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Examples of Evaluated Social Marketing Campaigns addressing
Woman Abuse: References and Brief Descriptions
A literature search using Google Scholar was conducted to identify social
marketing campaigns focusing on woman abuse. Campaigns from
Australia, Great Britain, New Zealand and United States were identified.
Search terms included social marketing campaign(s), family violence,
domestic violence, violence against women, and woman abuse.
Information about the campaigns identified through the literature review is
summarized in the table.
Although there are several campaigns referred to in various publications,
only those that offered a description of the campaign or an evaluation of an
aspect of the campaign were included in this resource.
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The Know Your Power campaign utilizes posters, bookmarks, and images
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backgrounds who were abusive in their relationships or using alcohol or
drugs. Stages of Change theory informed the campaign. Message delivery
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service in the Hull Region of Great Britain. The campaign was developed
through extensive formative research. The campaign message was
delivered through website, helpline and postcards distributed in the
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