
yell back at them to stand up for yourself

It's not always wrong to punch someone, sometimes they
provoke it

People who get the most respect are generally those who
will fight when they need to

It might not be right, but threatening someone can
sometimes help you get what you want

A personis not responsible for what they do when they are
drunk or high

B Strongly disagree ODisagree CONeither @Agree mStrongly agree
%

A2: For each of the statements below, please select the extent to which you agree or disagree (single response)

Base: Weighted, Total respondents (n=990)

Total Agree

55%

33%

22%

20%

19%

6%

16
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Attitudes to violent behaviour
By key subgroups

% agree or strongly agree with Male Female 14-20yrs 21-27 yrs | Brisbane Other Rest of
attitude statements SEQ Qld

n=497 n=493 n=567 n=423 n=348 n=300 n=342

Defending yourself is sometimes an OK

; 48% 54% 56% 54% 57% 55%
reason to fight another person

55%

If someone you don’t know starts yelling at
you, it's OK to yell back at them to stand 33% 38% 28% 33% 34% 33% 37% 31%
up for yourself

I's not always wrong to punch someone,

X : 22% 15% 23% 22% 21% 25% 22%
sometimes they provoke it
People who get the most respect are
generally those who will fight when they 20% 15% 21% 19% 19% 20% 21%
need to
It might not be right, but threatening
someone can sometimes help you get 19% 16% 20% 18% 19% 17% 19%
what you want
A person is not responsible for what they 6% 7% 5% 6% 7% 8% 8% 3%

do when they are drunk or high

m No real difference between older and younger males or between younger and older females.

© Significantly higher amongst this group

A2: For each of the statements below, please select the extent to which you agree or disagree (single response)

Base: Weighted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Experience and exposure to violent behaviour

In terms of exposure to violent behaviour in the past 12 months, three in four (76%) young people have withessed
at least one fight. Fifty-eight percent have withessed fights on more than one occasion — a proportion which is
significantly higher outside of South East Queensland (66%) and lower in Brisbane (52%). Multiple fights were
just as likely to have been witnessed by females (57%) as males (60%).

When it comes to actual involvement in arguments or fights, males have a significantly higher incidence of
involvement than females on each of the following counts.

m Friends or themselves have been verbally abused (53% experienced more than once in last 12 months)
m  Friends have been involved in arguments or fights (43% experienced more than once)

m Friends or themselves have been threatened with violence (35% experienced more than once)

m  They themselves have been involved in arguments or fights (34% experienced more than once).

18
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Experience and exposure to violent behaviour
Total respondents

CONever OOnce B A couple of times

| have seen fights amongst other people but my friends and

| weren't involved 24 18

My friends or | have been verbally abused 38 17

I.\

mLots of times

17

My friends or | have been threatened with violence 58 17

I

My friends have been involved in arguments or fights

B~
(s7]
—
(=]

I

| have been involved in arguments or fights 57 16

I

A1: Which of the following, if any, have happened when you have been out anywhere with friends in the past 12
months (single response)

Base: Weighted, Total respondents (n=990)
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once

58%

45%

26%

36%

27%
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Attitudes to violent behaviour

By key subgroups

% experienced more than once

Male

n=497

Female

n=493

14-20 yrs

n=567

21-27 yrs | Brisbane Other

| have seen fights amongst other people
but my friends and | weren’t involved

My friends or | have been verbally abused

My friends or | have been threatened with
violence

My friends have been involved in
arguments or fights

| have been involved in arguments or
fights

58%

45%

26%

36%

27%

60%

57%

37%

16%

30%

20%

60%

46%

27%

39%

28%

SEQ
n=423 n=348 n=300
57% 52% 62%
43% 40% 45%
24% 22% 29%
33% 34% 40% 39%
26% 25% 31% 28%

© Significantly higher amongst this group

I:I Significantly lower amongst this group

A2: For each of the statements below, please select the extent to which you agree or disagree (single response)

Base: Weighted, Total respondents (n=990)
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Spontaneous communications awareness (1)

m  All respondents were asked spontaneous recall of any advertising over the past year about violence among
young people or the consequences of violence.

m Six in ten young Queenslanders (59%) indicated recall of advertising about youth violence. Recall is higher
amongst females (63%) compared with males (56%), while regional areas of Queensland also registered higher
awareness — 66% outside South East Queensland, compared with both Brisbane (65%) and other areas within
South East Queensland (58%).

m  The majority of spontaneous advertising recall was ascribed to television (87%). However, encouragingly for the
campaign, around one in seven young people (15%) who recalled advertising about youth violence ascribed it to
radio. Around one in ten each also ascribed the recalled advertising to other OPCK campaign mediums including
buses/ bus backs (10%) and cinema (8%). Similar levels of recall were also registered for newspaper or
magazines and websites/ online (11% each) and for outdoor mediums (10%).

m There are limited differences amongst subgroups on the mediums recalled for general advertising about
youth violence, however, the main differences emerge for two OPCK campaign mediums — including buses/
bus backs being with a higher proportion in Brisbane (15%) and cinema with higher proportions outside
Brisbane (10%-11%).

m  Most spontaneous descriptions for the advertising seen or heard about violence among young people related to
the general ,one punch can kil message, with four in ten young people (41%) spontaneously mentioning.
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Spontaneous communications awareness (2)

m  The main message emerging from spontaneously recalled advertising also related to the ,one punch/fighting can
kil message (33%), as well as various other messages around avoiding violence, not fighting, consequences,
and alcohol’s role in violence.

m  Young people largely ascribed the target audience for the advertising to their own generation, but with relevance
across all ages and gender, and with some influence of drinking.
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Spontaneous awareness of advertising
‘Violence among young people or the consequences of violence’

Recall among total respondents
(%)

By key subgroups (%)

61%

58%

Other
SEQ

Rest of
Qld

14-20
yrs

21-27
yrs

Male Female Brisbane

Yes, recall (%)

m  Six in ten young people (569%) recall some kind of advertising about violence among young people, particularly

females and those in regional Qld.

B1: Do you recall seeing or hearing any advertising over the past year about violence among young people or the

consequences of violence?

Base: Weighted, Total respondents (n=990)
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Spontaneous advertising recall mediums
‘Violence among young people or the consequences of violence’

Where advertising
was seen (%) Television

Radio

Newspaper or magazine

Websites / Online (e.g. Facebook or
Twitter)

Male Female 14-20 21-27 Brisbane Other
yrs yrs SEQ

n=278 n=316 n=344 n=250 n=192 n=173

Buses / on the back of a bus

Outdoors on posters / billboards / bus
shelters

Buses/
back of bus

12% 9%

Cinema / at the movies Cinema 9% 7%

Somewhere else

m  Around one in seven young people who recalled advertising ascribed radio (15%) as a medium, while up to one in
ten respondents correctly ascribed buses/ on the back of buses (particularly Brisbane respondents) or cinema / at
the movies (particularly residents outside Brisbane) as advertising mediums.

m  There were no other significant differences by subgroup.

B3: Where did you see or hear this ad? (multiple response, total recall net) 25

Base: Weighted, Those respondents who recalled seeing or hearing advertising in past year (n=594)
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Spontaneous advertising — descriptors
Respondents who recalled advertising about ‘violence’

Descriptors

Descriptors Other Youth violence / OPCK related mentions (under 5%):
Fighting can lead to grave consequences/ ruin your life 4%
One punch can kill 41% Youth violence/ stop youth violence 4%
S A - - Walk away from a violent situation/ avoid violence 4%
rinking too much alcohol leading to violence o On the back of a bus/ billboard / Poster/ bus ad with one 49
Someone accidentally punching a girl/ seen . punch = jail time, criminal record / Advertised on a poster °
from eyes of drunk person/ starting a fight 107 Afight at a bar/ party 3%
TV ad 8% A mother speaking about her son dying 2%
One punch could lead to jail time/ criminal record 2%
Government ad 7% Someone ends up in hospital/ fight ends with someone in 2%
Domestic violence ad/ violence against hospital
women Think about the consequences before you fight 1%
Don’t turn a night out into a nightmare 5% Group of teenage boys walking the streets/ boy gets 1%
knocked to the road
On the news 5% Impressing a girl by not fighting 1%
Radio ad 1%
T-shirts/ wristbands 1%
The yellow face <1%

B2: What advertising have you seen or heard over the past year about violence among young people or the
consequences of violence? Please describe everything you can remember... (open question)

Base: Weighted, Those respondents who recalled seeing or hearing advertising in past year (n=594)
Note: Key messages shown including mentions of 5% and above; Other mentions shown relating to youth

A ) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
violence or OPCK campaign.
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Spontaneous advertising — main message
Respondents who recalled advertising about ‘violence’

Main message

One punch/ fighting can Kill

Avoid violence/ violence is not the answer/ doesn’t solve anything
Don’t fight/ don’t punch people

One punch/ fighting can ruin your life/ have devastating consequences
Alcohol leads to violence/ don’t get drunk and fight/ alcohol fuels violence
Be safe/ responsible/ sensible when drinking/ drink responsibly

Don’t drink/ don’t get drunk

Domestic violence is not acceptable/ is wrong

Walk away/ walk away from violence/ it takes strength to walk away
Think before you act/ think about the consequences before you act
Youth violence is a serious issue/ can kill/ needs to be stopped
Fighting/ assault could ruin the lives of those around you

One punch can lead to jail time/ criminal record

Fighting is not cool

Women support men who don’t fight

Don't let a night out turn into a nightmare

Don’t be stupid

About the dangers of glassing

B4: What was the main thing the ad was trying to tell you? (open question)

Base: Weighted, Those respondents who recalled seeing or hearing advertising in past year (n=594)
Note: Key messages shown including mentions of 1% and above

33%
19%
14%
12%
12%
1%
9%
4%
3%
3%
2%
2%
1%
1%
1%
1%
1%
1%
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Spontaneous advertising — target audience
Respondents who recalled advertising about ‘violence’

m Respondents tended to ascribe the target audience for the advertising recalled mainly to young males, but with

29

relevance across the board:

Young males

Young people/ young adults

Teenagers

People who drink/ go out and drink

School students — primary and high school
Uni students

Young females

Parents of young people

Anyone/ everyone

‘(ouns people — teenagers to young adults.

“('ouns people between IS and A5,

‘(ouns adults, 18725, again male. Also parents to tr 9 to &\se_our-oﬁa ther children Grom engaging n viclence.
Children, porents, teens, ever Jbo& 9 especial 4 people who have lost someone dear to viclence.

Teenogers, young adult men.

Agonin, mo\\nlj the younger moarKet newer to the c\r-‘w\K\v\S scene, but r-e_o\llj, anyone who s heoawl 4 c\f-\nK\ns.

‘(omms moles Srom 16-30 jr-s of age — the + J‘PQS thoat dFnK hord and wont to do on 3‘H{W\3 ‘o \m‘Pr&ss thew motes
ond s\r-ls.

B5: What type of people do you think the ad was trying to get the message across to? (open question, uncoded) 28

Base: Weighted, Those respondents who recalled seeing or hearing advertising in past year (n=594)
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Prompted advertising awareness

m Prompted awareness of the ,One Punch Can Kill' advertising campaign is considerable amongst the target
audiences. Seven in ten young people (71%) registered awareness of the OPCK advertising campaign, and this
was particularly higher amongst the primary target audience aged 14-20 years (75%).

m  While a majority of respondents who have heard of the OPCK campaign instinctively ascribed their awareness to
television (80%), encouragingly, one quarter correctly ascribed it to radio (25%), and a further one in ten each to
the cinema and buses (11% each).

m  Medium awareness differed somewhat between subgroups, with the younger target audience aged 14-20
years more likely to recall OPCK bus advertising, and the older cohort aged 21-27 years more likely to
recall radio activity for the campaign.

m Brisbane-based young people were also more likely to recall bus activity (15%) than those outside
Brisbane.

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Awareness of OPCK advertising campaign

Prompted recall amongst total
respondents (%)

By key subgroups (%)

71% 1%

Male Female 14-20 21-27 Brisbane Other Rest of
yrs yrs SEQ Qld

Yes, recall (%)

m  Seven in ten young people (71%) register awareness of the OPCK advertising campaign, particularly the primary
target audience aged 14-20 years.

C1a: Have you heard of the ‘One Punch Can Kill’ advertising campaign? (single response) 31

Base: Weighted, Total respondents (n=990)
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OPCK recall mediums
OPCK advertising campaign

Where advertising

was seen (%) Television 80%

Radio

Newspaper or magazine

Websites / Online (e.g. Facebook or
Twitter)

Cinema / at the movies

Buses

Outdoors on posters / billboards / bus
shelters

Somewhere else

m  Awareness of the OPCK campaign is mistakenly allocated largely to television, however, one quarter of those who
have heard of the OPCK campaign correctly ascribe it to radio (25%), and a further one in ten each to the cinema
and buses.

C1b: Where do you remember seeing or hearing about the ‘One Punch Can Kill’ campaign? (multiple response)

Base: Weighted, Those respondents who have heard of OPCK campaign (n=707)
81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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OPCK recall mediums
By key subgroups

% recall each medium [ F1[-] Female 14-20 yrs 21-27 yrs @ Brisbane Other Rest of
SEQ Qid
n=356 n=351 n=428 n=279 n=240 n=212 n=255
Television 80% 80% 80% 82% 77% 75% 82% 85%
Radio 25% 26% 25% 22% 24% 27% 26%
Newspaper or magazine 12% 10% 14% 12% 12% 1% 14% 13%
Websites / Online 11% 11% 11% 12% 9% 1% 15% 9%
Cinema / at the movies 11% 10% 11% 12% 9% 9% 12% 13%
Buses 1% 1% 10% 8% 9% 6%
g)huetlczggs on posters/ billboards/ bus 10% 10% 10% 10% 10% 1% 9% 10%

© Significantly higher amongst this group

C1b: Where do you remember seeing or hearing about the ‘One Punch Can Kill’ campaign? (multiple response)

Base: Weighted, Those respondents who have heard of OPCK campaign (n=707)
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Awareness across the advertising mix (1)

m Regardless of initial awareness, all respondents were shown or played the three media activity variants for the
OPCK campaign — this included the cinema execution, radio execution and two out of four bus back (print)
executions each. The order of the ads was randomly rotated around respondents, and respondents were not
provided with the origin of the cinema and prints ads.

m The cinema ad attracted highest awareness for the OPCK campaign, followed by the radio ad, then bus back ads.
One quarter of young people (24%) registered awareness of the cinema ad, and as might be expected, this was
higher amongst those who have been to the cinema more recently, in the past six months (30%).

m Consistent with higher cinema patronage amongst younger respondents aged 14-20 years, the younger
target group was also more likely to have specifically recalled seeing the cinema ad once prompted (28%)
compared to those aged 21-27 years (19%).

m Overall, six in ten young people indicated cinema patronage in the past six months, also more likely
females, one in six in the past year, while one quarter have not been to the cinema in the past year.

m As with the overall prompted OPCK advertising campaign, the majority of young people who recalled seeing the
cinema ad instinctively ascribed it to the medium of television (87%). Only five percent correctly ascribed the ad
to cinema advertising, and these were more likely young people living outside Brisbane.

m The key message emerging from the cinema execution relates directly to the tag line that one punch can kill or

fighting can kill (54%). Other messages also relate to avoiding fighting, walking away, and the potential
devastating and life ruining consequences.
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Awareness across the advertising mix (2)

m The cinema ad has fared positively across the battery of advertising diagnostics measured amongst the target
audiences. Most notably, the cinema ad achieves credibility and differentiation.

m Credibility is supported with seven in ten young people (70%) indicating it is easy to believe, and close to
this proportion (67%) that it differentiates in helping to point out the dangers of violence.

m Strong feedback on the cinema ad also suggested that it was relevant, with six in ten young people
indicating it was worth remembering (58%), and achieved commitment in making young people more
conscious of the dangers of violence (57%).

m At least half of young people also rated the cinema ad positively in terms of energy (strong and hard hitting,
56%), informative (about the consequences of violence, 53%), accurate (fitting with their views of the world,
51%), and visible (standing out from other ads, 50%).

m  However, the cinema execution did not rate as well on aspects of originality (telling something new, 35%),
ingenuity (being clever or imaginative, 37%), or involving, with only four in ten suggesting it was easy to
relate to (42%).

m Overall the cinema ad was more likely to rate positively with females, in particular across differentiation,
commitment, relevance, energy, visibility, accurate, involving and originality aspects. The primary target of
younger people aged 14-20 years were more likely to rate positively on commitment and originality, while those
aged 21-27 years rated higher on accuracy. Young people within Brisbane and South East Queensland were
more likely to rate the cinema ad positively on visibility and originality.

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Awareness across the advertising mix (3)

m Perhaps with the cinema and radio executions sharing a similar message, prompted awareness for the radio ad
was close to that for cinema ad, with one in five young people (20%) citing awareness. Recall amongst females
(23%) was significantly higher than amongst males (18%).

m  The main messages emerging for the radio execution are similar to the cinema execution, but with a greater focus
on walking away (29%), as well as one punch can kill (46%).

m  Awareness gauged unprompted for the print ads (bus backs) was somewhat lower than other mediums, with one
in seven young people (14%) citing awareness, and no particular differences across subgroups.

m  However, on a positive note, many of those recalling the print ads were able to correctly ascribe them to
bus back advertising (36%). Some also cited other outdoor mediums and television.

m The key message emerging for the bus back executions focuses more on the consequences of violence for

young people, in particular one punch/ fighting can ruin your life/ have devastating consequences (47%), also jail
time/ criminal records (13%) and ruining your future (11%).

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Prompted awareness of advertising executions
Summary

Recall (%)

24% 0
20% 14%

“My name is Sophie...
..remember, it takes strength
and courage to walk away. By
walking away you’re choosing a
life without regrets. One punch

can kill.”
/

C2a: We’d like to show you a clip of an ad for the ‘One Punch Can Kill’ campaign. Before today, do you recall
seeing this ad? (single response)

C3a: Now we’d like to play you a radio ad for the ‘One Punch Can Kill’ campaign... Before today, do
you recall hearing this radio ad? (single response)

Cda: Now we’d like to show you two other ads for the ‘One Punch Can Kill’ campaign... Before today,
do you recall seeing either of these ads? (single response)

cooms

. 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
Base: Weighted, Total respondents (n=990)
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Prompted awareness of cinema ad

(Origin unprompted)

oo

Total respondents (%)

audience aged 14-20 years.

By cinema attendance (%)

C_30%) o

e

Yes, past 6 months Yes, past 12 months No, over a year
Yes, recall cinema ad (%)

By key subgroups (%)

0
24% 23% 24% 25%

19%

Female 14-20 21-27 Brisbane Other Restof
yrs yrs SEQ Qld

Yes, recall cinema ad (%)

C2a: We’d like to show you a clip of an ad for the ‘One Punch Can Kill’ campaign. Before today, do you recall

seeing this ad? (single response)

Base: Weighted, Total respondents (n=990)

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Cinema patronage

Total respondents (%)

By key subgroups (%)

Yes,
past 6
months
59%

Male Female 14-20 21-27 Brisbane Other Rest of
yrs yrs SEQ Qld

Yes, past 6 months (%)

© Significantly higher amongst this group

C2g: This ad was shown at the movies. Have you been to the movies in the past six months or the past year? 39
(single response)

Base: WEightEd, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Cinema ad recall mediums

Where advertising execution was seen (%)

87%

5% 3%, 6%
: ‘ ‘
Television Cinema/ at the Websites / online Somewhere else
movies

By key subgroups (%)

% recall each medium Male Female 14-20 yrs 21-27 yrs = Brisbane
n=116 n=122 n=154 n=84 n=81

Television 87% 84% 89% 85% 89% 89%

Cinema 5% 7% 2% 5% 5% 1%

Rest of
Qld

n=85

91%

6%

C2b: Where do you recall seeing this ad? (single response)

Base: Weighted, Those respondents who recalled seeing cinema ad (n=238)
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Cinema execution — main message
Total respondents

Main message

One punch/ fighting can Kill

Avoid violence/ violence is not the answer/ doesn’t solve anything
One punch/ fighting can ruin your life/ have devastating consequences
Walk away/ walk away from violence/ it takes strength to walk away
Don’t fight/ don’t punch people

Fighting/ assault could ruin the lives of those around you

Think before you act/ think about the consequences before you act
A woman lost her son from one punch

Youth violence is a serious issue/ can kill/ needs to be stopped
Assault could ruin your life

Violence can happen to anyone

Choose a life without regrets

Be safe/ responsible/ sensible when drinking/ drink responsibly

Don’t know

C2c: What do you believe was the main message of the ad? (open question)

Base: Weighted, Total respondents (n=990)
Note: Key messages shown including mentions of 1% and above

54%
13%
13%
13%
12%
5%
4%
2%
2%
1%
1%
1%
1%
6%

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Cinema ad diagnostics
Total respondents

—= Negative Positive T—

Hard to believe --_ Easy to believe
Does not really show dangers of violence --_ Helps point out dangers of violence
Easy to forget -_— Worth remembering
Makes no difference to me -_— Makes me more conscious cc::\(’iizrllg:;:
Dull -_— Strong and hard-hitting
Doe_sn’t say enough about consequences -_— Tells me a lot about consequences of
of violence violence
\?vi::;s from my view of things in real -_— Fits my view of things in real world
Would not stand out -_— Stands out from other ads
Difficult to relate to -_— Easy to relate to
Ordinary or boring -_— Clever or imaginative
Old hat, seen before -_— Tells me something new

. Describes Negative . Neutral . Describes Positive

C2f: Thinking about the ad you have just seen, please indicate which number on the scale best describes what
you personally feel about this ad. You can use any number from 1 to 5 depending on which statement you think

more describes the ad. (single response)
i 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
Base: Weighted, Total respondents (n=990)
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Cinema ad diagnostics

Females are more likely than males to
have positive perceptions of the
cinema ad overall, in particular
identifying the following attributes:

Describe cinema ad as:

* Helps point out dangers of
violence (71% vs 65%)

* Makes me more conscious of
dangers of violence (64% vs 53%)

* Worth remembering (63% vs 53%)

» Strong and hard-hitting (62% vs
50%)

» Stands out (57% vs 45%)

+ Fits with my view of real world
(55% vs 46%)

+ Easy to relate to (47% vs 38%)

+ Tells me something new (41% vs
31%)

Young people aged 14-20 years are
more likely than those aged 21-27
years to have positive perceptions of
the cinema ad, in relation to the
following attributes:

Describe cinema ad as:

* Makes me more conscious of
dangers of violence (62% vs 54%)

+ Tells me something new (39% vs
31%)

People aged 21-27 years are more
likely than those aged 14-20 years to
have positive perceptions of the
cinema ad, in relation to the following
attribute:

Describe cinema ad as:

* Fits with my view of real world (55%
vs 47%)

Young people in Brisbane and Other
SEQ are more likely than Rest of Qld
to have positive perceptions, in
particular identifying the following
attributes:

Describe cinema ad:

+ Stands out (50% and 53% vs 31%)
» Tells me something new (33% and
39% vs 26%)

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Cinema ad - likes

m  Young people highlighted various things they liked about the cinema advertising, including the clear and simple
message, the realism of the message, the imagery, the music, and particular messages including to walk away,
avoid violence, consider consequences, and the reality that violence can happen to anyone.

Zncouraging people to walk owon 9 Fother than Gight. (Male 21-27 years)

| [ked that W+ wos realistie — 'Pco'Plc ore more liKel 4 to engage emotional 4 ond the messoge s more [Kel 4 to get
through. (Female 21-27 years)

The musie, nice and eerie. Fits wel. Children vocals can be Super ereepy ke that. (Male 14-20 years)
The \oo\c_KSroun(\ music. Not too cverbearing ond loud, just Fght to droww you w. (Male 21-27 years)
The ad was straight to the point, no hidden messages. (Male 21-27 years)

Showed situation common to man 4 young males. (Male 14-20 years)

Seemed true, and it probably wos (the lo«\js stor 3). (Male 14-20 years)

The childhood Cootage, showing him getting older, then the growve. (Female 14-20 years)

Thot t lets Yoo know that Yoo might be o 300& person but one punch can st Fuin yoor [Ce. (Female 14-20 years)

C2d: What, if anything, in the ad did you particularly like? (open question, uncoded)

Base: Weighted, Total respondents (n=990)
81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Cinema ad - dislikes

m  Encouragingly, many young people indicated there was ,ncothing’ they disliked about the cinema advertising.
Those that did mention some dislike/s highlighted the overly emotive approach, unappealing or irrelevant aspects
of the imagery or music, lack of cause shown in the ad, and missing the target audience, in that the ad is not likely
to be effective in changing the behaviour of those who really need to change their behaviour.

Needs to be reasonoble not too emotional. (Male 21-27 years)

I ddn't ke the odd becouse of the Cact s not gowng to effect pecple the wo.y '+ should, to hope this add s q0\ng
to change the way people are going to act is ke teling o chill it’s bad to smoke € gou all ready do. (Male 21-27
years)

Thot t alwa 4s &c’P‘\d—s teenogers &o‘\v\s the stutc [v‘\oltno_t], not & buneh of 30 yeor olds. (Male 14-20 years)
The lod g wasn 't very appealing, & tod too harsh and contronting. (Female 21-27 years)

! don’t really understond how one ponch can Kil o person, so ! don’t really Gnd it as believoble, the od dd not tel the
avdience how that one punch Kiled the +uue_n+3 yeor old, ! om leSt Ceeling let down. (Female 14-20 years)

Sometimes it’s hard to walk owoy wn some situations. (Male 21-27 years)

Thinking about pecple who Cighty the 9 probobl 9 don't fisten to their cwn mums. Wh 9 would the 9 fsten to somebod 9
else's mom?T (Female 14-20 years)

W\agbe. too Socvsed/ o\'P'Pe_o\l\ns to porents, should be more amed ot Joo‘Hn/Douvxs odults. (Female 21-27 years)
Seeing the womans Cace as she was talking, as it was rrelevant. (Male 14-20 years)
C2e: What, if anything, in the ad did you particularly dislike? (open question, uncoded)

Base: Weighted, Total respondents (n=990)
81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Prompted awareness of radio ad

“My name is Sophie...
...remember, it takes strength and courage to
walk away. By walking away you’re choosing
a life without regrets. One punch can kill.”

Total respondents (%)

By key subgroups (%)

N 21%  20% 21%  4g0,  21%

Male Female 14-20 21-27 Brisbane Other Rest of
yrs yrs SEQ Qld

Yes, recall radio ad (%)

m  One in five young people (20%) register awareness of the radio advertising, higher amongst females.

C3a: Now we’d like to play you a radio ad for the ‘One Punch Can Kill’ campaign... Before today, do you recall 46
hearing this radio ad? (single response)

Base: Weighted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Radio execution — main message
Total respondents

Main message

One punch/ fighting can Kill 46%
Walk away/ walk away from violence/ it take strength to walk away 29%
One punch/ fighting can ruin your life/ have devastating consequences 14%
Avoid violence/ violence is not the answer/ doesn’t solve anything 13%
Don’t fight/ don’t punch people 13%
Fighting/ assault could ruin the lives of those around you 5%
Think before you act/ think about the consequences before you act 5%
Choose a life without regrets 3%
A woman lost her son from one punch 2%
Youth violence is a serious issue/ can kill/ needs to be stopped 2%
Assault could ruin your future 1%
Violence can happen to anyone 1%
One punch can lead to jail time/ criminal record 1%
Alcohol leads to violence/ don’t get drunk and fight/ alcohol fuels violence 1%
Don’t know 1%

C3b: What do you believe was the main message of the radio ad? (open question)

Base: Weighted, Total respondents (n=990)
Note: Key messages shown including mentions of 1% and above 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Prompted awareness of print ads

(Bus backs — origin unprompted)

Total respondents (%)

By key subgroups (%)

14%  13% 14%  13% 13%  15% 139
Male Female 14-20 21-27 Brisbane Other Rest of
yrs yrs SEQ Qld

Yes, recall print ads (%)

m  One in seven young people (14%) register awareness of the print advertising (without being told the origin).

C4a: Now we’d like to show you two other ads for the ‘One Punch Can Kill’ campaign... Before today, do you recall

seeing either of these ads? (single response)

Base: Weighted, Total respondents (n=990)

Note: Each respondent shown two bus back ads together: males shown two random male bus ads and females

shown female bus ad plus one random male bus ad.

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Print ad recall mediums
Unprompted bus backs

On buses 36%

Outdoors on
posters/ billboards/
bus shelters

Television

Newspaper or
magazines

Websites / Online

(e.g. Facebook or
Twitter)

Somewhere else

m At least one third correctly ascribed the bus back advertising to buses.
m There were no significant differences by subgroup due to smaller sample size recalling bus back ads.

C4b: Where do you recall seeing either of these ads? (single response)

Base: Weighted, Those respondents who recalled seeing print ads (n=140)
81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Bus back executions — main message
Total respondents

Main message

One punch/ fighting can ruin your life/ have devastating consequences 47%
One punch/ fighting can kill 20%
One punch can lead to jail time/ criminal record 13%
Assault could ruin your future 11%
Avoid violence/ violence is not the answer/ doesn’t solve anything 9%
Don'’t fight/ don’t punch people 6%
Think before you act/ think about the consequences before you act 6%
Violence can happen to anyone 4%
Choose a life without regrets 2%
Fighting/ assault could ruin the lives of those around you 1%
Walk away/ walk away from violence/ it takes strength to walk away 1%
Don’t be stupid 1%
Youth violence is a serious issue/ can kill/ needs to be stopped 1%
Be safe/ responsible/ sensible when drinking/ drink responsibly 1%
Alcohol leads to violence/ don’t get drunk and fight/ alcohol fuels violence 1%
Don’t know 1%

C4c: What do you believe was the main message of these ads? (open question)

Base: Weighted, Total respondents (n=990)
Note: Key messages shown including mentions of 1% and above 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Impact of OPCK campaign advertising (1)

m Upon presentation of the three advertising stimulus, respondents were asked the potential impact of this
advertising on their future decisions around fights and violence. The potential impact of the OPCK advertising is
strong.

m  More than four in ten young people (44%) indicated they would be more likely to think twice about being involved
in a fight or violence. Perhaps regardless of the campaign, a further four in five young people (40%) indicate they
would never get involved in a fight anyway. Eleven percent may still get into a fight, depending on the situation or
if they felt they needed to.

m The primary target audience aged 14-20 years (36%) appear to be more likely to be affected by the
advertising, and indicated a likelihood to be much more likely to think twice about involvement in violence
than their older cohorts (27%). Males may be somewhat more likely than females to think twice, but also
more likely to still get into a fight if they needed to, while females are more likely to indicate exclusion from
fights anyway.

m Interestingly, there are no real differences amongst young people around their previous involvement in
fights or violence.

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Impact of OPCK campaign advertising (2)

m Perhaps even more encouragingly, the advertising serves to potentially influence the influencer in these types of
violent situations. A positive impact registered with nearly eight in ten young people (78%) who suggest they
would be more likely to encourage a friend or loved one to walk away from a fight or argument. One in ten young
people (10%) indicated that they may or would assist in the fight or argument, while six percent would remain
apathetic towards the situation.

= As might be expected, males are more likely than females to stand up and assist a friend or loved one in a
violent situation. Females are much more likely than males to encourage the ,walk away’. Interestingly,
Brisbane young people are more likely than those outside Brisbane to be apathetic.

m  Young people offer varied spontaneous mentions of perceived avenues for assistance should they need advice,
help or information about the types of violence discussed in the survey. Predominantly, the authorities and family/
friends are the major ports of call, in particular police (24%), friends/ relatives (19%) and parents (15%). Internet
research is also an important avenue — including Internet generally (18%), and Google (5%) and the OPCK
website (3%) specifically, as well as other Government agencies/ websites (10%). Young people also mention
other various counselling options.

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Impact of OPCK campaign advertising

Total respondents

Likelihood of own involvement in
fights and violence (%)

Much more likely to think twice about o
being involved in a fiaht oF viol 31%
ever being involved in a fight or violence 44%
positive

Somewhat more likely to think twice impact

about being involved in a fight or violence

The same because | would never get 40%
involved in a fight anyway °

I may or may not still get into a fight I 8%

13%

depending on the situation

| would still get in a fight if | needed to I3%

Don't know | 4%

Likelihood to influence others in fights
and violence (%)

Much more likely to try to
encourage them to walk away

53%

78%
positive
impact

Somewhat more likely to

o
encourage them to walk away - 25%

Do nothing because it's up to them 6%
if they want to fight °

8%

I might stand up for them in the
fight or argument

| would definitely join in on the fight 29
or argument °

Don't know l 5%

C5: As a result of seeing and hearing these cinema, radio and bus ads for the ‘One Punch Can Kill’ campaign, would you

say you feel...? (single response)

C6: And if you saw a friend or loved one fighting or having an argument with someone, would you say you would be...?

(single response)

Base: Weighted, Total respondents (n=990)
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Impact of OPCK campaign advertising

Likelihood of own involvement in fights and violence

Much more likely to think twice about ever
being involved in a fight or violence

Somewhat more likely to think twice about
being involved in a fight or violence

The same because | would never get
involved in a fight anyway

I may or may not still get into a fight
depending on the situation

| would still get in a fight if | needed to

Don't know

31%

13%

40%

8%

3%

5%

34%

12%

6%

Female

n=493

34%

1%

4%

1%

3%

14-20 yrs

n=567

14%

38%

7%

3%

3%

21-27 yrs

n=423

27%

13%

43%

9%

3%

6%

Brisbane (011{,1-14 Rest of
SEQ Qld
n=348 n=300 n=342

29% 34% 33%
14% 13% 13%

42% 39% 37%
7% 9% 9%
2% 2% 5%
6% 3% 3%

© Significantly higher amongst this group

C5: As a result of seeing and hearing these cinema, radio and bus ads for the ‘One Punch Can Kill’ campaign, would you

say you feel...? (single response)

Base: Weighted, Total respondents (n=990)
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Impact of OPCK campaign advertising

Likelihood to influence others in fights and violence

T[] 14-20yrs 21-27 yrs = Brisbane Other Rest of
SEQ Qid
n=493 n=567 n=423 n=348 n=300 n=342
Much more likely to try to encourage them
T pp— dald ? 53% 42% 55% 51% 51% 55% 55%
Somewhat more likely to encourage them
o walk away Y 9 25% 22% 25% 26% 26% 26% 24%
Do nothing because it's up to them if the
iy & ’ YT e% 7% 5% 5% 7% 4% 4%
I might stand up for them in the fight or
argu?nem P J 8% 5% 9% 7% 7% 8% 10%
| would definitely join in on the fight or
Sl at ? 2% 0% 2% 2% 2% 2% 3%
Reuihiyey 5% 4% 4% 6% 6% 4%

© Significantly higher amongst this group

C6: And if you saw a friend or loved one fighting or having an argument with someone, would you say you would be...?
(single response)

Base: Weighted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Spontaneous mentions of sources of advice, help or
information on violence

Note: The greater the size of the word, the
greater the frequency it was mentioned

m  Overall, 14% of respondents were unsure as to where they would go to for help if they needed it.
m  Afurther 2% said they would not require any help, advice or information.

C7: If you needed advice, help or information about the types of violence we have been talking about today,
where do you think you would go to for help?

Base: Total respondents who mentioned something 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Spontaneous mentions of sources of advice
Total respondents

Sources for help

Police 24%
Family and friends

A friend/ relative 19%
Parents 15%
Internet

Internet 18%
Government agency/ website 10%
Google 5%
One Punch Can Kill website 3%
Counselling options

A counsellor/ psychologist 8%
A Helpline/ hotline 6%
Teacher 5%
Kids Helpline 3%
Lifeline 2%
Doctor/ hospital 2%
Other 5%
Don’t know/ nowhere 16%

C7: If you needed advice, help or information about the types of violence we have been talking about today,
where do you think you would go to for help? (open question)

Base: Weighted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Other OPCK campaign elements

m  One in five young people (22%) were aware of the One Punch Can Kill website, with 3% claiming to have visited
it before.

m Thirteen percent of young people have seen One Punch Can Kill merchandise, with 3% saying they have some.

m  Awareness of both the website and the merchandise is significantly higher amongst the target age group of 14-20
year olds with 29% and 16% of this age group saying they are aware of the website and merchandise
respectively .

m Merchandise is less well known, however, in areas of South East Queensland outside of Brisbane with just
8% awareness.

m  Awareness of the One Punch Can Kill competition was very low with 3% of young people saying they had heard
of the competition.

59
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Awareness of OPCK website

Total respondents (%)

22% awareness

Not sure yveg, &
3%

Yes, but L
not By key subgroups (%)
visited |
20%

-

m  One in five (22%) people are aware of the One Punch Can Kill website, but the majority of these have not visited
the site before.

m  There is higher awareness amongst the primary 14-20 yrs target market (29%) as well as those who had seen at
least one OPCK execution prior to being interviewed (33%).

D1: Did you know there was a ‘One Punch Can Kill’ website? 60

Base: Weighted, Total respondents (n=990)
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Awareness of OPCK merchandise

Total respondents (%)

Yes, & 13% awareness

have some
0,

Not sure
3%

bn't have

By key subgroups (%)

129  14% 13% L

- 9% 8%
Male Female 14-20 yrs 21-27 yrs Brisbhane Other Restof
SEQ Qld

Yes, aware (%)

m  Overall, 13% say they have seen One Punch Can Kill Merchandise; 17% amongst those who had seen at least
one execution of the campaign prior to being surveyed.

m This is significantly higher amongst the primary target group of those aged 14-20 yrs at 16%, particularly females
aged 14-20 yrs (19%). It is lower amongst those living in South East Queensland outside of Brisbane.

D3: Have you seen any ‘One Punch Can Kill’ merchandise? This includes things such as wristbands, stickers,
headphone holders, temporary tattoos etc.

Base: Weig hted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal




Awareness of OPCK campaignh competition

Total respondents (%)

m Just 3% of respondents had heard about the OPCK competition, and two people claim to have entered it. Both
were males — one aged 17 and one aged 27. Both had seen at least one execution of the OPCK campaign prior to
being surveyed.

m  There were no significant differences in awareness by subgroups.

D2: Back in 2010, people were given the option to enter a competition as part of the ‘One Punch Can Kill’
campaign. Did you hear about the competition?

Base: Weig hted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Employment Status, Household Structure

Employment status (%)

48% Employed

34%
28%
0,
9% 11% 6% 9% 4%
T T T T T T T 1
Working full time ~ Working part time/  Working casually Home duties Unemployed Full time student Other
casual

Household structure (%)

34%

Single athomewith  Single at home with Single, sharing or Couplewithno Family with most Family with most Other Prefernotto say
two parents one parent livingalone children children <5 children 5-12
E4: What is your employment status? 64

E1: Which of the following best describes your household situation?
Base: Unweighted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Education, Income

Highest level of education (%) Personal Annual Income (%)

E3: What is the highest level of education that you have so far?

E5: Approximately, what is your current personal annual income before tax, including pensions, Austudy, and

anything else that you earn?

Base: Unweighted, Total respondents (n=990) 81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal
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Online Bulletin Board
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-
Who did we speak to? (1)

m  The online forum comprised of 12 young men aged 16-22 years across Queensland who were recruited on the
basis of them exhibiting certain behaviours and attitudes towards violence which would categorise them ,potential
perpetrators’ - the target market for the One Punch Can Kill campaign.

m All participants admitted to either themselves or their friends being involved in at least one fight or act of
violence in the past 12 months.

m  Most of the participants had positive attitudes to life in general, despite a couple of them having had a challenging
upbringing. In general, however, most have supportive families, are currently studying or working and are looking
forward to a bright future.
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:
Who did we speak to? (2)

m During the course of the online forum discussions, a clear continuum of behaviours and attitudes emerged in
relation to violence.

| REACTORS | INITIATORS |
@ Looking for a fight
e . Reacting to
Only if I'm getting To stop them from @ )
physically attacked getting hurt ... even O provocation ‘Get inon Initiator
© Q O ©
| wouldn’t
get
involved
@ Influencers Supporters who ‘egg on’

in the background

m  Within the online forum it became apparent that the young men involved fit into the ,Easily provoked’ and the
,Badking up my mates’ categories. In saying that, given their backgrounds and situations they had been in, they
were well equipped to be able to talk about ,Hard core’ males in terms of their behaviours and motivations.

m This report will cover both initiator (,hard core’) and reactor (,backing up my mates’ and ,easily provoked’
perspectives where possible).

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal

69



Typical profiles

‘Hard Core’

He is a binge drinker and a bit of a larakin with his mates, he has an ego with something to prove. He likes to run his
mouth at anyone who will listen ... this entertains his friends. He either seeks out a fight, or gets into situations which
can get him into trouble.

‘Easily Provoked’

His friends don’t go looking for trouble, however with the street life that’s around today arguments and threats do
occur. The people he hangs with you couldn’t say are the most upstanding, however they only stand up against what
they think is wrong.

‘Backing Up My Mates’

He doesn’t really like getting into fights, but he can’t really leave a friend to get into a fight by himself — he just feels it’s
against his morals to leave a friend alone if he’s in a fight. He’d lke to avoid it if he could, but some situations are fairly
tough to diffuse. You have to step up to help a mate.

70
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Examples of violent situations experienced by participants

-

October last ueor .. two motes ond | were \‘)um'Pe_& bﬂ e_"\sh't-e_e_vx

~

pecple while lco\v‘ms o prvate ’Po\r-‘i—j ... ended with mgscl@ howing
o Croctured eye socket and broken jow... end result we don’t
Know who those goys were ond | howe o Hitoniom plote my
Jowwy my CHends are Qne.

/

\_

/ One night when a few friends and I were walking home from a
party, a bottle was thrown over our heads and nearly hit another
group of boys up the road from us, which led them to think it was
Us. As we were explaining it wasn’t us someone else came in to
break it up, but he ended up getting punched and caught up in the

fight, this allowed us to walk away.

- J

The last time o mate of mine got nto a Gight it was somewhat
unfoir. He was being Kicked out of & hotel [in Brisbone] Cor
&r\vx\(\vxs too much oand the bouncers storted 'Pune.\-{ms hm as H-\e_j
'Pullc& hm out. U'm pretty sure it's llegal Cor them to throw
punches € thought they were only allowed to pot o dronk’s arms
behnd ther boeks)., AcFer H\e_P ht him n the gut ond the Coce o

-

My mate was inside a club and a guy bumped into him and he [my
friend] grabbed him and started punching whilst he had him in a
headlock. I was watching this and didn’t jump in because the
bouncers jumped in almost instantly. We got kicked out and that was

~

-
-

We Lmy brother ond med were uquK\ns home ot about 3 oF 4

that.
/
\

the mom'wxs when SU(\(\C_V\IR 1 was Src\bbe_t\. bj the boek of ma heod

ond my head woas slommed wto the crazy clark’s window 'Po\ncl
then we S\x\(\e_vxl‘j Just hod o b\s Q\SH- which ended when the other

couple tooK of€ — nothing cno_owo\sec\ the Cight to happen, i+ was

Cew twmes he be_so\n to S‘t—russe_ ond thrash arocund. /

\_

o Fondom Q‘\Sh‘h

-

Me and my partner were enjoying a few quiet drinks sitting by
ourselves when a clearly intoxicated man walked over and crushed
my smokes. Naturally I became defensive and asked him to p**¥ off.
He then replied with “Australians like us don’t like faggots like you”.
After some verbal altercation and me standing my ground and just
asking him to walk off and leave it, he kept going...

J
~

\ /

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal

71



81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



]

What are common factors when violence occurs? (1)

m The men involved in the discussion forum had certain things in common — going out with their friends is an
important aspect of their lives and they go out with their friends regularly. Drinking alcohol is usually a standard
part of their social outings.

Go\ns out USUO\":? meons having o Cew drinks. 1 don’t rely on alechal Yo have o Sooc\ time, although i€ Yoo want to
(A

be on the some level as yoor mates, you need it to have o Soo& t+ime ond not Ceel awkward.

m  When situations of violence were discussed, alcohol was almost always involved. This included situations where
drinks were spilt on someone which provoked a reaction, or when, after a significant amount of alcohol had been
consumed, some type of altercation developed.

USUo\lls this Kindo ‘H-\\vxs will \r\o\'P'Pcvx lote wnwto the n\sh*l— when most Peo’Ple ore hammered (dronk).

m Few participants were users of drugs, however some mentioned that their friends were. That said, drugs were
rarely mentioned as being a contributing factor in the violent situations they had encountered.
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]

What are common factors when violence occurs? (2)

m  Most of the young men had a circle of friends which included one or more mates who were partial to ,getting
amongstit’. It seems to be the same friends who react to provocation or get involved in altercations.

m Verbal abuse is a main catalyst for an altercation, and particularly if the abuse is of a personal nature.
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]

Where and when is it happening?

m Violent situations can occur anywhere, particularly at venues where alcohol is served, or after leaving a venue (on
the way home or otherwise) after a night out.

H’s hoard to walk down the street without getting storted on. You loock ot someone the Wrong woy, ‘H\ej wil
most Sor-els stort an argument.

m  Many believe violence is much more commonplace these days, however it could be interpreted that these young
men are now at an age where violence is more prevalent and they are noticing it more.

It is o lot more common. [l noticed ] when | was about 5, mo\\nlj when | kit my high school Years.

m  Guys are going out frequently, at least once a week, depending on upcoming exams for those who are studying
or who have friends who are studying. Typically it is a Friday or Saturday night that they witness or experience
acts of violence, however some also say it happens during the week too.
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What are some typical situations?

Initiator vs Reactor situations

Initiator (‘Hard core’)

A typical occasion is on a night out drinking with a
group of mates, who egg him on. He is often
intoxicated.

Might be having a go at what he is wearing... or the type
of car he drives ... just anything that would provoke a
response back.

Usually start a fight over someone who may stand out and
be different, someone who is taling to a girl they are
attracted to would start a fight.

Reactor

A typical occasion is on a night out with friends and/or
partner at a pub, bar or club. Usually they are not out
,looking for trouble’.

People will hark up and start on you for brushing past them
in a nightclub or holding eye contact for a second too long.
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]

What does it mean to win or lose a fight?

When fights escalate to real violence because they haven’t been able to be averted, the concept to ,win’ or ,lose’
the fight comes into play, and a certain amount of cred is attached to the outcome. The Initiator will normally be
seeking this cred, while the Reactor will be looking to avoid the fight if possible.

A more serious fight with a ,winner’ and ,loser normally means that someone will end up on the ground and is
more seriously hurt — potentially something that can be defined as requiring medical attention.

| suppose to wn o Gight would be to have the other person on the Sroov\& while the vietor s st S‘ko\v\c\‘ms, and viee
versa... It’s general 4 serous € someone r-es'Pom\S to viclence with more viclence. So, someone shoves o gu Y € the
30y wolks owvon 9 t’s not reall 4 sericus, € the gu 9 toKes o swing baek, it becomes sericus.

Someone SQH‘\V\S hort s when W+ goes be. Don& o bloaeck eye and o busted l\'P sort of ‘H\\ns. | know t+’s ’Poss\blc to get
unlbeK y ond couse serous Ao\moﬁe wn just o normal CistieutCs, [ike broken teeth or joaw, cheek bone, eye socket. And
the choneces of thot ho\p?ch\ns Just get h\shcr- ond h\sher the more wstonees there are.
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]

Beliefs impacting on attitudes and behaviour

m During the discussion forum, questions were framed around the following themes to uncover, and help us
understand, the motivations impacting on young men’s attitudes and ultimately their decisions to become involved
in violent behaviour.

* Not relevant
in this case

m  The slides that follow will summarise the key findings for each of these beliefs sets.
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]

What is gained from fighting? (1)

The acts of spilling drinks, getting in someone else’s personal space, insulting someone etc. are merely ,rigger
points’ which can lead to an altercation.

m  However it is deemed that there will always be the blokes who seek out trouble, provoking fights ,over
nothing’.

There are usually deeper seated motivations for instigating a fight or throwing the first punch. These include:

m Kudos / street ,cred’
He wonts his SHends to Know he’s +oos\-\.

m  Boosting one’s ego / gaining upmanship / self esteem

m  Gaining or earning respect
He woull think thot Gghting wil maKe him looK better oand more cool.

m Demonstrating physical prowess

m Peer pressure to maintain a certain status

He woull +hink ,) need to look cool and mpress everyone oaround me’. He would be scored on the wnside, but Cght
anyway dve to social pressure.
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Costs and
What is gained from fighting? (2)
Initiators

m  Enjoyment/ gratification
He. would be thinKing i+ woull be o bit of Sun to get wto o Cight. He. would enjo 9 the Gight ond he’d +- 9 to show
of¢ o bit.

As o means to on end, wnning o Cight is very Sr-od—‘&j\ns.

m Jealousy
0Q course Cghts ore started over Cemales, Cights ore sometimes storted b 9 Cemoales.

m Insecurity
Get wto o Q‘\Sh‘t' € wsulted about an Wnsecuritty oF Someone hmv‘ms o go ot hwn Cor d Je_‘ms his hav or Se.ll\ns Wt
up. [He’s] short ‘t'e_m’Pe_r-e_c\, alwos 9= Crst to throw o few words € someone bumps him.

m Earning a ,right of passage’
¥ was cool to 3&1— wto o Q\s\\‘t- whewn Joo were o ‘t-ttnc\sar- otherwise Jou were seen oS o Soft J ond o loser.

= While many say that those who can fight or stand up for themselves are generally respected, many hard core acts
are seen as cowardly, particularly when picking fights with weaker opponents.
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What is gained from fighting? (3) Benefits

Reactors

m From a ,Reactor’ point of view, motivation for physical retaliation primarily relates to the protection of oneself or
others close to them.

! do believe you have the Mght to 'Pro+ee_+/ stond up Cor Jour-SeIQ \© yov are attocked. € you hit someone, expect
to be hit boek.

m This can include backing up mates involved in a fight, regardless of who started it. Friends have to make a
decision of whether or not to ,step in’ or ,step up’ .... in most cases they will do so.

I woull try to avod being wwolved however € it dW wolve m 9 CFend then | would be there to boek them up. T* J\V\S
to diCuse the situation beSore \t+ comes ‘Ph siweal \s most \m’Por‘i—o\M' however sometimes this con’t be done and you
hove to get W there oand be Ph sical. Whist this sn’t Weol you con’t allow o SHend to end up n hoS’P‘d—oJ becovse
he/she woas bashed b g & mob of pecple.

m Pride is also often a motivation — standing up for what they believe in.

| Celt to be mode an ocutsder dve to m 9 sexuol 'Pr-dar-ev\c_t — 1 ‘H\oosh‘l- the worll wos & bit more up to date ...

[! om stild VERY ANGRY!

m Pride also includes not wanting to take a beating, or future beatings, for fear that these may entice future
encounters.

You think immediately that i€ 1 lose this Q‘\SH- 'm So\ns t+o be an eos torget Cor mown 9 others ond thot e_ve_r-\jone_

will 50\3 that 'm o loser and don’t+ Xnow how to Q\3h+ ... thoat ever Jone_ will lo\ush ot joo.
82
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Costs and —\
What is gained from fighting? (4)
Reactors

m A group participant in the ,Easily Provoked’ group said he himself, as well as most of his friends, are victims of
verbal, physical or sexual abuse in their home life. This makes them “distrusting of everyone” and quick to lash
out at any sign of provocation now because of this.

Some. ‘Peo‘Ple howe grown up with viclence as oo KWd and the 9 vsually think s ok to do the some... When they're
sexuall 9 obused os KWds ond/oF teenage Jeo\r-s Joo’r-e bult up with so man 9 emotions ... Jou’r-t 'Pom\e_K 9 ond
nerve wreeKed when 300’!-& older 500 Ceel [Ke Doo con not Hrust on Dovxe.

R i R J wrecKs Q\our- [\Ce Joor self esteem oand jou con not be arcund lo\rse_ groups or joo 'Po\v\\c. ... Some Pe.o‘Ple_

ore s+ron3er thown others H\oos\r\.
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]

What are the consequences of fighting? (1)

m Participants were able to readily discuss the consequences of fighting (before being shown any ,One Punch’

advertising). However, whilst they are aware of the consequences, they admit to not necessarily thinking about
these during altercations as they tend to be too caught up in the heat of the moment.

A vost mo\‘)or-‘\‘t-g of Q‘\Sh‘t-s ore Srom Peofple who wil have NO consderation of consequences when ‘H\ej get wto .

The gy ore considering the RIGHT NOW thot 3vy hos ‘P\ss»ac\ them oft.

(In relation to an unprovoked attack)
m  Others believe that instigators don’t weigh up the risks before they act as they are often far too intoxicated for
rational thinking, or they consider themselves to be invincible.

The levels of alechol consumed these do JS serous! J olters thew decision mo\K‘\V\S ond on j moral ‘H\oosh‘l-S.

m  Getting kicked out of a venue is a common occurrence when violence breaks out, especially in clubs or hotels
where bouncers or security staff are present.

m  Getting kicked out is seen as an ,annoying’ consequence of fighting as it wrecks the night out.

m Being caught and receiving criminal charges is a key concern for the young men on the forum.

A eriminal record would afCect m 3 obilit \j ‘o Seﬁ- Jobs w the Cuture.
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What are the consequences of fighting? (2)

m The flow-on consequence of criminal charges is losing face with family, friends, employers etc.

W\\SH- lose 'Y\J SKHQHU\(\ oF SFends as the \j ore ashomed of me.

m Injuring yourself or inflicting injury to others is a known and common consequence of fighting. That said, some
participants believe that initiators (Hard Core) probably don’t care about hurting others given that the point of
them fighting is to show superiority.

His ’Po‘wﬁ- S thot he s +oushe.r~ thon the 303 he chose to engage with. Bout ! don’t think he woull ’Plo\n to ‘w\;)ur-e_
more thoan o Cew blowek e De_s.

m The worst case scenario in an act of violence would be to accidentally kill someone — “accidentally” in that while it
is a possibility of physical assault, killing someone is unlikely to ever be the intention. However death seems

intangible to these young men as they don'’t see it in reality and believe that you’d have to be really ,unlucky’ for
that to happen.
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]

What will it take to stop their involvement?

m The Hard Core group do not want to stop. However, the stopping of their behaviour would be heavily reliant on
their influencers (particularly friends) to encourage them to change their ways.

€ his motes told him to sit down ond stop r-onvx\ns his mouth perho\ps. However they most kel j woulkn’t to avold
conthet ... as most of the mates would be keen to see him Se‘t— wto a Q\Sh‘t- Cor thewr entertoainment.

! don’t think the 9 woull think twice about Cighting, it’s about how Sor ‘H’\CJ g0 W the Gight itsel§, ke when to stop
and how mueh the 9 hit them, this goes Cor most Kuds.

m  On the whole, Reactors do not want to be involved in altercations in the first place. If they are not provoked, or
their mates aren’t involved in something, then they will steer clear of trouble. However, it is unrealistic to think that
they would step away from protecting themselves or others if they are being physically attacked.

m What will it take for them to stop reacting to provocation / verbal attacks etc.? More reminders of the
consequences that they can personally relate to, actual experience or witnessing of legal ramifications as well as
encouragement from influencers will all help.

m  Some of the forum participants mentioned that taking part in the online forum was a catalyst to make them think
twice before reacting or retaliating next time.
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Can | walk away? (1)

H’s never ok to start a fight. Becavuse _§ou
can scvcrcb in jure someone, or goursek, and

even Kil someone. Fighting solves nothing, on‘/j
causes more confliet and bfjjer Ct:j/w"s. Bor
Sometimes others start the €ight, then _gou have
fo decide i€ _gov want to €ight or wa/K AWAG.
The onﬁ time f s oK s when jou’rc fighting
cor _gour /ice, e.q. € tjou ‘re gcf‘/-ing rapcd, being
mu&jcd ete. OF a triend s in those situations.
(Reactor)
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]

Can | walk away? (2)

m  As mentioned, the ability of the Hard Core males being able to walk away from a fight would rely on his
influencers/support network.

The only woy the decision s made cleorer (o_hoos\vxs not to Q‘\Sh*) s ¢ AL his motes o\sr-eec\ ond S+0‘P’Pec\ lo\osh\ns. ..
otherwise he has to choose which s more valuable to him — his SHends respect Cor Q\sh‘HV\S orF not C\Shﬁns.

Given their reason for fighting is to satisfy an underlying motivation (ego, kudos, enjoyment, insecurity etc.), it is
important for their support network not to fuel those motivations.

Communication directed at ,Influencers’ may be more appropriate to encourage them not to support the
behaviour.

As for Reactors, when do they feel it is ok for them to walk away?

When the person trying to provoke them is directing only verbal insults at them rather than physically
assaulting them.

When the verbal insults aren’t of an overly personal nature.
When they are outnumbered.

When it's “not their fight”.

When it's a girl provoking them.

If they are in no danger of being hit from behind.

If they are not backed into a corner.
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|
Can | walk away? (3)

WalKing owon 9 leaves JOUY‘SQK: open Cor being hit trom behind, which leaves Yoo unoble to defend JOUV'SQK:.

I thnk i+ \s necessor 4 you should defend Joor-SdQ but € the g ore Just tolking rubbish to 4oL then you shoull just
walk oo g s the g are ronk.

“Walking” awoy sn’t an option n every situation, € they want to go you the J’H bloe k 40U bump Yoo around and
Collow yoo untl'someone decides to have the Crst 90 and aving your bocK to them s o bad thing tc do.

¥ s oK to aet wto o Q‘\SH- with someone when they have done somc‘H{ms to o loved one. € someone s ho\v‘ms o
g0 ot me, | don’t reall r-es‘Pom\ with viclence, 1 walK oway.  Although m blood bols when | see o SHend or loved one
hort by oo stroanger. H's OK W thot sense becouse you need to be able to have your loved ones oF GHend’s boek. |
would expect it of m 9 tHends or Coml 4 ond \+ would be wrong to just stond b 9 wh‘%si- Jour- tHend s being hurt.

| Srobably wouldn’+ step w Cor strongers vnless ‘H\cj were W &o\nsar- of serwcvs hoarm or somei-k\vxs that could be
to\s\lﬁ howndled.

¥ s oK to get wto o Q‘\s\-\‘t— € your close SHends orF Sir-lQr-‘\e_m\ s threoatened. This s an o\c_c_e_'P‘t-o\ble_ +me to Q'\SH- €\t
meons Cor the safety of your close ones. This s the only real cwreuvmstance o\c_c_e_‘Pﬁ-o\ble_ to C‘\s\n‘t- as t+ relates to o
‘Pe_rsono\l conblict whereos someone bom‘P‘ms wto Joo s not ond should be resolved b 9 uule‘mS LXTSL-N 9

lA.)cle\ﬂs o\wo\a s not alwoays the best woy to difCuse the situotion — +or-vx‘m3 our bacKk on someone thot’s K‘\ll\v\s
Cor o Q‘\s\-\‘f will kel Just get JOU hit o yuo 9 Some. 'Pe_o'Ple_ woull even think t+'s \nSUH-‘ms ond toKe Wt as o cve to
toke o swing, uuh'\e.‘a wevitabl y would lead to & Cght.
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Can | walk away? (4)

Mo qou can’t aluva js walK awa j Some I’bcop/e
set out with the artitude of /ooKing ©or a F«bh)"

“NMo matrter what’. You ecannot make someone

else walk awa \ G i€ Hue_j follow 40U then what?

/ c.crfain{y never leave m jsc/F open to be hit &om
be hind.

UnCor'/-unov/-cL/j in a €ight, it fakes BOTH parties
o walk awa \ g
(Reactor)
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How do | walk away?

m |t was recognised that it is not always easy or safe to walk away. Each situation needs to be considered on its
merit and appropriate action taken. To ,walk away from a potential threatening or violent situation, some
approaches and techniques suggested include:

Trying to talk your way out of it

Getting a bouncer involved

Ignore them / pretend you didn’t hear

Pretend you didn’t understand

Remain calm and be polite

Make your intentions known that you are not looking for trouble
Concede a ,loss’ to enable the Hard Core initiators to have their ,win’.
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:
What do the people | care about think about my

involvement? (1)

m Influencers are an important group of people from both a positive and negative perspective. They include:

m The people you are out with at the time (typically friends) who will either ,egg on’ the initiators or, conversely, try
to settle things down.

m Partners, female or male.
m Family and friends not involved in the situation.

m  Among the Hard Core group, influencers or supporters tend to encourage the perpetrator’'s behaviour. Most often
this is done through laughing at the situation or ,egging’ them on. The reaction from mates is what the Hard Core
males are after.

m That said, whilst Hard Core males will brag to their friends and sometimes their partner, they are unlikely to tell
their parents what they get up to.

Most [Kely booast about Wt €or doys to come ot smoKo. Wouldn’t tel the Somiy orF s\r-IQr-\enc\ however as he Xnows
W+ would upset them ond moke them Geel &\sa'P'Po\n‘ke&. His mates would be proud to hove o mate thot went al the

\,UO\J.

He would weor Wt as o bO\ASQ of honour.
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What do the people | care about think about my
involvement? (2)

In terms of Reactors, it is unlikely they will ‘brag’ about their involvement in violent behaviour. They don’t want to
hurt someone.

Whilst they are not proud of fighting, they feel they are justified in standing up for themselves or their
family/friends.

They will often discuss the situation with their friends or partner afterwards. But as with the Hard Core males,
Reactors rarely discuss the issue with their family. Of course there are occasions, however, when it is
unavoidable due to an obvious injury resulting from the altercation.

! told m 9 CHends ond Qo\m'\IS, but as o humorous s+orj the 9 ddn’t seem to mnd os | wasn’t badl 4 'w\‘)ura& and It was
resolved uiekl Y-

Tolked with my Hends o bit about ity ddn’t tel my S‘\r-lQr\en& or Comil 4 becouse ‘H\cﬁ ddn’t need to know and 1 ddnw’+
want to WOrr Y them since no one got hurt out ot
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Does anything ‘justify’ being involved?

m  Many of those taking part in the online discussion consider fights and abuse to be ,nhormal’ — part and parcel of
going out these days. It's a matter of avoiding it if you’re not that way inclined.

m  Most know that fighting is “wrong”, even the Hard Core Initiators.

When he’s by himselt he might think about it [the potentiol c.onse_clue_v\c.e_s] and Know it’s wrong, but peer pressure
moakKes him act S‘i’u’P‘\(\l S when he Ceels he needs to Keep up an mage.

m  However violence is seen to be reinforced as being acceptable in society through events such as the State of
Origin where “a bit of biffo” is considered by some to be part of the attraction. And often such incidents during
these games go unpunished.

m  Upon reflection, most situations leading to an altercation are seen to be ,not worth fighting over'. Whether
provocation is verbal, physical or an accident can often justify whether retaliating is acceptable.

m  An ,accident’ includes spilling some drink, brushing against someone etc. In these instances, violence is not
justifiable to a Reactor, though it is justifiable to a Hard Core. This is a similar equation with regard to verbal
provocation and most Reactors will attempt to diffuse the situation before it becomes physical.

m Physical attacks are another issue though. As discussed earlier, Reactors feel justified to defend themselves or
their friends/loved ones.
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What about the laws around violence?

m  As mentioned earlier, the young men in the discussion forum are aware of potential legal ramifications of fighting,
however there is an underlying sense of frustration that not enough is done to the guys who instigate (and
repeatedly instigate) fights.

Mwnor Q‘\Sh‘t—s don’t seem to bFng an conseqguences. H’s only when someone ends up deod oF ’Pe_r-mo\ne_va j &\s@\sur-e_c\
t+hot there s o threot of ’Pol\e_e_ c.hmrsts ond media attention.

Al Cour [who were set upon by o Known viclent Sr-oo’l)] of them tolked to the ’Pol\e.& ond were told there’s nwo ‘Po‘w\‘i—
becauvse you have ol been &r—‘m‘?&‘\vxs, so \t wouldn’t get any charges through n court, and i+ would Just bring you up
on the rodor Cor retaliation becavse that’s whot the D’r-c Knouwn Cor.

UnGortunately | do not think an 'Pun‘\shme.ni- S stret e_V\OUSh w this countr e [Horsher ’Pun\shme_n‘t'sj woull moke
'Pe_o’Ple. more o\‘P'Pre_he.ns\ve_ W the Crst ’Plo«.e..

m Experience suggests that unless the assault was ,serious enough’ i.e. caused a lot of damage, then in most
cases “nothing comes of it” when they do report it. Some don’t even bother reporting assaults because of this.

Police oare rorel 4 wvolved unless there s blood shed oF someone s hel bent on mo\K‘ms N e_\r\o\r-se. mso\\ns+ the other
'PQJ'SOV\.

No the police ddn’t come, H\e_j don’t come when t’s nside [ho\'P'Pe_vxs nsde o venve ],

The ‘Pol\c_e_ ‘Po\\c\ o Visit the next da 3 ond took detalls obout the Q\SH' oo The 3 never gove us Ceedboe K Wt Just went
cold.

m  Some people believe that even when people are caught, there is inconsistency in the punishment dealt to them.

1 don’t have muech Caith W the current \‘)U(\\\(‘_\\O\' system os \t sn't ve_r-Q consistent .. Sure they wil 3\ve_ sy S yeors
to one Person Sor assoult... but then someone who doces the some

) Hms somewhere else will onl 4 get o we. Ws
oalmost [iKe 'Po+'lue_K.
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Are the laws ‘justified’ and “fair’? (1)

m |t very much depends on the situation as to whether you were provoked or not as to how fitting a punishment is
seen to be.

m If it was an attack on you or others, then this is seen as criminal behaviour and warrants suitable punishment.
Depending on the severity of the outcome, this could include a fine, community service through to
incarceration.

€1 storted o Cght 1 could 'Probo\blj see angy punishment bewng Citting, agoin c\c’Pcm\\vxs on how badl 4 things went.
Yes 1 do believe the g ore Cair becouse one punch con Kil. Deterrents must be n place to prevent +ro\3ec\‘\es.

Be‘ms dronk IS no exeuse Sor o persons behaviour oand € gou serousl 4 horm o person, you should be held

occouvntable Cor t.

m If you are acting in self defence, however, then it is perceived that the punishment will not be severe.

Lcsoxllj, I suppose € it was selt deCence | wouldn’t sutCer much W the wo 9 of conseqguences.

g c\e’PU\c\S on the situation — € Wt was self defence ond you con prove Wt owel | believe Wt con be untar but
jou don’t Know the whole truth on wh J t storted W the Crst 'Plo\c_c.

’d be let of€ Cor self defence oF whatever 1’4 \mo\s\ne.
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:
Are the laws ‘justified’ and “fair’? (2)

K ! was Jc:ﬁ:nclfng meselk | would maintain that

the entfire wa \g through. ! would be sor/:-j Fhat
this person has been taken out of thewr
[vietim’s amily’s] fice but no wagq in hel would !
ever accept rcsponsibi/ff:j for ther loss. ! would
makKe sure H-.e.j Knew ch\c.f:/j what ha\])])cne_cl and
that ma:jbc ther Fo\mi/j can take if on board
Fhat when gou go around ])fc_Kinj Fcblﬂ"s _gou mbh’/‘
ron info the wrong person n the wrong

situation with the wrong loe K.
(Reactor)
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Implications for Communications Campaigns (1)

m  The analysis of attitudes and motivations of young males highlights a few key implications for understanding the
effectiveness of the current campaign, future development of communications campaigns, and the ability of
communications to effect attitudinal and eventually behaviour change.

m In particular, it is unlikely that any communications campaign will have great impact on the ,Hard Core’ group of
young males, who are Initiators often seeking out a fight and disregarding the consequences.

m  The right campaign may, however, impact on their support network or key influencers, particularly in the heat
of the moment of an argument or impending violence.

m  Communications are more likely to impact on the Reactor group, because it appears any point of reason and
commonsense acts as a reminder and has some impact — both on the average young male, who may do nothing
more than react to a situation, as well as their influencers.

m  Further complicating the mix, attitudes and behaviours in relation to violence are often strongly influenced and
exacerbated by two circumstantial factors in particular:

m  Alcohol consumption and environments enabling consumption (night clubs, pubs, etc)
m  Group dynamics, leading to pack mentalities.

m  Under these circumstances in particular, common sense, education and influences are forgotten in the heat of
the moment.
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Implications for Communications Campaigns (2)

m Therefore it is recommended that future campaigns continue to educate
and remind the Reactor cohort to consider the consequences at the point
in time they are placed in a situation of potential violence.

m |t may be that harder hitting communications relating to immediate
consequences are required to have any impact on the Hard Core group.

m  External control and design factors also to consider in line with enhancing
campaign effectiveness, may include the following:

m Police presence
m  Bouncer presence and intervention
m  Liquor licensing and venue restrictions.

m  The remainder of the report focuses specifically on the effectiveness of
the communications campaign.
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Advertising executions

Victim - Sophie Consequences

m

“My name is Sophie...

...remember, it takes strength and
courage to walk away. By walking
away you’re choosing a life
without regrets. One punch can
kill.”

\ /
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Ad analysis (1)

Key message .

Target .

Ease of -
comprehensionand .
relevance

Victim - Sophie
(Cinema & Radio)

Potentially most serious consequence of
violence — one punch can be fatal; plus
family heartache that goes with this

Ignore the small things that could lead to a
fight (Cinema)

Walk away from a fight — don’t do
something you’ll regret (Radio)

Young males (teenagers, young adults) —
particularly ,reactors - easily provoked’
group

Influencers — parents, family, friends

Misses the mark for ,hard-core’ group
Dramatic and impactful story

Lacks some relevance and ability for young
males to relate to worst-case scenario
depicted (death)

Mixed relevance for young males to relate
to mother figure who has suffered loss of
son

Lacks link and detail between cause (fault)
and effect (actual incident), to relate and
determine fairness of outcome

]

Consequences
(Bus backs)

Immediate consequence — anyone’s
everyday life can be adversely affected now
for the long term —criminal record, loss of
freedom to travel, jail

Any young males (teenagers, young adults)

Different executions appeal to different
audiences

Easy to comprehend and relate potential
consequences to own situation

Lacks link and detail between cause (fault)
and effect (actual incident), to relate and
justify fairness of punishment

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal

104



Ad analysis (2)

Positives of the .
concept .

Other Considerations °

Likely call to action -

Victim - Sophie
(Cinema & Radio)

Strong hard-hitting message

‘Eerie’ music helps deliver the message
Emotive relevance

True story

Impact of visuals help deliver story

,Walk away’ and ,regret’ messages powerful
(Radio)

Needs clarification as true story

Needs stronger link with cause of fight
(fault) specifically

More visuals to show cause (re-enactment
of fight) and outcomes

Consider father figure in execution to
appeal to young males

Reinforces current behaviour — avoid
fighting whenever possible

More likely to have impact with influencers
for ,hard core’ young males

Consequences
(Bus backs)

Relevant message
Practical relevance to current situations

Different executions meet relevance for
difference target audience members

Needs stronger link with cause of fight (fault)
and outcomes — is punishment warranted?

Need to show facts with context and
perspectives

Need to carefully choose young males
represented in executions

Reinforces current behaviour — avoid fighting
whenever possible, use common sense

May have some impact with any young male
— hits home potential consequences

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal

105



Ad diagnostics

Key measures:

The ad was interesting to me +++++ ++++++++
The ad told me something new + +++
The ad makes me more concerned +++++++ P

about the dangers of violence

The ad tells me a lot about the +++++++++ +++++++++
consequences of violence

The ad helps point out the dangers of +++++++++ +++++++++
violence

The ad is very relevant to me ++++ +4++++++
The ad is easy to believe ++++++++++ ++++++++
The ad motivates me to change my ++++++ +4++++
behaviour

The ad is attention-grabbing ++++++++++ +++++++
The ad is memorable ++++++ +++++++

Scale (+) indicates agreement with statement (n=12 participants) 106

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal



Comments — cinema ad

oo

The od Gelt reol 4 quite morbid and &&'Pre.ss‘ms. .. 1 con vaguel y relate, and s coneerning, certain 4 but W+’s wnot
something l've e_)t'Pe_r‘\e_nc_e_c\. Pve seen a lot of Cights and been W o Car Cew, but no one’s ever been serousl 5 njored.

¥ shows a 'Pr-osre_ss‘\on of his [\Ce mo\K'ms W+ more dromotic anmd the €act thot ts true also.

The message gets across to me ond \t made me Geel concerned Sor viclence e.s'Pe_c.\oJl 5 when lmits ore stretehed
when 'Pe_o'Ple_ howve been &rinK\ns. The Coct that it s the vietim’s mother mokes &+ more emotive as you con See

she s 'Pa\ncc\ b 3 the loss of her son. | cannot necessorl 3 reloate but | can see the emotion v her GFom oo mother’s
'Pe_r-s'Pe_e.‘Hve_.

N’s real 4 AECeult to Went€ 9 with oo victim of this Kind of ‘H{ms. You don’t g0 wio o Ql3h+ ‘l*h\nK‘ms “© could die”,

! don’t real 4 relote to the mother ot ol 'm never convineed b 9 her voice, tone, expressions. She seems over 4
Seripted.

The ads are targeting the pecple who are prone to fights, the ones with the short Cuses. | could relate to the 3°y
who got 'Pushcc\ as it happens o lot whist yoor out.
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“My name is Sophie...

...remember, it takes strength and

courage to walk away. By walking
away you’re choosing a life without
grets. One punch can kill.”

Comments - radio ad

The od succeeds n being very no Crils and bloand, which works as there s nothing exeiting about the ocuteome
r-tsol'i-\ns Som o Q\SH'. The regret lne \s ver 3 eCCective. This messoge diCers as t shows o real stor 3 ond h\3h|\3h+s
what courage it takes to walk awa 9

| believe this s 300(\ however, there should be more e_X‘Plo\‘m'w\S how t ho\'P'Pe_ne_c\, what the Cight was over oand how 1t
resulted.

K’s S'Pr-eo«\\ns the same messoge as the od beSore [enema odl, death con results Grom youth viclence. | Gind 1 con
connect more with the mother now that | connot see her. it must have been her expressions that put me of€

the cwnema ad.
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Comments — bus back ads

[The bus boek] compaign is o bit more Cathomable — the police are always around, ond the thought of losing all the
things Dow’r-c worKing Cor (’Po\rﬁe.olo\r-l 5 Cor stulents) s o visible threat. U4 be «\es*t—r-og:& € 1 ended up W jal, Cor
wnstonce.,

K s concerning that the 4 now howe eFminal Frecords so young. .. the lwes ore now e_ho\vxsac\. Corever, Cor the worse.

ldo Gind it concerning. At the time when you are drunk and getting nto a Cight you don’t think of jal or criminal
records ofF charges. Ads [Ke these make Yoo realise thot t s so eas 9 to lose Your career trovel plons or even
your [fe W just o night out.

| con relate o [itte becovse | am 30““3 overseas SO o 'Po\ss‘Por-‘t-/ viso. would have been ‘\m’PoSS‘\blc to get. Also howve
hod o eriminal cheek done Sor o Job before so that would afCect me. The hol\&o\D one s the most ovan'Pee_‘i—ec\ ond \s
well ‘P‘\Q_Ktc\ to show ‘P&o’Ple how \t akCects *H\‘\V\SS thot the 9 m\3h+ not think of.
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Direction for future communications (1)

m  Most participants know of the OPCK tagline without prompting, and all take the One Punch Can Kill message
quite seriously.

m  The concepts for the communication executions — (for the cinema and radio) and
(for the bus backs) — were effective in their own rights, and each with a role in reaching target audiences and their
influencers.

m The initial impact of the advertising executions were all fairly strong and positive upon viewing, with all ads having
some impact in terms of prompting consideration of consequences, though with somewhat mixed reactions as to
their relevance and effectiveness.

m For many, the more immediate realistic consequences on their life as they know it (possibility of criminal
charges, loss of passport, jail) had most impact;

m  While for some, the hard hitting message of the ultimate consequence of death (and the mother's
heartbreak) had strongest impact, for both some of the target audience and potentially for its influencers.

| con relote better to these 'Pco‘Ple w the [bous bo\c_K] ods. I doesn’t oceur to me that 'm 80\‘“3 to
die, but going to jol oand FONING M 9 [Ce has that much more impact.

m As such, there is a place for both execution approaches in the future to cover the different messages required for
target audiences.
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Direction for future communications (2)

]

m  The key improvement across all the advertising is a need to contextualise the situations depicted by tweaking of
the current concepts to include the facts around ,the full story’, including the causes (who started the fight, who
was at fault) and the consequences etc.

| Celt disheortened os | soaw that the D

howve been c_ho\r-se_c\ with o ermwnal record oF thrown

Jc\‘\l. ..they do deserve the 'Pon\shme_ni' os they wouldn’t have receiwved Wt wn the Swst 'Plo\o_e_ without
breaKing the low... but | don’t Know the scenorio of the Nighty how the Gight storted?

m  Other key improvements:

Focus on hard facts, not melodrama

More education to people who need it

Focus on influencers

Message and images focused on perpetrator types, not victims
Improved role modelling — parents, in schools etc.

81387 One Punch Can Kill Campaign (Phase Three) Evaluation Proposal

112



]

Direction for future communications (3)

m As discussed in this report, regardless of communications, concern around the consequences of fights and
violence are likely to be disregarded without much consideration in the heat of the moment of an impending fight
by many young males.

m Hard Core males are likely to disregard any kind of consideration of consequences, while Reactors’ actions
are more likely subject to circumstantial factors.

m As such, participants concede that exposure to these ads may not necessarily elicit real impact on their attitudes
and actions in practice, especially when ideal actions and common sense may go out the door, and inevitably
instinct is usually needing to be drawn upon in the heat of the moment of a potentially threatening or violent
situation.

m Hence, the education process will take time as young people are continually reminded and persuaded, as
attitudes shift over time, and eventually improved behaviours result.
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Alternative channels for communications

m Participants suggested the relevance of the cinema and bus back campaign executions to be extended to several
other mediums.

m  The cinema ad would translate to television, targeted in programming times viewed by target audience.

m  The bus back (print) ads would translate to other print forums, including posters, bus stops, billboards, drink
coasters, toilets, etc. It was also suggested that placement more closely align with the origin of violent
incidents, such as at nightclubs and pubs, festivals, taxi ranks, etc.

m A video (cinema/ television) version of the bus back ads was also suggested, enabling depiction of more of
the story behind each circumstance.

m All executions would also translate to internet forums, on relevant targeted websites.

?crhodps [cinema od] coull be shown on Focebook W their adverts Pages. This woull Pro‘no\bl 4 cheX os W+ could show
ch_loS\vel\j to the 'Po\r-‘l"\o_ulo\r- age group the c_o\m'PoQ\SV\ S o\\m\ns Cor.

[For bus boeks] ¥ m\sh'i’ be worth c.ons\&er‘ms o TU oF cwnemo e_o\m’PoC\Sn with this Xind of ’PerS’Pee_‘Hve. Heo\r-‘w\s ond
sae'ms Cor 30 seconds tends to be o lot more memorable thon ads on o bus.
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Please note that the data contained in this report has been prepared for the specific purpose of
addressing the items contained in the project contract between TNS Australia and Queensland Police
Service. It may not be suitable for other applications. The use of this data for any other purpose should
be discussed with the lead author. TNS accepts no responsibility for unauthorised use of this data by a

third party.



