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Abstract
College campuses continue to face high rates of sexual violence and social marketing

campaigns have emerged as a common prevention strategy. However, there exists no

summative research examining the effectiveness of this approach. A systematic search

yielded 15 evaluations of eight unique prevention campaigns, which contributed to 38

individual outcome measures across four outcome categories (i.e., knowledge, atti-

tudes, intentions/efficacy, and behavior). Summative results are mixed, but show

promising campaign effects for increasing knowledge, modification of some attitudes

toward sexual violence, intentions to participate, and actual participation in preven-

tion activities. More evaluative research is needed for a comprehensive understanding

of campaign effectiveness.
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Introduction

Sexual violence on college campuses is a prevalent public health problem across the
United States. Recent estimates suggest undergraduate students experience the
highest rates of nonconsensual sexual contact, particularly among women (26%) and
gender minority (transgender, nonbinary or genderqueer, gender questioning, or

Simon Fraser University, Burnaby, BC, Canada

Corresponding Author:
Jennifer S. Wong, Simon Fraser University, 8888 University Drive, Burnaby, BC V5A 1S6, Canada.

Email: jenwong@sfu.ca

Research Article

Violence Against Women

2023, Vol. 29(3-4) 495–526

© The Author(s) 2022

Article reuse guidelines:

sagepub.com/journals-permissions

DOI: 10.1177/10778012221092476

journals.sagepub.com/home/vaw

https://orcid.org/0000-0001-7523-7430
mailto:jenwong@sfu.ca
https://us.sagepub.com/en-us/journals-permissions
https://journals.sagepub.com/home/vaw


gender not listed) students (23%; Cantor et al., 2020). To reduce incidents of sexual
violence, the 2013 Campus Sexual Violence Elimination (SaVE) Act (an amendment
to the 1990 Clery Act) requires all Title IX schools to provide incoming students with
sexual violence prevention programming (such as sexual assault and stalking; Griffin
et al., 2017). The SaVE Act is intended to increase transparency in reporting require-
ments specific to sexual violence and harassment on college campuses, guarantee
rights for survivors, establish disciplinary proceedings, and require the implementation
of prevention education programs (RAINN, n.d.). Though compliance with this legis-
lation has reportedly been inconsistent, there has been a sizeable increase in the number
of sexual violence prevention initiatives being implemented across postsecondary
institutions in the United States (Griffin et al., 2017).

While initiatives to prevent sexual violence on college campuses vary in format and
approach, social marketing campaigns have emerged as a common option to raise
awareness of campus sexual violence. This approach is appealing due to (1) the prev-
alence of social media usage among college students (Armstrong &Mahone, 2017), (2)
the primarily passive and cost-effective method of delivery, and (3) it’s capacity to
reach a wide audience (Bridges et al., 2015). Despite the popularity of this approach,
no summative research has examined the effectiveness of social marketing campaigns
as a preventative approach to campus sexual violence. Given the damaging outcomes
that can result from experiencing sexual violence across a variety of psychological,
social, and academic domains (e.g., suicidal thoughts, anxiety, depression [Carey
et al., 2018; Dworkin et al., 2022], social withdrawal, emotional distancing [Georgia
et al., 2018], decreased attendance, lowered GPA [Mengo & Black, 2015]), effective
prevention initiatives are essential. While a sizeable literature has examined the effec-
tiveness of various campus sexual violence prevention programs (e.g., Bringing in the
Bystander; Banyard et al., 2009), research focused on social marketing campaigns is
more limited. The current study presents the results of a systematic review of the exist-
ing literature on the effectiveness of college sexual violence prevention campaigns.

Strategies to Prevent Sexual Violence on College Campuses

Sexual violence prevention strategies aim to reduce or eliminate incidents of sexual
violence within the campus community by addressing knowledge, attitudes, and
behaviors related to sexual violence and misogynistic culture. Prevention strategies
include, for example, awareness campaigns (to raise awareness of sexual violence as
a problem; e.g., Red Flag Campaign; Carlyle et al., 2022), educational programs (to
educate students about consent, and rape myths; e.g., Relationship Remix; Bonar,
2019), sexual assault risk reduction programs (i.e., teach students skills to reduce
their risk of sexual assault victimization; e.g., EAAA Sexual Assault Resistance;
Senn et al., 2015), or bystander education (i.e., teach skills to intervene when witness-
ing incidents of sexual violence; e.g., Bringing in the Bystander; Banyard et al., 2004).
In addition, prevention strategies include environmental factors such as open-design
campus spaces, increased lighting, increased security patrols at night, and “safe
walk” programs (Griffin et al., 2017). Prevention initiatives also take several different
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forms, such as classroom-based education programs (single or multisession), large
scale, assembly style presentations (e.g., during freshman orientation), or media/
social marketing campaigns (Untied & Orchowski, 2013).

Social Marketing Campaigns for Sexual Violence Prevention. Social marketing campaigns
have increased in prevalence in recent years due to their ease of implementation and
dissemination (Wandersman & Florin, 2003). Compared to in-person programs, cam-
paigns provide colleges with an efficient option for delivering sexual violence preven-
tion content to the campus community. For example, educational programs such as
multisession courses require a greater time commitment for participants and can
range from 1 to 42 h of instructional time (DeGue et al., 2014). In-person instructional
programs also require additional resources such as space and facilitators and may
require increased financial support. Certain programs also have difficulty reaching a
large proportion of students; while presentation style programs can be implemented
with large groups (e.g., during freshman orientation), workshop-style programs typi-
cally require participants to register and are presented to much smaller groups (e.g.,
Amar et al., 2015; Banyard et al., 2007). Campaigns can address some of these gaps
as they have the capacity to reach many members of the campus community due to
their flexibility in dissemination; campaign materials can be displayed across
campus in places where students congregate or in high-traffic, high-visibility areas
(Bridges et al., 2015).

Campaign strategies have demonstrated effectiveness in conveying information and
changing behaviors in several areas of public health education, such as high-risk drink-
ing behaviors (Glider et al., 2001) and emergency contraception (Trussel et al., 2001).
More recently, the use of campaigns has expanded into the area of sexual violence pre-
vention (Stanley et al., 2017). Campaigns targeting sexual violence on college cam-
puses are typically used to increase knowledge and address attitudes surrounding
sexual violence among students (Gidycz et al., 2011; Untied & Orchowski, 2013).
Some campaign initiatives also provide strategies for behavioral change (Randolph
& Viswanath, 2004). To achieve this change, campaigns often target beliefs within
the community by using a social norms approach. Rooted in the concept of conformity,
this approach suggests that behaviors are influenced by our perception of others; we are
more likely to engage in behavior that we think will be accepted by and match the
behaviors of our peers and community (Burchell et al., 2013). As college students
are often navigating increased independence and encountering new social experiences
(Reingle et al., 2009), campaigns can prepare students for how to handle the challenges
associated with new experiences such as those related to alcohol use or consent.
Additionally, campaigns that advise students on how to respond to these situations
can provide a framework for students to understand their social environment and
what is considered to be acceptable behavior. By targeting attitudes and behaviors
through the lens of social norms and providing convenient sources of information,
campaigns have the potential to address the problem of campus sexual violence by
enacting change from within the student culture.
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Traditionally, campaigns have been implemented through print methods such as
posters and flyers (Untied & Orchowski, 2013). More recently, dissemination
approaches have been expanded to include online methods such as websites and
social media (Armstrong & Mahone, 2017). Online methods of dissemination are a
unique benefit of campaigns as students are exposed to campaign messages both on
and off campus. In addition, presenting campaign materials via social media offers
unique opportunities for students to interact with the information being disseminated
(Armstrong & Mahone, 2017). For instance, students may have the opportunity to
post their own experiences to the campaign sites, make comments, ask questions, or
interact with other students who share similar experiences (DeMaria et al., 2018;
e.g., see Define Your Line [Ortiz & Shafer, 2018]).

The Current Study

Substantial empirical research has focused on evaluating the effects of college sexual
violence prevention initiatives, including many systematic reviews and meta-analyses
that synthesize program impacts (e.g., Evans et al., 2019; Jouriles et al., 2018; Kettrey
& Marx, 2020; Mujal et al., 2021). A notable gap in the summative review literature
exists with respect to sexual violence prevention campaigns specifically (e.g.,
posters and social media). Given the prevalence of campaign methods across college
campuses, understanding the effectiveness of such efforts is critical to our overall
understanding of sexual violence prevention initiatives. The current study initially
sought to conduct a systematic review and meta-analysis to investigate the impacts
of existing sexual violence prevention campaigns. As will be described, the limited
number of existing primary evaluations was not deemed sufficient for quantitative
pooling. Instead, the current study presents a systematic review and description of
the existing empirical evaluations of college sexual violence prevention campaigns.

Methods

A comprehensive search strategy was developed to identify all relevant evaluation
studies of sexual violence prevention campaigns on college campuses. The search
strategy (Table 1) included terms related to three constructs: (1) college, (2) sexual vio-
lence, and (3) campaign. The search was applied to 29 electronic databases (e.g., Social
Sciences Full Text; see Supplemental Appendix 1) and key terms were searched in the
Abstract field. To be included for selection, studies must have evaluated a sexual vio-
lence campaign that was implemented on a college campus. A campaign was defined as
the passive dissemination of information intended for a wide audience and could
include methods such as posters, banners, flyers, text messages, magazines, and
social media. The campaign could also include additional components (e.g., a brief pre-
sentation), however, the campaign must have been the substantial focus of the overall
intervention and the delivery must have primarily been passive in nature (i.e., minimal
to no interaction with campaign leaders). If the campaign was presented in conjunction
with a prevention program, the effects of the campaign component must have been
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assessed independently from the program (so as to not conflate the impacts of the cam-
paign with those of the program).

Articles must have been published in English or French between January 1, 2000,
and February 10, 2021. Additional sources were searched to identify unpublished
works such as technical reports, theses, and dissertations. These included Google
and Google Scholar, 20 organization websites (e.g., National Sexual Violence
Resource Center), 17 academic journals that often publish articles on sexual violence
prevention (e.g., Journal of Interpersonal Violence and Journal of Community
Psychology), and the curricula vitae of seven key authors in the field (e.g.,
V. Banyard, M. Moynihan, and S. Potter). See Supplemental Appendix 1 for details.
As the search functions for the grey literature sources were more limited, shorter
and modified sets of search terms were used and the first 100 hits for each search iter-
ation were examined.

The systematic search was conducted by the three authors of the current study. Each
reviewer independently searched a set of databases and/or grey literature sources and
screened titles to identify relevant studies to be retrieved for further review; a merged
list of potentially eligible studies was compiled from all reviewers following comple-
tion of the search. The reviewers then shared the task of applying the selection criteria
to the study abstracts to determine which articles should be retrieved for further review;
each study was screened by two reviewers. Last, two reviewers applied the selection
criteria to the full-text articles to determine the final studies to be included for exhaus-
tive coding.

Analytic Approach

Coding. Two reviewers extracted data for 58 variables from eligible studies, including
general study information (e.g., program year and location), program characteristics
(e.g., campaign elements and duration of campaign), study characteristics (e.g., research

Table 1. Comprehensive Search Terms and Search Sources.

Construct Key terms

University/

college

“universit*” or “colleg*” or “higher education” or “campus*” or “undergrad*”

Sexual

violence

“intimate partner violence” or “partner violence” or “IPV” or “partner abus*” or
“dating violence” or “relationship violence” or “dating abuse” or “dating
aggression” or “relationship aggression” or “sexual* violen*” or “sexual*
aggressi*” or “sexual* abus*” or “sexual assault” or “rape” or “date rape” or
“acquaintance rape” or “bystander*"

Campaign “strateg*” or “interven*” or “prevent*” or “program*” or “campaign*” or “training or
workshop” or “education” or “online” or “poster” or “social marketing” or “text
message” or “mass communication” or “awareness or initiative*”

NOT “online survey*” or “online questionnaire*” or “online study” or “collect* online”
or “complet* online” or “recruit* online”
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design), sample characteristics (e.g., demographics and sample size), outcome measures
(e.g., tools/scales used to measure outcomes), and general study findings. Data were
cross-validated by two reviewers, and disagreements were discussed until 100% agree-
ment was reached on all variables.

Outcome Measures. To summarize the impacts of existing sexual violence prevention
campaigns, the current study examines campaign impacts by separating outcome mea-
sures into four primary categories: (1) knowledge, (2) attitudes, (3) intentions/efficacy,
and (4) behaviors. Knowledge outcomes refer to those that examine knowledge about
sexual violence-related topics (e.g., types of violent behaviors, understanding of
consent, and peer norms) and were split into subcategories of knowledge and perceived
norms. Attitudinal outcomes include measures that assess participants’ beliefs, percep-
tions, or levels of acceptance of sexual violence-related norms or behaviors. Attitudinal
outcome measures comprise four subcategories: rape myth acceptance, precontempla-
tion, attitudes toward bystander behavior, and attitudes toward sexual communication.
Measures were classified as intentions or efficacy if they addressed participants’ will-
ingness or level of confidence to engage in a specific behavior; these include bystander
intentions, intentions to obtain sexual consent, contemplation, and bystander efficacy.
Last, behavioral outcomes include those that focus on changes in participants’ behav-
iors or active participation in certain activities; these include bystander behavior,
action, and positive sexual behaviors. See Table 2 for details.

Data Synthesis. Descriptions of the evaluated campaigns were developed using data on
the intervention content, materials, dissemination methods, and locations. To assess
campaign effectiveness, where possible, effect sizes were calculated as standardized
mean differences using three types of reported outcome data: (1) pre test and
post test means with standard deviations for a treatment and control group (n= 14); (2)
pre test and post test means, standard deviations, and t-test for a single treatment group
(n= 1); and (3) post test means with standard deviations for a treatment and compar-
ison group (n= 8). Data required for standardized effect size calculation was only
available for 23 of the 38 reported outcome measures; author-reported outcome
data was used for the remaining 15 measures. Independent samples in each subcat-
egory were required; if multiple studies were identified using the same sample, only
one study was used for each measure. Results were classified into four primary
outcome categories, each with specific subcategories as explained previously.
Across each subcategory, results were summarized to estimate an overall treatment
impact of the evaluated campaigns.

Results

Systematic Search Results

The systematic search of 29 databases resulted in a total of 12, 998 studies for review.
Duplication was common across searches and the number of grey literature hits was not
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Table 2. Outcome Measure Categories and Subcategories.

Overall

category Subcategory Example measures

Knowledge Knowledge Whether participants gained and/or retained

knowledge of information presented in the

campaign.

Perceived norms Participant agreement on statements about their

peers’ activities related to sexual assault

prevention (e.g., “most students would

support someone if they saw him/her trying to

prevent sexual assault from happening”; Hust
et al., 2017).

Attitudes Rape myth acceptance Participant level of endorsement of sexual

violence myths and misconceptionsa (e.g., “If
the rapist doesn’t have a weapon, you really

can’t call it rape”; Payne et al., 1999).

Precontemplationb Participant awareness of the problem of sexual

violence on campus (e.g., “I don’t think there is
much I can do about sexual assault on

campus”; Potter et al., 2011).
Attitudes toward

bystander behavior

Participant ratings of how beneficial they believe

certain behaviors are for preventing harmful

events (Borsky et al., 2018) or their agreement

with statements such as “I/most male students

would admire someone who intervened to

prevent abuse, sexual assault, or stalking”
(Mennicke et al., 2015).

Attitudes toward sexual

communication

Participant attitudes about healthy sexual

relationship behaviors such as “having a
thoughtful conversation about sex with a

prospective intimate partner” (Hovick & Silver,

2019) or establishing sexual consent before

engaging in sexual activity (Ortiz & Shafer,

2018).

Intentions/

efficacy

Bystander intentions How likely participants are to intervene in a

situation involving sexual violence (Borsky

et al., 2018).

Intentions to obtain sexual

consent

Participant level of agreement with statements

such as “I will stop if my partner asks me to

stop during sexual activity, even if I was

aroused.”
Contemplationb Participant willingness to get involved in reducing

violence against women (e.g., “I am planning to

learn more about the problem of sexual assault

on campus”; Potter et al., 2011).
Bystander efficacy Participant ratings are. How certain they are that

(continued)
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tracked. In total, 128 studies were identified for further review and retrieval. These
studies were retrieved in full (nine were not retrievable) and assessed by three review-
ers for inclusion. After the application of selection criteria, 28 studies were retained
(e.g., 87 studies were excluded for not evaluating a social marketing campaign).
During the data extraction and coding processes, an additional 13 studies were
excluded, for a final sample of 15 studies and 38 individual outcomes. See Figure 1.

Overview of Included Studies

Nearly all of the final sample of 15 studies were journal articles (93%). All were pub-
lished between 2008 and 2020 and evaluated a campaign implemented at a post-
secondary institution in the United States. The length of intervention exposure
ranged from one week to 12 months. The methodological rigor of the research
designs was assessed using the Maryland Scale of Scientific Methods (Sherman
et al., 1998); scores ranged between 2 and 5 on the scale, with most studies rated at
level 3 (40%, n= 6). The time between intervention and post test varied, with a major-
ity of studies using an immediate post test (53%, n= 8). Sample sizes ranged from 95 to
1,650 participants (median: 284 students; mean= 406.3, SD= 404.7). Participants
were predominantly White and female; 83% of studies (n= 10) used samples com-
prised of more than 70% White students and 87% of studies used samples comprised
of mixed gender or majority female students. The 15 studies evaluated eight unique
sexual violence prevention campaigns; each campaign is described narratively and
study details are presented in Table 3.

Table 2. (continued)

Overall

category Subcategory Example measures

they could perform a series of behaviors such

as, “Ask a friend if they need to be walked

home from a party” (Cares et al., 2015).
Behavior Bystander behavior How often a participant intervened when

witnessing an incident of sexual violence or

related behaviors (e.g., removing a friend from

an uncomfortable situation, speaking up against

rape myths; Borsky et al., 2018).

Actionb Whether participants have taken action to

address sexual violence (e.g., spoken up about

relevant issues or in sexual violence situations;

Potter et al., 2011).

Positive sexual behavior Specific behaviors relating to obtaining consent

(e.g., “stopped the first time date said no”;
Mennicke et al., 2015).

a

This measure was commonly assessed using the Illinois Rape Myth Acceptance Scale (IRMAS).
b

The Precontemplation, Contemplation, and Action subscales are from the Stages of Change Scale (Banyard

et al.,2005).
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Know Your Power. The Know Your Power bystander campaign was developed in 2004
by a multidisciplinary media campaign working group at a public university in the
Northeast. The campaign includes four posters depicting “typical” college scenarios
in which prosocial bystander behavior is modeled (e.g., a house party where two
bystanders discuss how to prevent a man from following an intoxicated woman
upstairs to a room); two scenarios related to sexual assault, one to sexual harassment,
and one to intimate partner abuse. Each poster also included the tagline “Know your

Figure 1. PRISMA flow diagram.
aThe report evaluated an intervention that did not include a social marketing campaign

component (e.g., only evaluated an in-person workshop, interactive online program,

theatre-based intervention, etc.).
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power. Step in, Speak up. You can make a difference,” as well as advice about steps to
take in similar situations; posters were displayed in various locations across campus
(e.g., academic buildings, residence halls, and dining halls). Other elements of the cam-
paign include promotional items (e.g., water bottles and keychains), campus informa-
tion tables, and a website.

The Red Flag Campaign. The Red Flag Campaign was developed by the Virginia
Sexual and Domestic Violence Action Alliance in conjunction with various college
faculty, staff, students, and community victim advocates across Virginia. The Red
Flag Campaign features a series of eight double-sided posters aimed at encouraging
members of the campus community to “say something” when they see “red flags” of
sexual or dating violence. One side of each poster depicts a scenario illustrating various
components of sexual and dating violence such as emotional abuse, coercion, exces-
sive jealousy, isolation, sexual assault, victim-blaming, and stalking; the images
include diverse groups of students such as those from ethnic backgrounds and hetero-
sexual and same-sex couples (see Carlyle et al., 2022). The other side of each poster
focuses on the key tenets of healthy relationships and ways bystanders can safely inter-
vene to prevent violence and abuse. The posters were displayed in a variety of locations
across campus and were at times supplemented with additional components such as
interactive campus activities or presentations.

Consent is Sexy. The Consent is Sexy campaign features a series of four posters promot-
ing consent as mandatory using sex-positive images. Each poster includes the message
“Respect yourself. Respect your partner.” and depicts diverse groups of students (e.g.,
same-sex couples) in the scenarios. The intent of the campaign messages is to move
beyond simply defining consent by promoting effective communication between
sexual partners (e.g., how to gain consent, that consent can be “sexy”). Posters were
distributed across campus, including common areas within campus buildings, dorm
buildings, fraternity and sorority houses, buses, and digital screens.

Consent is Good, Joyous, & Sexy. The objective of the Consent is Good, Joyous, & Sexy
campaign is to increase awareness of consent and bystander behavior among students;
campaign messages were developed through a series of informal conversations with
students on campus. The campaign includes flyers and a series of five bright, provoc-
ative banners displayed along the main walkway of the campus, featuring five mes-
sages: “Consent can be Revoked”; “Consent is Best When Consensual”; “Sex
without Consent Isn’t Sex”; “The Joy of Consent”; and “Consent is an Aphrodisiac.”

Define Your Line. The Define Your Line campaign was developed with input from
undergraduate student groups (e.g., athletes, Greek members, and Gay Straight
Alliance members) and faculty members of a university in the southwest. The cam-
paign intended to “unblur” the lines of sexual consent by generating open conversation
across campus regarding sexual violence and focused on peer-to-peer communication
as the primary method of spreading awareness. The campaign includes a variety of
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components such as information booths and interactive question/messaging systems on
the campaign website and social media pages. Promotional materials such as posters,
table tents, and bus signs were displayed across campus and addressed various miscon-
ceptions regarding sexual consent.

Text Messaging Campaign (No Campaign Name Specified). Chiriboga (2016) developed
a text message-based awareness campaign to promote sexual assault education and pre-
vention. The campaign consists of eight text messages delivered over a four-week
period, with two messages per week. The messages provide general facts about
sexual assault, risk factors, and ways to prevent sexual assault, and often included a
weblink, for example, “Sex without consent isn’t sex. It is rape. For more information
visit: www.notalone.gov” or “Sexual assault perpetrators use drugs that have no odor,
color or flavor. Know your limits, if u or a friend doesn’t feel right after a drink get
help. http://web.uri.edu/womenscenter/resources/.”

Mini-Magazine Campaign (No Campaign Name Specified). Hust et al. (2017) collaborated
with student interns and volunteers at a large Northwestern university to develop a series
of five mini-magazine booklets; one magazine was distributed throughout residence halls
every 2 weeks for a total of 10 weeks. The magazines were designed to encourage stu-
dents to participate in activities related to sexual assault prevention on campus and to take
action to prevent sexual assault. Each magazine included four pages of general interest
content and four pages of sexual violence prevention content. The sexual violence pre-
vention articles focused on topics such as sexual consent negotiation, bystander interven-
tion, reporting of sexual assault, services after a sexual assault incident, support of sexual
assault victims, and participation in sexual assault reduction activities.

Social Marketing Campaign (No Campaign Name Specified). A social norms-focused
marketing campaign was developed by Mennicke et al. (2021) with the intention of
reducing sexual violence on a large campus in the Southeastern United States. The
campaign was implemented yearly and targeted male students, featuring a series of
two to three posters and other promotional materials (e.g., bus wraps, table tents,
and billboards). Each year, the campaign messages generally adhered to four themes:
consent, bystander behavior, rape myths, and sexual activity. Messages included those
such as “Most men understand the importance of getting consent before sexual intimacy”
or “Most men would intervene to prevent sexual harassment or sexual assault.”

Summary of Campaign Effectiveness by Outcome Measure

Next, we summarize the 38 outcomes presented in the sample of 15 studies. The 38
measures fall into the main categories of knowledge (n= 5), attitudes (n= 12), inten-
tions/efficacy (n= 13), and behavior (n= 9). Due to extensive heterogeneity among
outcome measures, a formal meta-analysis was not possible; within the four primary
categories are 13 subcategories, each with only a handful of possible effect sizes as
only 23 of the outcomes included data that allowed for effect size calculation (Table 4).
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Knowledge (n= 4). Three outcome measures examined knowledge of campaign
content related to sexual violence; results appear promising with two outcomes report-
ing significant and positive results (see Table 3). Perceived norms were examined by
Hust et al. (2017); results indicate that participants exposed to the mini-magazines had
significantly more accurate perceptions of peer norms at post test. Altogether, findings
regarding campaign impact on measures of knowledge gain/retention suggest that cam-
paigns positively impact participants’ knowledge and may be an effective tool for edu-
cating college students.

Attitudes (n= 12). Five studies examining rape myth acceptance produced mixed
results; three studies noted no significant differences as a result of program exposure,
while two presented a significant decrease in rape myth acceptance at post test (Cares
et al., 2015; Mennicke et al., 2021). No significant effects were found for precontem-
plation (n= 3) or for attitudes toward bystander behavior (n= 2). Measures examining
campaign impact on attitudes toward sexual consent (n= 2) produced significantly pos-
itive results. When assessed as a whole, results suggest that sexual violence campaigns
are less effective at changing attitudes than imparting knowledge, with some moderate
success found for attitudes concerning rape myth acceptance and sexual consent.

Intentions/Efficacy (n= 13). Four measures in our sample were related to bystander
intentions to intervene; overall, intentions do not appear to be influenced by campaigns
as only one study reported a significant increase in willingness to intervene (Katz et al.,
2013). With respect to participants’ intentions to gain sexual consent, Ortiz and Shafer
(2018) found a significant increase at post test. Results for the contemplation subscale
(n= 4) were overall positive with all but one study reporting a significant increase in
student intent to participate in prevention activities after campaign exposure. Four mea-
sures assessed participants’ feelings of efficacy or confidence to intervene as a
bystander; two studies reported a non significant effect, while two (Carlyle et al.,
2022; Hust et al., 2017) had significant, positive findings.

Behavior (n= 9). Last, results across the three bystander behavior measures were mixed
with one significant negative effect, one significant positive effect, and one non
significant effect. Results were also mixed for the action subscale (n= 5); two studies
showed significant positive findings while three studies did not present statistically sig-
nificant differences. Mennicke et al. (2021) examined prosocial sexual behaviors (i.e.,
“got consent before sexual intimacy”) and found significantly higher frequencies by par-
ticipants in year 5 compared to those in year 1. In sum, although the effects of the cam-
paigns collectively trend in a positive direction, the non significant and negative findings
suggest that campaign impact on behavioral change is limited.

Discussion

Our systematic review of the literature on college sexual violence prevention cam-
paigns yielded 15 studies that met the criteria for inclusion. Although we initially
sought to conduct a meta-analysis to synthesize campaign impacts, the finite number
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of empirical evaluations that were amenable to meta-analysis restricted our investiga-
tion to a narrative review of the existing evaluations. Nevertheless, the current study
provides an important overview of the current state of the evaluation literature on
college sexual violence prevention campaigns.

The systematic search identified evaluations of eight individual campaign initiatives
targeting sexual violence prevention. Across the eight campaigns, there are a number
of similarities in content presented, targeted behaviors, and dissemination methods.
With regard to content, the campaigns commonly targeted issues surrounding
consent and bystander behavior. Campaigns such as the Consent is Sexy, Consent is
Good, Joyous, & Sexy, and Define Your Line each focused on promoting positive
sexual behavior and awareness of consent, while the Know Your Power campaign
and the Red Flag Campaign both target sexual violence prevention via the promotion
of bystander behavior. Both topics are important to sexual violence prevention strate-
gies as they promote prosocial attitudes and behavior related to sexual violence
(Gidycz et al., 2011), and can help to create positive change in the campus culture.
The campaigns overwhelmingly favored visual print methods with posters or
banners being the most commonly used form of dissemination (six out of eight cam-
paigns featured these materials). This is not unexpected considering that this approach
has traditionally been used in other media marketing campaigns (Untied & Orchowski,
2013). Additionally, these materials can be disseminated widely and with ease
(Bridges et al., 2015).

One component that appears underutilized (at least in the current set of evaluated
campaigns) is online materials and methods of dissemination. Recent research suggests
that the increase in social media and online usage offers unique opportunities for pre-
vention campaigns (Armstrong & Mahone, 2017; DeMaria et al., 2018). Yet, only two
of the included campaigns indicated having any social media presence (i.e., Define
Your Line and the Red Flag Campaign). As the literature on social marketing cam-
paigns suggests that students have a higher interest in receiving and interacting with
information via online or digital methods, web or social media components can
offer additional opportunities for student exposure and engagement with the campaign
materials and content. By focusing primarily on physical print materials without any
online connection, campaigns may be losing valuable exposure opportunities and
potentially inhibiting the overall impact of the campaign. Printed materials can be
used as an effective tool to connect students to available online components or
resources by including a QR code, hashtag phrase, or weblink (DeMaria et al.,
2018), thus bridging the gap created by print materials in a digital age. The use of
these additional online components appears to be increasing across college campaigns
(e.g., #HUStands; Howard University, n.d.; #ItsOnUs; It’s On Us, n.d.). The inclusion
of more comprehensive dissemination methods should not only be considered for
future campaigns, but campaigns that do include these methods require increased
evaluation.

Our review also summarized the impacts of existing sexual violence prevention
campaigns on four primary outcome measures (i.e., knowledge, attitudes, intentions/
efficacy, and behaviors). Overall, the results presented by the studies in the sample
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appear promising. With respect to knowledge, the findings are positive, suggesting
that campaigns effectively increase students’ knowledge of sexual violence informa-
tion such as what constitutes sexual violence, or what prosocial bystander behavior
entails. Although knowledge alone cannot create cultural change, increasing aware-
ness of the problem of sexual violence and knowledge of ways to prevent such vio-
lence is an important and necessary step for impacting the campus environment
(Banyard et al., 2004).

Evaluation findings pertaining to attitudinal measures appear mixed; while mea-
sures related to rape myth acceptance and attitudes toward sexual communication
show a positive pattern of results (indicating that campaigns have the potential to
positively impact how participants view these topics), participant attitudes toward
bystander behavior and attitudes toward sexual violence as a problem (i.e., precon-
templation) seem less positively impacted by prevention campaigns. As sexual vio-
lence has historically been viewed as an individual problem (as opposed to a social
problem; Banyard et al., 2004), shifting attitudes toward sexual violence as a
community-wide issue may require more active engagement in order for positive
modification to occur. Overall, these findings suggest that simply reading short mes-
sages or viewing scenarios on a poster may not be sufficient and that the passive dis-
semination of information may not be the best approach for affecting attitudinal
change. Some attitudes may be better addressed by more formal in-person education
methods (e.g., Bringing in the Bystander; Banyard et al., 2004), with campaigns pro-
viding supplementary content.

With respect to intentions, results suggest that intentions to intervene are not signif-
icantly impacted by campaigns, but intentions to get involved with prevention activi-
ties (i.e., contemplation) are more strongly impacted. This finding implies that students
may be willing to take steps to help prevent sexual violence, but perhaps not if it
requires them to actively insert themselves into situations in which sexual violence
is occurring. Relatedly, findings regarding bystander efficacy indicate a trend toward
a non significant effect, suggesting that participants are perhaps less willing to inter-
vene in sexual violence situations because they are not confident in their abilities to
successfully do so. Similar to attitudes, confidence, and willingness to intervene
may require a more assertive approach than campaigns can offer in order for change
to occur. Methods that require participants to actively engage with the materials may
be better able to help students understand the intervention process, thus increasing
their confidence in their own abilities and likelihood of intervening.

Last, the impacts of sexual violence prevention campaigns on several behavioral
measures were mixed, with no clear indication of the impacts the campaigns had on
those exposed. The negative effects are concerning, with two measures indicating stu-
dents engaged in fewer prosocial behaviors after exposure to the campaigns. However,
the negative impacts were found using a 12-month follow-up period (Moynihan et al.,
2015), suggesting that short-term behavioral change may require additional interven-
tion to maintain the effects. There was a slightly more definitive trend with students’
engagement in prevention activities (i.e., action), suggesting campaigns may help
encourage participants to actively take part in prevention efforts on campus. As with
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bystander intentions, it may be that students are more willing to engage in broader
efforts to prevent sexual violence, but are less willing to become involved in actual
bystander situations.

In summary, our findings indicate that campaigns may have more notable impacts
on certain measures of sexual violence prevention than on others. Campaigns show
promising effects for increasing knowledge, affecting change in certain attitudes,
intentions to participate, and actual participation in prevention activities (contempla-
tion and action). Other outcomes including attitudes toward bystander behaviors,
beliefs in sexual violence as a problem (precontemplation), bystander intentions,
and bystander efficacy need more research to determine whether campaign methods
are sufficient or if alternative methods (such as in-person workshops) are better
suited for effecting change.

Limitations and Directions for Future Research

Overall, our systematic review identified several limitations and areas that require
further consideration. First, there is a considerable lack of evaluative research on
sexual violence prevention campaigns. While a basic Google search points to an excep-
tionally large number of prevention and awareness campaigns implemented at various
colleges within North America, our comprehensive review indicates that relatively few
of these campaigns have undergone empirical evaluation. Additionally, of the 15
studies that met the criteria for inclusion in this review, only eight unique campaigns
were identified. As such, the current sample represents a fraction of the college sexual
violence campaigns that exist, and conclusions regarding effectiveness are naturally
limited to those campaigns that have been evaluated. As well, because many studies
evaluated a marketing campaign in conjunction with another program (which pre-
vented us from isolating the effects of the specific campaign) several otherwise eligible
campaign evaluations were excluded from our sample. Future research should focus on
using methodologically rigorous designs to examine the effectiveness of existing
sexual violence prevention campaigns, separate from any accompanying programs.

Existing research examining non campaign-based prevention programming has also
found evidence of differential program impacts based on various individual character-
istics (e.g., gender [Inman et al., 2018; Moynihan & Banyard, 2008]; year of study
[Kettrey &Marx, 2019]). As these types of variables were examined in a limited capac-
ity within the included sample of studies, future evaluative research of sexual violence
prevention campaigns should consider examining individual characteristics more
closely. Additionally, future research should also consider whether prevention cam-
paigns are successfully reaching current perpetrators of sexual violence. Social market-
ing campaigns generally target the overall campus population, and as such the included
messaging may or may not be appropriately targeting those more prone to committing
sexually violent acts. Last, there was little consistency across studies with respect to
outcome measures. While we synthesized the findings into four primary outcome cat-
egories, there remains considerable variability within each category of outcomes. The
variability across dependent variables makes it challenging to interpret the impacts that
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campaigns are producing. Evaluators should consider using validated measurement
tools when possible, in an effort to produce clear, commensurable data that would
be more conducive to summative research.

Conclusion

Given the current lack of summative research on the topic, this study provides a valu-
able contribution to aid in understanding the impacts of sexual violence prevention and
social marketing campaigns on college campuses. An increase in rigorous empirical
research of prevention campaigns is needed to better understand the effectiveness of
existing campaigns and allow for future structured summative research to guide
evidence-based best practices.
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