1) Check for updates

Original Research

Journal of Interpersonal Violence

Men Who Suffered O e ety 2023
H ®
Intimate Partner

Article reuse guidelines:
sagepub.com/journals-permissions

Violence: Impressions v kot s
o o . journals.sagepub.com/homel/jiv

About I.EX|st|ng Public ©SAGE

Campaigns and

Recommendations for

New Ones

Eduardo Reis'(?), Patricia Arriaga'
and Carla Moleiro'

Abstract

Over the last decades, the negative effects of intimate partner violence (IPV)
directed at men in abusive different-sex and same-sex relationships have
been increasingly investigated. Men who are the targets of IPV face many
barriers to help-seeking, and to overcome them, public awareness campaigns
have been developed. Women who experienced IPV have found campaigns
targeting them to be harmful and misleading, and previous research suggests
that following the principles of formative evaluation research may improve
campaigns’ effectiveness and reduce unwanted negative effects. This article
documents the theory-based formative evaluation research conducted with
14 men abused in different-sex and same-sex relationships for the creation
of targeted campaigns. Through semi-structured interviews, men were asked
about their overall knowledge of campaigns, their thoughts about specific
pictorial IPV campaigns, and their suggestions for the development of new
campaigns. Thematic analysis and a theoretically grounded coding scheme
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were used to analyze the content of the interviews with high interrater
reliability. Overall, our results indicate that most men were not aware of
campaigns in Portugal, and their impressions about the ones they recalled
were mixed. Most men praised clear messages informing forms of violence,
while some responded negatively to the inclusion of words such as “shame”
and “victim” and the depiction of bruises. They also considered that future
campaigns targeting men should portray “real people” like them and provide
information on self-efficacy, the efficacy of recommended responses, and
threat susceptibility. Our findings are consistent with previous evidence with
women who experienced IPV but also provide theoretically grounded novel
contributions and highlight the importance of considering the population of
interest’s insights when developing and testing new campaigns.

Keywords
intimate partner violence, men, campaigns, formative evaluation research,
social marketing

Introduction

The purpose of this study is to understand the impressions and needs of 14
Portuguese men who were abused in different-sex and same-sex relationships
based on theory-based formative evaluation research. By using an explor-
ative and qualitative approach, the results of this formative evaluation
research can inform the development of campaigns targeted at these men.
This study’s literature review firstly elaborates on intimate partner violence
(IPV) and its effects on men in different-sex and same-sex relationships as
well as evidence on previously developed IPV campaigns. Subsequently, the
tenets of social marketing (SM) and formative evaluation research are also
elaborated upon. Lastly, we describe two theoretical models that illustrate
different key components that public awareness campaigns can include, as
well as their possible effects on target audiences.

IPV has been a subject of study for decades, as a phenomenon that spans
across the globe and significantly impacts the health of millions of people
every year (Heise & Garcia-Moreno, 2012). It is defined as the victimization
of someone by a person with whom he/she has or had an intimate relation-
ship, leading to short or long-term negative health outcomes on a physical
(e.g., slapping, hitting), psychological (e.g., intimidation, humiliation), and/
or sexual (e.g., sexual coercion) level (Heise & Garcia-Moreno, 2012). IPV
can be experienced and perpetrated by both men and women, independently
of age, marital status, or sexual orientation (Ali et al., 2016). Thus far,
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research on IPV has mainly focused on victimized women in different-sex
relationships. Evidence suggests that when compared with victimized men,
women experience more frequent and severe violence that results in long-
lasting impacts on their health (Hamberger & Larsen, 2015).

Nonetheless, an ever-growing body of research has highlighted how men
in different-sex and same-sex relationships are the targets of IPV, and how
they experience specific processes and victimization types (Edwards et al.,
2015; Nowinski & Bowen, 2012). In terms of prevalence, it has been esti-
mated that one in four men experiences some form of IPV in their lifetimes
(Nowinski & Bowen, 2012). In 2020, as reported by the Ministry of Internal
Affairs (2021), IPV was the most commonly reported crime in Portugal, rep-
resenting 7.8% of general criminality (n=23,439). Out of these reports, 25%
referred to men who had been victimized (2=6,909) (Ministry of Internal
Affairs, 2021). For men in same-sex relationships, victimization rates seem
to be comparable or even greater than for men in different-sex relationships
(Nowinski & Bowen, 2012). This may be due to different minority stressors
that lesbian, gay, bisexual, and trans people (LGBT) may experience, such as
perceived and actual discrimination, which is also common in I[PV and may
enhance existing vulnerabilities for LGBT people in abusive relationships
(Stiles-Shields & Carroll, 2015).

Help-seeking rates have also been found to be different across populations.
In Portugal, the National Support Network for Victims of Domestic Violence
assisted 66 men in 2021, when compared with 2,877 women in the same year
(Commission for Citizenship and Gender Equality, n.d.-a). Evidence suggests
that gay men may seek help at higher rates than heterosexual males (Edwards
et al., 2015). To facilitate help-seeking and provide crucial information for the
early recognition of signs of abuse, [PV awareness can be achieved through
public campaigns. The use of well-developed public awareness campaigns has
been found to result in small-to-moderate effects on knowledge, beliefs, atti-
tudes, and some pro-health behaviors (e.g., drug abuse, seatbelt use, oral
health) (Noar, 2006). In the context of IPV, evidence on the effectiveness of
public awareness campaigns in changing behaviors is limited, but some
changes have been found in knowledge and attitudes about I[PV (Harvey et al.,
2007). Nevertheless, these campaigns have been posited as one of the possible
strategies to reach IPV survivors that should be implemented in conjunction
with other efforts (e.g., community-based prevention) (Harvey et al., 2007).

IPV Campaigns

Research in the field of IPV campaigns often focuses on adult females who
experience violence, employing mostly qualitative methods to understand the
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characteristics of campaigns and their potential impact on female targets of
violence (Martin et al., 2019). In this line of research, West (2013) has found
that abused women considered IPV campaigns to often be emotionally harm-
ful, inaccurate, and misleading, by, for example, depicting severe and graphic
aggression. Magaraggia and Cherubini (2017) also highlighted that graphic
depictions of physical aggression have become so commonplace that they
can inadvertently contribute to the invisibility of other types of violence, such
as psychological aggression.

Quantitative evidence is also mixed regarding campaigns’ effectiveness
on health outcomes. In their review of public campaigns on IPV, Campbell
and Manganello (2013) found some support for changes in attitudes about
IPV, facilitation of bystander behavior, and helpline calls in the general popu-
lation. Nonetheless, as assessed by the study’s authors, the low methodologi-
cal quality of some studies limited the extrapolations about campaign
effectiveness (Campbell & Manganello, 2013). Contrasting with these
approaches that focused exclusively on females, Shortland and Palasinski
(2019) used a within-subjects design to expose a sample of males and females
to 12 posters: six depicting victimized males and six representing victimized
females. After exposure, participants quantitatively rated how effective each
poster was, and no assessment of previous victimization was conducted.
When considering their global sample (i.e., the impressions of both males
and females in their sample), the authors found that posters presenting
females who were the targets of [PV were overall seen as more effective than
posters representing male targets of violence. Furthermore, a systematic con-
tent analysis of IPV pictorial campaigns directed at men in different-sex and
same-sex relationships found that many campaigns integrated constructs of
different theoretical models but often did not articulate them as recommended
(Reis et al., 2020). This could impact their effectiveness and ultimately lead
to unwanted negative cognitive consequences for the targets of the message,
such as denial, defensive avoidance, and/or reactance to message content
(i.e., a motivation to resist a threat to freedom) (Shen & Coles, 2015; Witte
et al., 2001).

Studies addressing the impact of campaigns oriented to victimized males
or assessing victimized males’ impressions of campaigns targeted at them
are extremely scarce. This is reflected by the numerous recommendations
that have been made on the need for IPV awareness efforts that specifically
inform male targets of violence about what constitutes violence, which
resources are available, and what information they provide (Hine et al.,
2020; Martin et al., 2019). In Portugal, most widespread IPV campaigns
have been promoted by the Portuguese Government’s Commission for
Citizenship and Gender Equality (CiG) and by the Portuguese Association
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for Victim Support (APAV). In this country, very few campaigns portray
IPV against males, and when they do, men are usually portrayed in con-
junction with victimized women (Commission for Citizenship and Gender
Equality, n.d.-b). To the best of our knowledge, only one IPV campaign in
Portugal thus far has been created exclusively for victimized males (i.e., its
sole focus is victimized males, and the campaign’s template is not simulta-
neously used to target other populations such as victimized females) (APAYV,
n.d.). Moreover, no peer-reviewed research is available on the impressions
or effectiveness of Portuguese campaigns directed at victimized males.
Very few studies in this field have documented how these campaigns were
created, and if so, according to which standards and guidelines (Donovan &
Vlais, 2005).

SM and Formative Evaluation Research

The principles of SM are an example of key theoretical guidelines in the
development of campaigns. SM is defined as a set of procedures that makes
use of marketing principles and techniques to elicit behavior change in a
given target audience, potentially benefiting society as well (Lee & Kotler,
2019). Harvey et al. (2007) indicate that campaigns based on SM have higher
odds of being effective in changing knowledge, attitudes, and social norms
about IPV when compared to traditional public education campaigns that do
not resort to this methodology. Research on the development of SM cam-
paigns and effective interventions highlights the central role of formative
evaluation research and its potential beneficial impact on domestic violence
(Lee & Kotler, 2019).

Formative evaluation research is the process through which the target
audience’s characteristics, predispositions, and evaluations are collected
before implementing the campaign, thus representing foundational research
that supports subsequent efforts (Rice & Atkin, 2013). The importance of
formative research evaluation is highlighted by the specificities that different
types of messages and channels have, since communicating via static images,
audio, and video formats entails different conceptualization, implementation,
and evaluation strategies (Noar, 2006). Using this research approach may
lead campaign designers to understand how susceptible and severe an audi-
ence may feel toward a given health threat and also provides information on
how to engage their attention, how to overcome audience resistance to a
given message, and how counterproductive effects may arise (Rice & Atkin,
2013). Data derived from the implementation of this approach can improve
messages during their creation, which is crucial given that most campaigns
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do not follow a systematic approach and may fail to meet their goals to posi-
tively change knowledge, attitudes, and behaviors (Rice & Atkin, 2013).

Different researchers have considered the insights of men (Donovan
et al., 1999; Stanley et al., 2009; Thomson et al., 2013) to document the
development of campaigns targeting male perpetrators of IPV, but the
inquired participants were either from the general population or from perpe-
trators of violence. Thus far, no studies have assessed the opinions of victim-
ized men in different-sex and same-sex relationships to inform the
development of campaigns targeted at victimized men. Moreover, when
developing public campaigns, the importance of considering theoretical
models to potentially improve their effectiveness and facilitate their evalua-
tion has been consistently highlighted over the years (Rice & Atkin, 2013;
Witte et al., 2001).

Theoretical Frameworks

Several theoretical models have been found useful in assisting campaign
development and evaluation. Two important models are the Extended Parallel
Process Model (EPPM) (Witte et al., 2001) and the Elaboration Likelihood
Model (Petty & Cacioppo, 1986).

The EPPM focuses on how people perceive health risk information. It is
comprised of four main theoretical constructs: susceptibility, severity of a
threat, self-efficacy, and efficacy of the recommended response to avert the
threat. When people are presented with a message that elicits health risks,
they usually start by assessing how susceptible and severe they are to that
given health threat. They also evaluate the efficacy of the recommended
response to avert the threat and their self-efficacy to carry out the recom-
mended response. Thus, the cognitive outcome of message processing will be
a result of simultaneous engagement in efficacy and threat assessment (Witte
et al., 2001).

In this sense, if viewers have higher perceived efficacy than perceived
threat, they may engage in danger control processes. This type of control
process directs the viewer to manage the threat while resorting to the sense of
efficacy they hold and are often considered to be adaptive for message pro-
cessing (Witte et al., 2001). However, if their threat perceptions are higher
than their self-efficacy, they may feel overwhelmed and engage in nonadap-
tive fear control processes. This type of process may lead the viewer to focus
on the management of negative emotional states and not resort to his/her
perceptions of efficacy to avert the threat. This could lead to unwanted cogni-
tive processes such as denial of the threat, defensive avoidance, and reactance
(Witte et al., 2001).
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Thus far, only Keller and Honea (2016) have used the EPPM in the field
of IPV campaigns targeting females who experience IPV, as part of the for-
mative evaluation research and while pretesting an IPV campaign. The
authors conducted interviews and focus groups in which participants were
inquired about general perceptions of IPV and the use of support services
through questions based on the components of the EPPM. Their findings sug-
gest that it is key to be mindful of gender stereotypes and dynamics in society
when developing IPV campaigns targeted at victimized women. Additionally,
the systematic content analysis by Reis et al. (2020) suggested that less than
10% of their sample adequately represented the four constructs of the EPPM,
as per the recommendations of this theoretical model. To surmount this, their
findings indicate that future campaigns could present more information on
the susceptibility to the threat and on the efficacy of the recommended
response. Nonetheless, to the best of our knowledge, no research has applied
its tenets to the actual development and quantitative evaluation of messages
directed at men who are the targets of IPV.

The second model that can significantly contribute to campaign develop-
ment and evaluation is the ELM (Petty & Cacioppo, 1986). The ELM explains
how possible attitude change can occur through persuasion. According to
ELM, if the recipient of a message is highly motivated and is capable of pro-
cessing the message, persuasion occurs through what is called the “central
route.” In this case, elaboration is relatively high and a thorough analysis of
most components in the message is conducted, such as argument strength and
complexity, possibly resulting in more stable and long-lasting changes in the
recipient. When the recipient is not as capable of processing the message,
and/or may also not be as motivated to do so, persuasion may occur through
the “peripheral route.” In this low elaboration likelihood route, the receiver
employs heuristics to evaluate the message, and for example, he/she may be
guided by how credible and similar the communicator of the message is, or
the will to solve a dissonant internal state. Thus, different peripheral cues
guide their attitudes and beliefs (Petty & Cacioppo, 1986). It is also important
to consider that a given persuasion-related outcome often occurs as a result of
engagement in both processes, which can shift and combine in complex pat-
terns (O’Keefe, 2013).

Previously, the study by Reis et al. (2020) provided insights about the
representation of ELM-related constructs in [PV campaigns directed at men.
It found that campaigns often conveyed dissonant states (e.g., describing
what the viewer’s situation possibly was, and what it could become if adap-
tive actions were taken) and portrayed men who could be perceived as nor-
mative (i.e., similarity cue). Additionally, the ELM was used specifically for
the development of a campaign focusing on domestic violence prevention
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(Keller & Otjen, 2007). The campaign developed by Keller and Otjen (2007)
presented preliminary positive results but focused solely on violence against
women.

Aims of the Current Research

Taking into account the theoretical background on the EPPM and ELM, this
study aims to conduct theory-based formative evaluation research to assess
overall awareness and impressions of victimized men in different-sex and
same-sex relationships regarding existing Portuguese IPV campaigns, as well
as their recommendations for the development of new ones.

To achieve this goal, semi-structured interviews were conducted with
these populations. Our objective stems from the need to consider the perspec-
tive of an intervention’s target population and inquire about their characteris-
tics, predispositions, and impressions about the topic under study, which is in
line with formative evaluation research. By considering theory, previous
findings from effective health campaign design, and men’s perspectives, we
may improve the development and effectiveness of future interventions in
this population and potentially reduce unintended negative effects (such as,
denial, defensive avoidance, and reactance). Additionally, we produce novel
scientific knowledge on this field, by also following the ethical principles on
research within vulnerable populations (Roffee & Waling, 2017) and the
Journal Article Reporting Standards for the report of primary qualitative
research (APA, 2018).

Method

This study was approved by the Ethical Review Board of its host institution
(32/2018). No incentives were provided for participation in this study.

Sample

Participants were considered if they were over 18 years old and self-identi-
fied as males and targets of violence in a past and/or current intimate partner
relationship. Both different-sex and same-sex relationships were contem-
plated, as long as participants spoke Portuguese or English fluently and
resided in Portugal. Participants were not included if they were younger than
18years old and/or reported another type of violence that did not occur in the
context of an intimate partner relationship (e.g., minor’s sexual abuse).

Data collection was undertaken before the COVID-19 pandemic, and the
call for participants lasted the entire duration of 2019. This call presented the
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inclusion and exclusion criteria, to which potential participants responded by
proactively contacting the researchers demonstrating their interest in partici-
pating. They were selected for participation via purposive sampling if they
met the inclusion criteria. Data collection ended after preliminary analyses
revealed data saturation, which is also in line with findings by Guest et al.
(2006) on saturation being achieved with as few as 12 interviews. The call
was disseminated through the Portuguese Network for the Support of
Domestic Violence Victims with the aid of a governmental organization
(CiG). Additionally, it was shared by nongovernmental organizations, such as
the APAYV, and social networks to reach the most diverse sample possible.

A total of 15 participants were interviewed, but one participant was not
included in the analysis because in the later stages of his interview he clari-
fied that he had experienced a form of violence other than IPV. Thus, 14
participants were included for analysis (M=34years old, SD=8years old,
ranging from 24 to 51 years old). Most participants were single, were work-
ing at the moment of participation, and had at least an undergraduate degree.
Six participants identified as heterosexual, two as bisexual, and five as gay
men. One participant did not disclose his sexual orientation. Only one partici-
pant, “O,” was not Portuguese, as he had a migrant background. Our partici-
pants were subject to different forms of IPV, namely psychological (e.g.,
diminishing one’s value), physical (e.g., stabbing), sexual (e.g., forcing sex-
ual contact), and economical (e.g., nonconsensual use of private funds).
Relationship duration ranged from 8 months to 19 years, and only one partici-
pant remained in the relationship in which he was abused (see Table 1 for an
overview of sociodemographic and abusive relationship characteristics).

Interview Protocol

The interview protocol was semi-structured, and its development was based
on the existing literature on IPV, its dynamics and processes, and additional
stressors that men in same-sex relationships may experience.! It also consid-
ered research on effective health campaign design and the ELM and the
EPPM. We opted for the use of a semi-structured approach given the novelty
of this topic and to allow for the emergence of other topics that could signifi-
cantly contribute to our data.

After a final draft was concluded, the protocol was reviewed by three
stakeholders: a clinical psychologist, a victim support technician, and an
LGBTI activist. The protocol was then pretested with two males and a female
who were Psychology researchers and were not part of our sample. These
researchers imagined being in a hypothetical IPV situation to further improve
clarity and the flow of the script. After this process was concluded, a
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Table |I. Sociodemographic Characteristics.
Variable N %
Occupational status
Student I 7.1
Employed I 78.6
Unemployed 2 14.3
Education level
Primary 3 214
Secondary 2 14.3
Bachelor’s degree 6 42.9
Master’s degree 2 14.3
Other I 7.1
Living context
Urban I 78.6
Rural 2 14.3
Mixed I 7.1
Sexual orientation
Heterosexual 6 429
Gay 5 357
Bisexual 2 14.3
Not disclosed I 7.1
Civil status
Single I 78.6
Married I 7.1
Divorced 2 14.3
Has dependents
No 10 714
Yes 4 28.6
Abusive relationship length
Less than | year 3 214
Between | and 5years 7 50.0
Between 6 and |Oyears 2 14.3
Over |0years 2 14.3
Filed a criminal complaint
Yes 8 57.1
No 6 429

Portuguese and an English version of the protocol were finalized and were
used in all interviews without further changes. The protocol was comprised
of both open-ended (e.g., “In your opinion, how is intimate partner violence
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directed at men seen in today’s society?) and more specific questions (e.g.,
“How long did this relationship last?). The interview protocol is presented in
Supplemental Appendix A.

Materials

As part of the assessment of impressions on specific Portuguese IPV cam-
paigns, three pictorial campaigns were presented to participants. The posters
were printed on an A4 sheet of paper in color and were provided to partici-
pants during the corresponding section of the interview. To the best of our
knowledge, the authors of this study did not contact the campaigns’ promot-
ing entity, and no information about the campaign development and testing
was publicly available.

One of the campaigns, henceforth entitled “X-Ray,” portrayed an X-ray of
a person’s skull, highlighting that feeling shame is an invisible yet significant
part of being a male and being victimized. Another campaign, “Friends,”
presents a “selfie” taken by three people (two men and one woman), in which
one of the men has a bruised cheek. Lastly, the campaign “Sweatshirt” por-
trays a sweatshirt with the word “victim” written on it, stating that anyone
can be a “victim” of crime (APAV, n.d.). See Supplemental Appendix D for
more details on the materials. These pictorial campaigns were specifically
chosen because they presented information that was key to men’s abusive
processes, and the information was commonly presented in more generic [PV
campaigns, potentially maximizing the external validity of our findings. We
highlight that the authors of this study attributed names to each campaign to
improve clarity when describing our findings. These names do not represent
the actual title or name of the campaigns. Furthermore, to our knowledge, the
campaign designated as “X-Ray” is the only IPV campaign in Portugal that
has been created exclusively for victimized males. The campaign “Friends”
was chosen because it visually depicts bruises on a man while referencing
victimization. Finally, the campaign “Sweatshirt” was chosen because we
aimed to understand how a more ambiguous message (i.e., not specifically
identifying male victimization) was perceived by victimized males.

Coding Taxonomy Development

The coding taxonomy was both deductively and inductively developed. On a
deductive level, we considered the literature on IPV and research on health
campaign design, to formulate themes such as the perceived impact and tar-
gets of the campaigns. Literature on the EPPM (Witte et al., 2001) and ELM
(Petty & Cacioppo, 1986) was also key to inform the creation of specific
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questions about the four constructs of the EPPM and the characteristics of the
person portrayed in the campaign (i.e., a potential heuristic as stated in the
ELM).

On an inductive level, the initial coding taxonomy was applied to a small
sample of interviews which allowed for the identification of new categories
that better represented the data. This inductive level coding was essential to
identify constructs that emerged and were not considered in the scopes of the
considered theoretical models. By doing so, the plurality of perspectives on
these topics was more adequately represented. A final version of the taxon-
omy was created after its application to all data, as a result of an iterative
process of organization and distinction between the categories and their
meanings.

Taxonomy Categories

Our analysis generated 30 categories, 57 subcategories, and 13 (sub) subcat-
egories, applied to 14 units of analysis. These represent a wide range of con-
structs, such as the needs men had when they were being victimized (i.e.,
“Men’s needs”) or men’s impressions of the perceived effectiveness of [PV
campaigns for the general public (i.e., “Perceived Effectiveness General
Public”). A full description of all categories is provided in the Supplemental
Appendix B.

Firstly, we addressed the overall awareness about existing campaigns in
Portugal, including participants’ recollections of specific characteristics in
these campaigns. Our second main group of questions focused on impres-
sions about three specific pictorial Portuguese campaigns. Our categories in
this group encompass general evaluation as well as specific impressions
about each of these campaigns. We considered the four theoretical constructs
of the EPPM and the characteristics of the person portrayed in the message as
a possible heuristic from the ELM (i.e., to assess the potential importance of
credibility and similarity in persuasion). The last group of questions corre-
sponds to men’s contributions to the development of new campaigns. This
group included both general and specific aspects of the campaigns and pre-
sented links with previously discussed concepts of the theoretical models
under study.

Coding Process

The coding process followed a post-positivist approach, which highlights the
constructivist role that data observation and interpretation have in the sense-
making of a given phenomenon, as well as the importance of anchoring data
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analysis in theoretical perspectives to achieve a more objective, consensual,
and verifiable representation of reality (Panhwar et al., 2017). Thematic anal-
ysis was used to code the textual content of the interviews, aiming to identify,
analyze, and report patterns within data (Braun & Clarke, 2006). The explicit
written content of the interviews was coded, with one researcher coding all
interview materials, and the second independent rater coding 50% of these
materials. The researcher who conducted the interviews and coded the total-
ity of data has a background in Social Psychology, having obtained specific
training in IPV and LGBT-related topics. The other researcher was not famil-
iarized with the topics under study and was provided with the coding taxon-
omy and its descriptions. Discussions were had to clarify the meanings of
certain categories, but we aimed to reduce the potential bias of familiarity
with the topic that the second researcher could have. Data were coded using
QSR Nvivo 12 software and complementarily organized with Microsoft
Excel.

Risk of Bias Assessment

Interrater reliability was calculated considering different reliability indexes
(Cohen’s K; Prevalence and Bias Adjusted Kappa [PABAK] and Maximum
Kappa—K ., when applicable). These indexes complement the commonly
used Cohen’s K and provide information about how interrater reliability may
be impacted by variations in prevalence’ and bias® between raters (i.e.,
PABAK), and how the maximum possible K (i.e., K, ., may be affected by
marginal values (Flight & Julious, 2015). In summary, all the previously
mentioned measures should be considered when analyzing interrater reliabil-
ity as they provide different types of information about the same process (Sim
& Wright, 2005). For the extrapolation of these indexes, both IBM SPSS
(v25) software and the DAG_ Stat tool (Mackinnon, 2000) were used. Overall,
the mean interrater agreement in our study as stated by Cohen’s K was con-
sidered to be very strong (Cohen’s K=0.93) according to Landis & Koch’s
cutoff proposal (Landis & Koch, 1977). A comprehensive view of these
indexes is presented in Supplemental Appendix C showing that overall inter-

rater reliability was very good.

Procedure

Interviews took place in different locations in Portugal, and in each session in
which only the interviewer and the interviewee were present, participants
provided their written informed consent after being explained the study’s
conditions. All participants consented to the sound recording of their
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interviews a priori, and the recording equipment was always visible. Firstly,
participants were first inquired about their general awareness and recollec-
tion of public awareness campaigns that focused on IPV and domestic vio-
lence in Portugal. Afterward, they were presented with the three different
pictorial campaigns and asked about their impressions. Lastly, participants
were questioned about their suggestions for the development of new cam-
paigns. After the end of the interviews, and to avoid potentially negative
effects of discussing a sensitive topic, participants were provided with infor-
mation about help resources. The sessions recorded in audio were transcribed
and anonymized for data coding by the independent coder. Only the main
researcher had access to and transcribed the sound files that resulted from the
interviews. The average duration of the interviews was 2hours, ranging
between 1 hour 30 minutes and 2 hours and 30 minutes.

Results

The findings of the analysis will be presented in three main sections: knowl-
edge and beliefs about IPV campaigns, impressions about this study’s three
poster campaigns, and recommendations for the development of targeted
campaigns. Understanding how victimized men viewed and thought of gen-
eral IPV campaigns before being exposed to the three posters allowed us to
make a “baseline” assessment of their beliefs on this topic. It also provided
key information about the campaigns’ perceived effectiveness and impact,
and what characteristics stood out and were more easily recalled, even if
years had passed since the moment of exposure.

Knowledge and Beliefs About IPV Campaigns and Their
Outcomes

This section aims to depict preexisting knowledge and beliefs about the char-
acteristics of Portuguese campaigns on domestic violence/IPV and their
potential effects.

Lack of awareness about public IPV campaigns directed at victimized men. A
small number of participants recalled having seen a campaign on domestic
violence or IPV at the time of their victimization, remembering campaigns
that focused on female victims of male perpetrators (n=>5). For those who
remembered being exposed to these campaigns, they considered that the tar-
gets were the bystanders since campaigns asked to act when violence is
detected by calling a helpline or reporting to the police. Only one participant
recalled a campaign specifically directed at victimized men. They recalled
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seeing these campaigns being shared mostly on television and social media,
but billboards, magazines, hospitals, local health clinics, and police stations
were also reported.

Low perceptions of effectiveness and impact on victimized individuals. Overall,
participants felt that the global perceived effectiveness of IPV campaigns was
lacking, and different contributing factors were provided. Some participants
stated that they did not perceive beneficial outcomes of existing campaigns
on their abusive process (n=5), mostly because in their views the campaigns
do not lead victimized individuals to act. Additionally, victimized males felt
that campaigns did not result in an overall reduction of domestic violence or
[PV, but this observation was also attributed to perceptions of ineffectiveness
from the legal system to respond to and accommodate those who experience
IPV.

Campaigns’ potential to break the silence and facilitate help-seeking. None-
theless, some participants found that campaigns can have some effective-
ness in improving different outcomes. For instance, several men mentioned
that campaigns could potentially break the silence surrounding male vic-
timization and facilitate help-seeking, namely for those who are at extreme
points in their victimization process (e.g., physical violence) (n=10). In
this sense, campaigns could work as a starting point, but not as a solution to
the problem. Only one participant stated that campaigns let him know there
was a way out, informing him that there was someone trained to deal with
the issues of IPV.

Impressions About the Three Pictorial Campaigns

This section aims to depict participants’ impressions about the three pictorial
campaigns they were exposed to as part of this study. Only one participant
had ever seen one of these campaigns before participating, with the remain-
ing participants not recalling ever being exposed to them previously.

Differing perceptions on perceived effectiveness for victimized individuals. Regard-
ing the perceived effectiveness of these specific campaigns for male targets
of violence, opinions were evenly mixed. On one hand, some men (n=7)
thought that they were effective because they drew attention to male victim-
ization, especially a campaign that specifically stated that men were “vic-
tims.” This approach could signal that the organization is aware and prepared
to handle male victimization, which along with consistently providing infor-
mation on helplines might encourage help-seeking. On the other hand,
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several men (n=5) indicated that they did not strongly believe campaigns
would lead targets of violence to act.

Clearly directed and explained campaigns that feature “real people.” Abused
men praised messages and slogans that were direct and clear in their purpose
and recommended response, in contrast with those which were ambiguous or
required more elaboration (n=7). Portraying realistic “everyday people” was
rated as best given that it had a higher potential for identification (n=5).
Campaigns that looked more modern and featured an overall eye-catching
design were evaluated as better. Participants found that campaigns that did
not stand out or were poorly executed had reduced appeal (n=4). These find-
ings can be linked to some of the tenets of the ELM and their role in facilitat-
ing persuasion. Additionally, some men voiced praise for the depiction of
psychological violence, as it remained an under-discussed type of violence
(n=3). When faced with a campaign that did not state which type of violence
people can experience, one man nevertheless pointed out that this could be
beneficial to allow more people to identify with the campaigns.

Not directly stating who was the aggressor was pointed out as a potential
drawback by one participant because it often led the viewer toward preestab-
lished notions that did not consider situations such as violence in same-sex
relationships. This was further highlighted by the fact that two of the slogans
used had considerably different interpretations. Furthermore, one participant
specifically expressed his dissatisfaction with the design company that devel-
oped the campaign, stating that campaigns should be designed in collabora-
tion with people who had gone through experiences of IPV.

[name of design company] . . . this cannot be done by people who did not go
through this, this has to be done by people who went through this because it has
to convey a feeling (. . .) this does not convey a feeling. (G, 36years old)

Dissonant views about evoking shame, victimhood, and bruises in campaigns. Sev-
eral participants commended the portrayal of shame as a mark of the abuse as
they felt it adequately represented the experiences victimized men have
(n=06).

In the first poster shame as something ‘normal’ in a person, in a man who is a
victim of domestic violence helps to understand that it is not needed, or this
feeling of shame is not that important to call that number because on the other
side there will certainly be a comprehension about all this, something that
already helps the person overcome that barrier to be able to call. (E, 35years
old)
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In contrast with participants who saw it as a positive aspect, some partici-
pants stated that mentioning shame could further stigmatize victimized men,
perpetuating stereotypes about masculinity and hindering help-seeking
(n=06).

I think it trivializes the matter a lot (. . .) shame isn’t just shame, it is fear, it is
depression, it could really be physical marks, so . . . (. . .) it doesn’t correct
anything (. . .) if [ see this it will not improve my life in any way. (A, 26 years
old)

Presenting the word “victim” in the piece of clothing in the “Sweatshirt”
campaign also elicited several negative reactions that focused on how the
identity of “victim” is something seen as pejorative and that men would not
want to be (n=4).

I don’t want to be part of a club (. . .) nobody wants to wear a sweatshirt that
says victim so. . . it might fit any person (. . .) but nobody wants to use it, so
this doesn’t make sense in my opinion (. . .) it is aggressive. (G, 36 years old)

I think a problem is created with the word victim (. . .) it being associated with
a pejorative and an inferior thing, a victim is a person who is below [others]
(. . .) aman will not want to be a victim. (B, 23 years old)

Furthermore, the depiction of actual bruises was seen by some as too
aggressive or reductive of the entire experience of violence that usually
includes psychological violence as well, potentially leading to the invisibility
of other types of violence (n=3).

EPPM—Lack of information on the effectiveness of recommended responses. Self-
efficacy-related information was provided in all campaigns as perceived by
most participants, but three participants stated that no self-efficacy informa-
tion was presented. When asked about whether there was a recommended
response to avert the threat present in the campaigns, most participants stated
that helplines were suggested (n=9). Nevertheless, a small number of partici-
pants considered that no information in the campaigns represented a recom-
mended response to overcome IPV. Subsequently, when asked if there was
information available in the campaign about how effective the recommended
response was in dealing with the threat, all but one participant indicated that
none of the campaigns provided this type of information. The single partici-
pant who indicated that there was information on this aspect interpreted the
entire campaign as an efficacy source. Another participant voiced concerns
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that were interpreted as part of this topic when discussing the effectiveness of
the campaigns, by questioning what he would gain and what would happen if
he called.

What will I gain by contacting [organization]? (. . .) I don’t know what is going
to happen, will I stop being a victim? What will I become then? What will I
contact you for? (I, 28 years old)

Participants felt that conveying information about statistics could convey
threat susceptibility (n=4), but most participants did not recall seeing this
information in the campaigns. Threat severity was mostly seen as being pres-
ent via the bruise in the “Friends” campaign as well as the “X-ray” campaign
as it alluded to a clinical situation and suggested psychological suffering
(n=06). Conversely, essentially half of the sample did not find that informa-
tion of victimization severity was present.

Participant’s Recommendations for the Creation of New
Campaigns

When asked about their recommendations for the design of new campaigns
targeting victimized men, considering their needs and experience of victim-
ization, men offered different perspectives that will be addressed in the fol-
lowing sub-sections.

Providing clear information about violence that is representative of diversity.
Explicit information about the different types of violence was considered one
of the most relevant types of information across participants (n=7). It could
be conveyed in the form of testimonies, reenactments, or simple checklists that
would make it easier for victims and bystanders to identify with the situation or
have concrete information available. Due to the complex nature of victimiza-
tion, specific information should address how hard it is to identify violence as
violence, and what are its early signs. Mainly gay and bisexual participants
emphasized the importance of portraying nonheterosexual realities, to increase
public awareness about violence in same-sex relationships (n=4).

(.. .) the most important is (. ..) for the campaigns to have an instructive
impact and educate people that these cases exist (. . .) be it [violence] from a
man to a woman, a woman to a man, a man to another man, a woman to another
woman. (E, 35 years old)

Information regarding legal rights was not found very adequate by some
participants (n=4). In what concerns the type of channels to be used, video
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formats were emphasized as potentially more appealing than pictorial for-
mats by three participants.

Portraying normative men. As postulated in the ELM about the potential role
of message source similarity and credibility as a persuasion heuristic, most
participants would portray males similar to them on the campaigns, providing
testimonies, for example, to not only improve the credibility of the campaign
but also to improve identification (n=38).

(. . .) testimonies, people who went through this and lost their shame, to help
others” (L, 42 years old)

(. . .) there had to be a resemblance, (. . .) a person could look and identify with
that character, that man, and have some empathy and think, I look like him. (G,
36years old)

Other suggestions were using physicians who advised or recommended
something (n=4), and lastly, two participants mentioned the possible use of
celebrities. The people portrayed should represent the LGBT community as
well, as stated by gay and bisexual participants (n=4).

Appealing to emotions. Some participants preferred a more emotional mes-
sage when compared with a more logical or rational one (n=5). This would
mean that campaigns would have to capture participants’ attention by trig-
gering pertinent emotions in their processes. Three participants preferred a
mixed approach with both types.

EPPM—Feeling susceptible, empowered, and understanding what happens when
help is sought is key. Participants’ suggestions about the content of future cam-
paigns were also in line with the four theoretical constructs of the EPPM,
which will be presented in the following subsections.

Threat susceptibility was seen by most men as an important factor of the
EPPM to be present in new campaigns (n7=8). Men suggested that statistics
on the prevalence of violence directed at men could inform not only men that
they are not the only victimized ones but also inform bystanders. Self-efficacy
was highlighted as an important resource and oftentimes crucial in determin-
ing help-seeking efforts (n=28). Other participants mentioned that informa-
tion regarding self-efficacy should be more noticeable in comparison with
other elements of the campaign (n=3).

(. . .) give power to the person to at least know where to call to help deal with
the situation. (M, 38 years old)



Reis et al. NP3553

(. . .) the empowerment to call a helpline or the empowerment to leave these
situations would be really important because that’s the turning point for any
person that may be going through a situation like this. (E, 35 years old)

Several participants reported that it was important to provide information
on helplines (n=38). Efficacy of recommended response was stated as an
important component of future campaigns, explaining the psychological ben-
efits of calling, what happens when people seek help, and in what circum-
stances it applies. One participant felt that recommended responses were not
that important, and another mentioned that conflating information on vio-
lence and helplines might hinder its capacity.

Several participants indicated that presenting information on the serious
physical, psychological, social, and financial consequences of violence was
important (n==6). Social isolation was highlighted as a particularly important
consequence given that it was felt by several participants and impacts the
sense of invisibility of the violence experienced, which leads to more invisi-
bility of men who are victimized. Consequences on future relationships,
dependents, and job performance were also mentioned.

Discussion

This qualitative study aimed to conduct formative evaluation research with
victimized men in different-sex and same-sex relationships to understand
their overall knowledge and impressions about existing Portuguese pictorial
IPV campaigns. Additionally, it collected their needs and recommendations
for the development of new campaigns targeting victimized males. Our anal-
ysis, which took into consideration the literature on IPV, the ELM, and
EPPM, provides important results that are the first of its kind and are a sig-
nificant contribution to the field of male victimization and public awareness
campaigns for this population.

In what concerns overall awareness and beliefs regarding I[PV campaigns
in Portugal, only one of our participants recalled ever seeing a campaign
directed at victimized men. Additionally, men voiced that they did not see
campaigns as effective in leading to actual behavior change nor did they feel
that these campaigns helped them in their abusive process. This may be due
to the lack of visibility surrounding male victimization in different-sex and
same-sex relationships (Edwards et al., 2015; Laskey et al., 2019), something
expressed in this study as an issue campaigns could intervene on. Furthermore,
there is a documented lack of awareness-raising efforts toward victimized
males (Hine et al., 2020; Martin et al., 2019), which may be reflected in
Portugal due to the small number of campaigns focusing on victimized men
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(APAYV, n.d.; Commission for Citizenship and Gender Equality, n.d.-b). Thus,
future campaigns could be directed at victimized men in different-sex and
same-sex relationships, informing targets of violence as well as increasing
awareness in society about this issue. By doing so, crucial information on
topics such as what help resources are available, as well as how effective they
are in helping those victimized could be provided. This could lead to the cor-
rection of misconceptions (e.g., perceptions of the ineffectiveness of the legal
system in handling IPV cases), which in turn could potentially lead to better
attitudes, perceived effectiveness, and actual help-seeking behaviors. We
must nevertheless highlight that to our knowledge a unified and consensual
definition of “perceived effectiveness” in the covered literature remains to be
developed. This is due to discrepancies in the theoretical underpinnings,
study designs, and methodologies used in this field, which limit the compari-
son of results across studies (Noar, 2006).

Regarding the impressions on specific campaigns, on one hand, it should
be highlighted that many positive aspects were found, and that if adequate,
could be replicated in future campaigns. Overall men seem to prefer mes-
sages that are clear and direct, and that identify the different possible types of
violence. Importantly, most participants perceived that self-efficacy was
present in all campaigns. This construct is central in leading to attitude and
behavior change by theoretical frameworks such as the EPPM (Witte et al.,
2001) and the Theory of Planned Behavior (Ajzen, 1991) and has been previ-
ously suggested to be central in campaigns directed at victimized women
(West, 2013). On the other hand, some topics are deserving of more attention
by future intervention developers, namely when covering topics such as
shame, using the word “victim” and depicting explicit bruises or wounds.

Regarding shame, the literature has highlighted it to be a common experi-
ence in victimized females (McCleary-Sills et al., 2016) and males (Hine
et al., 2020). Developers should be cautious not to further stigmatize those
who have and could be currently struggling with this issue, as previous
research with victimized women suggests (West, 2013). The use of the word
“victim” should also be thought of carefully, as previous literature on IPV
reveals the struggles of those who experience stigma and in coming to terms
with their identities (Eckstein, 2010). The intersection of stigmatized identi-
ties, hegemonic masculinity norms, and LGBT-specific processes (Stiles-
Shields & Carroll, 2015) plays an important role in men’s abusive and
help-seeking processes (Eckstein, 2010) and should be considered when
designing interventions.

Presenting explicit bruises and wounds also received mixed responses,
and this may echo the findings by West (2013) with female targets of vio-
lence, and previous analyses of campaigns directed at the same population
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(Magaraggia & Cherubini, 2017). If for once it could be used as an attention-
grabbing visual cue according to the ELM (Petty & Cacioppo, 1986), without
further testing, researchers should be mindful of how these graphic depic-
tions might be more harmful than beneficial, leading people to deny or avoid
the message (Witte et al., 2001). Nevertheless, researchers and designers can
investigate what other types of information could be efficient to elicit threat
severity in the target audience without the need for actual depictions of
violence.

Formative evaluation research should also be conducted to pretest the slo-
gans and information presented, as in our study men did not entirely agree on
a single interpretation, leaving room to improve their clarity and degree of
understanding (Lee & Kotler, 2019). This can also potentially be a heuristic
cue, as stated in the ELM, given that complex arguments may require higher
cognitive elaboration, and as a consequence may discourage viewers to pro-
cess and integrate the message (Petty & Cacioppo, 1986). All of this may
have contributed to the mixed perceived effectiveness of these campaigns for
male targets of violence, which is in line with previous qualitative (West,
2013) and quantitative findings (Campbell & Manganello, 2013).

Most participants did not perceive several constructs of the EPPM to be
present, such as the effectiveness of the recommended response (i.e.,
helplines), which is in line with Reis et al.’s (2020) conclusions and could be
crucial in improving awareness about help services and what they can pro-
vide. The fact that men felt that campaigns do not lead people who experi-
ence IPV to act may also be explained by many factors that are independent
of campaigns. Leading people to act based on messages is a multifaceted
issue that has been the focus of decades of research in health promotion
(Abroms & Maibach, 2008), and the fact that people are in a situation of
added vulnerability and potential danger adds a layer of complexity to this
topic.

Nevertheless, on a more subjective level, but that is inherently linked with
the principles of formative evaluation research, we highlight that one man
voiced that efforts such as campaigns should be developed “by people who
went through” violence. Not only does this potentially add to the effective-
ness of the campaigns, potentially reducing unwanted negative effects, but it
is an important ethical consideration when researching populations who have
been consistently victimized and made invisible (Roffee & Waling, 2017).

Finally, our sample of men who were the targets of IPV offered their
insights regarding the development of new campaigns directed at victimized
men. Men would design these campaigns to feature information on different
types of violence and how to identify its early signs. One crucial aspect that
could potentially serve as a cognitive heuristic according to the ELM (Petty
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& Cacioppo, 1986) is their suggestion for the portrayal of men “like them,”
someone whom they could see themselves in. The role of message source
similarity and credibility in potentially increasing persuasion has been docu-
mented previously and could be explored in future research (Jones et al.,
2003; Rice & Atkin, 2013). Previous research of pictorial campaigns directed
at victimized men highlighted that mostly normative, young, and White
males were represented (Reis et al., 2020), but this is a very limited represen-
tation of males who experienced IPV. Thus, we highlight the need for ade-
quate and meaningful representation that encompasses men who are in
same-sex relationships, men of different ages, ethnicities, degrees of func-
tionality, as well as other individual or cultural characteristics. Considering
different languages other than the countries’ native language is also important
as one man did not speak Portuguese and did not understand the campaigns’
content until it was translated to him.

Regarding the constructs of the EPPM, victimized men found essentially
all to be important to be presented in future campaigns, with an emphasis on
threat susceptibility, which is in line with recommendations by Reis et al.
(2020). Nevertheless, pushing for these constructs should be done while pre-
testing these stimuli in order not to generate unwanted negative responses.

Limitations

This study has different limitations that could be improved upon in future
research. Firstly, in our data collection, we could not gather the impressions
of older victimized males and/or trans men. This may be due to the added
invisibility and stigma of IPV in these populations, but gathering their impres-
sions is central for understanding their specific circumstances of violence and
the development of specific interventions for these populations. Secondly,
participants’ victimization frequency and severity ranged considerably, which
could influence their impressions. Future studies could try to discern how
different degrees of victimization frequency and severity influence percep-
tions of campaigns. In line with this, participants were asked to recall memo-
ries in negative circumstances of their lives, which may have impacted the
accuracy of recall. Thus, a third limitation pertains to our retrospective meth-
odological approach, which could be improved by including the specific
assessment of how memory may be impacted by IPV. Fourthly, our study
allowed participants to view all aspects of each campaign without a time
limit, which may not be representative of actual real-life contexts. Future
studies could study recollection of campaigns in real-life contexts after
implementation and select different types of campaigns. Additionally, other
theoretical models such as the Health Belief Model (Rosenstock, 1974) could
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be pertinent for the study of the topics at hand. Lastly, we would like to high-
light that the authors did not contact the campaigns’ promoting entity and
were not aware of the different considerations taken during campaign devel-
opment, or if any evaluation research was carried out. It is possible that some
aspects of the campaigns design, mentioned in this article, were covered dur-
ing the development of the campaigns under study.

Conclusion

IPV negatively impacts the lives of women and men worldwide, but research
thus far has scarcely addressed the victimization of males and the develop-
ment of targeted interventions for them. This study presented formative eval-
uation research conducted with victimized males in abusive different-sex and
same-sex relationships to collect information about their awareness, beliefs
about [PV campaigns directed at men who were targets of IPV, and recom-
mendations for the creation of new campaigns. To the best of our knowledge,
this is the first research to investigate awareness campaigns targeted at abused
men taking into account their feedback.

Overall participants did not recollect IPV campaigns, nor did they feel
these campaigns had any influence on their abusive process. In terms of cam-
paign content, men seem to prefer direct and concise information related to
different types of violence, the portrayal of realistic men such as them, and
the presence of information regarding threat susceptibility, self-efficacy, and
efficacy of the recommended response in the campaign. Our findings seem to
corroborate some results obtained with abused women but also add a signifi-
cant amount of theoretically grounded considerations that campaign develop-
ers should consider in future efforts.

It is not possible to create universally accepted campaigns, but our findings
suggest the multiplicity of perspectives the same pieces of information may
have. Our results highlight the need to continue using theory-based formative
evaluation research and pretest of materials before dissemination in a popula-
tion that is already victimized and in a situation of added vulnerability. Future
research could aim to improve on the lack of research on this topic and popula-
tion and to investigate if and how to frame more sensitive topics such as shame
and victimhood while exploring how to address samples of diverse men.
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Notes

1. Data collected pertaining to these topics will be the focus in future research.

2. Prevalence in this context pertains to the probability with which a rater classifies
a portion of data as “one,” in contrast with rating it as “zero.”

3. Bias relates to the symmetry of the rating table and is linked with the frequency
at which raters choose a particular classification over others (i.e., a non-biased
table will be symmetrical) (Flight & Julious, 2015).
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