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Introduction & 
Objectives 
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Background 
The Queensland Family and Child Commission has implemented a social marketing strategy as part of fulfilling 
the Queensland Government’s commitment to promote and advocate to families and communities their 
responsibility for protecting and caring for their own children. The purpose of the social marketing strategy is to: 

•  Educate the public about the role of the child protection system and the primary responsibility of parents and 
families to care for and protect children; 

•  Change current attitudes and behaviours to achieve acceptance of the concept of shared responsibility for 
child protection, with the primary responsibility falling to parents and caregivers; and 

•  Encourage parents and caregivers to access help and provide information about where to access support 
services, particularly those that may be at-risk. 

The social marketing strategy targets Queenslanders, Parents and Care Givers, At Risk Families, Professionals 
and including sub-populations of Indigenous and Culturally and Linguistically Diverse families and communities, 
and designed to promote two key messages: 
•  Parents (and Families) should take responsibility for the protection of their children; and 
•  Parents should receive the support and guidance they need to keep their children safe.  

This paper outlines the development and evaluation of Phase One of the strategy Talking Families and assesses 
the approach using the NCSM Benchmark Criteria.  
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NCSM Benchmark Criteria   

French and Blair-Stevens 2006 http://www.snh.org.uk/pdfs/sgp/A328466.pdf 

NSMC Social Marketing National Benchmark Criteria 

1.  Clear focus on behaviour and achieving specific behavioural goals 

2.  Centred on understanding the customer using a variety of customer and 
market research 

3.  Is theory-based and informed 

4.  Is insight driven 

5.  Uses 'exchange' concept and analysis 

6.  Uses 'competition' concept and analysis 

7.  Has a more developed 'segmentation' approach (going beyond basic 
targeting) 

8.  Utilises an 'intervention mix' or 'marketing mix' (rather than relying on 
single methods) 



Target behaviours for Talking Families  

1.  Parents seek and accept help to keep their child safe in the home 

2.  Families/Communities support parents to keep the children safe in home 

Rationale 

 If parents sought, accepted and actually received help from families/community to keep their children 
safe in the home it may prevent child abuse and neglect from occurring or re-occurring.  Social 
marketing could be used to shift people through the behaviour stages towards:  

•  At-risk parents being willing to (contemplation) and seeking/accepting help (action). 

•  Concerned family/communities being willing to (contemplation) and actually offering and providing 
support (action). 

1. Clear focus on behaviour    
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Develop Creative 
brief  

CB Pre tested 
Creative with 

customers 

Listen to client & 
customer   

Junior Cru 
developed Creative 

CB Evaluated 
Campaign 

JuniorCru 
Implemented 

Campaign 

8 8 
8 8 

8 8 

Holistic campaign 
development 

process centred on 
understanding the 

customer 

2. Used research  



3. Theory Based 
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Depending on the 
consumer 

behavioural stage a 
different marketing 

task is required 
built on the 

foundation of 
creating an 
exchange 

Identify costs/gaps/
disadvantages of  status quo  

Promote benefits of up-take 
Reduce costs of up-take  
Increase positive influence of others 
Improve ability to take-up 

Create awareness of  relevant 
and desirable alternative to 
status quo 

Reward and remind through 
experience 

Based on work by Alan Andreason: Marketing 
Social Change (1995) 

Rejection 

Pre- 
contemplation 

Contemplation 

Action 

Maintenance Inoculation to competition  



4. Is Insight driven  
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Collectivist 

Fear of loss 

Individualist 

CONNECTION 

SAFETY PRIVACY 

ACKNOWLEDGEMENT 

Hope for gain 



5. Uses exchange… 

If I offer people non-judgemental help at the first 
signs that they might not coping as a parent 
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Behaviour 

Competitive 
behaviour 

Benefit 

Support 

Instead of not offering any assistance 

I will know I will look like a good person to others, and I will have helped 
the children to be safe and the family to cope into the future 

I know that I will look like a good person to others, and have helped the 
children to be safe and family to cope into the future because people 
like me who have offered help to family and friends at the first signs 
they are not coping are admired and appreciated by other parents, and 
have made a positive difference to the lives of the children.  

ACKNOWLEDGEMENT 



6. Identifies the competition…  

If I offer people non-judgemental help at the 
first signs that they might not coping 
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Behaviour 

Competitive 
behaviour 

Benefit 

Support 

Instead of not offering any assistance 

I will know I have done the right thing and helped the family avoid a 
negative outcome, and I will know that the children will be safe and the 
family will cope into the future 

I know that I will have done the right thing and helped the family avoid a 
negative outcome and that they will cope in the future because people 
like me who have offered help to family and friends at the first signs 
they are not coping have made a positive difference to the lives of the 
children and have been appreciated by the parents.  

SAFETY  
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7. Uses segmentation   

Segment Description of predominant behaviour observed Predominant stage 
of behaviour 

Connection 
Open to offering support to their close friends and family members, regardless of being asked or not. 
Comfortable identifying potential areas of need for others, and providing support where possible. 

Positively reinforced by previous experiences. 

Action  

Maintenance 

Safety Open to offering support to those they feel need it to avoid the potential for negative consequences 
(e.g. own guilt of not offering, risk to child safety). 

Contemplation 

Action 

Privacy 

Reluctant to offer help, due to natural style, e.g. shy / withdrawn / insular, or fear of negative 
repercussions. 

Offering help goes against their belief that parenting is role of primary care giver/s.  

Some may not even identify a problem where one exists. 

Rejection 

Pre-contemplation 

Acknowledgement 
Willing to offer help as this will bolster their image, and satisfy their desire for acknowledgement and 
the need to look good among peers and within networks. 

They may not feel there is a problem in need of help. 

Contemplation 

Action 



12 Identified how to use levers to change behaviour  

Segment Benefits Costs Making it easier… 

SAFETY 
•  Contemplation 
•  Action 

•  Reduce guilt of not 
asking 

•  Avoidance of negative 
outcome - Knowledge 
that child/ren are safe 

•  Grateful friends willing to 
return the favour – trade 
baby-sitting favours 

•  Children who are cared for 
have a negative impact on 
own children 

•  The provision of assistance 
discourages the parent from 
genuinely improving the 
situation (become dependent 
on assistance rather than 
dealing with the issues) 

•  Negative repercussions, e.g. 
aggression / hostility received 

•  Confidence that offering help 
will result in a positive 
outcome for all involved and 
result in safer children 

•  Ability to offer help without 
offending or suggesting that 
someone is not coping.  

ACKNOWLEDG
EMENT 
•  Contemplation 
•  Action 

•  Positive image gained, 
which fosters higher 
self-esteem 

•  Negative outcome exposing 
own inability to assist with the 
problem 

•  Experiencing aggression / 
hostility as a result of offering 
help 

•  Deferral of responsibility – 
belief that parenting 
responsibility is that of 
primary care giver/s only; 
perceived as someone else’s 
role 

•  Ability to offer help without 
offending or suggesting that 
someone is not coping 
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And the influential others… 

Segment Influential others 

SAFETY 
•  Contemplation 
•  Action 

Broader family / friends 
•  Family/friends asking for help 
•  Indigenous and CALD people very reluctant to offer help to those outside of broader 

family network 
•  Someone to identify problem and acknowledge it as a “problem “ (privacy group in 

particular) 
Children 
•  Evidence of potential or actual risk to child safety  
Social media (privacy group in particular) 
•  Facebook interest pages / groups 
 

ACKNOWLEDG
EMENT 
•  Contemplation 
•  Action 



8. Utilises a 
marketing mix 
 
JuniorCru developed a brand identity 
for the Commission itself, a name for 
their new social marketing initiative 
and campaign spanning TV, radio, 
press, outdoor and online display. 
 
 

 
https://www.youtube.com/watch?v=DWdr4wGqN_Q 



Including core 
digital assets 
 
6,128 Facebook followers 
241,756 Facebook 
average daily reach 
1,334 Facebook followers 
engaged with our page 
each day: 1,334 
 
12,415 visits to Talking 
Families microsite visits  
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https://www.youtube.com/watch?v=DWdr4wGqN_Q 



And the evaluation showed … 



More people offered help more often 
18 

Q12.  Thinking about OFFERING help as a person who knows someone with children which of the following best describes you? SR 
Base:  All family/friends 

4% 

4% 

1% 7% 

6% 

46% 

35%â 

42% 

55%á 

0% 20% 40% 60% 80% 100% 

Pre-campaign 
(n=239) 

Post-campaign 
(n=226) 

Rejection Precontemplation Contemplation Action Maintenance 

Significant behavioural shift 
among concerned family/friends 



More people actually helped more often  
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Q12.  Thinking about ACTUALLY PROVIDING help as a person who knows someone with children which of the following best describes you? SR 
Base:  All family/friends  

2% 

3% 

7% 

7% 

44% 

35%â 

46% 

56%á 

0% 20% 40% 60% 80% 100% 

Pre-campaign 
(n=239) 

Post-campaign 
(n=226) 

Rejection Precontemplation Contemplation Action Maintenance 

Significant behavioural shift 
among concerned family/friends 



Actual and intended behaviours 
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79% 

83% 

86% 

21% 

17% 

14% 

All parents (n=153) 

Parents with difficulty coping (n=92) 

Parents concerned for child safety 
(n=36) 

0% 20% 40% 60% 80% 100% 
Relevant behaviour undertaken or intended  
No behaviour undertaken or intended 

Q43.  After seeing the advertising for the Talking Families initiative, did you do any of the following? . 
Q44.  After seeing the advertising for the Talking Families initiative, are you considering doing any of the following in the future? 
Base:  Those aware of the Talking Families initiative 
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54% 

4% 

17% 

19% 

21% 

25% 

29% 

53% 

2% 

18% 

22% 

24% 

25% 

32% 

42% 

6% 

36% 

28% 

42% 

33% 

36% 

None of these 

Visited the website 

Asked for help 

Talked about the initiative 

Accepted help 

Provided help 

Offered help 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 

Parents concerned for 
child safety (n=36) 

Parents with difficulty 
coping (n=92) 

All parents (n=153) 

Specific behaviours 



But no increase in parents: Asking for 
Help 
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10% 

11% 

8% 

8% 

21% 

23% 

55% 

47% 

7% 

11% 

0% 20% 40% 60% 80% 100% 

Pre-campaign (n=184) 

Post-campaign (n=179) 

Rejection Precontemplation Contemplation Action Maintenance 

Q10.  Thinking about ASKING FOR help as a parent or caregiver, which of the following best describes you? SR 



Next steps  

To increase proportion of parents asking for/accepting help there is a need to now 
focus on addressing barriers and making it easier for parents to access help 
direction.  

Continuing to increase the help available to parents directly from all sources 
including friends/family and the wider community and via social media is 
suggested.   

The Talking Families campaign element targeting friends and family of stressed 
parents to offer help and the Facebook page offering help directly to parents 
should be continued to make it easier for parents to get help without having to 
ask for it directly.   

Other initiatives which increase the help and support available directly to parents 
or allow them to access it easily and anonymously should also be considered. 
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