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EXECUTIVE SUMMARY 
1 Since 1998, the Scottish Government has been conducting yearly advertising 
campaigns to strengthen the view that domestic abuse is totally unacceptable, using the 
message Domestic Abuse: there’s no excuse. The most recent advertising activity was 
launched on 26th December 2007 and consisted of TV and radio adverts as well as billboard 
posters and public relations activity.  This campaign focused on the effects of domestic abuse 
on children.  
 
2. In 2008, as in each of the ten previous waves, research has been conducted by TNS 
System Three using the Scottish Opinion Survey to track awareness of the advertising and 
attitudes towards domestic abuse.  Fieldwork took place after the advertising campaign, 
between 30th January and 9th February 2007 and 1,012 interviews were achieved in 42 
constituencies throughout Scotland.  This sample was representative of the adult population 
of Scotland both demographically and geographically.  The survey was conducted using 
Computer Aided Personal Interviewing (CAPI), allowing respondents to complete sensitive 
sections of the questionnaire confidentially on a self-completion basis.  
 
3. The proportion of respondents who had had any experience of domestic abuse has 
remained stable over the last four waves at just under four out of ten (38% at Wave 11).  This 
comprised people who had close friends or relatives who had been the victim of domestic 
abuse (34%), people who had personally been the victim of domestic abuse (13%) and those 
who had been responsible for domestic abuse (2%).  Children were present in around two 
thirds (65%) of these cases of domestic abuse.  Females, those within the DE social grades, 
and those aged 25-44 were most likely to have personally been victims of domestic abuse or 
have friends or family members who were victims of domestic abuse.  
 
4. Respondents were asked to identify the age groups and social classes in which they 
thought domestic abuse happens most often.  The number saying that domestic abuse is 
something that affects people from all age groups rose by 3% to 45% at the latest wave with 
small rises for each of the age groups, indicating a wider recognition of domestic abuse as 
ageless.  Just over six in ten (61%) respondents felt that domestic abuse affects people from 
all social classes, which has remained stable over the last three waves.  Domestic abuse 
continued to be perceived by a majority of respondents (88%) to be most prevalent amongst 
the working classes.  However, overall, the trend is towards fewer people seeing any barriers 
in respect of age and class in the incidence of domestic abuse. 
 
5. The proportion of people spontaneously aware of advertising or publicity about 
domestic abuse has been consistently high at more than seven in ten over the last four waves 
and was 72% at Wave 11. 
 
6. Those who claimed to be aware of advertising and publicity about domestic abuse 
were asked where they had seen or heard this.  Although television continued to be the main 
source of advertising recalled, the proportion of those citing this was 63% at Wave 11, only 
slightly higher than the 59% recorded at Wave 10.  Levels of recall of programmes on TV, 
outdoor posters, radio and advertising in newspapers remained fairly consistent across the 
most recent waves. 
 
7. Those who had seen advertising on the subject of domestic abuse on television were 
asked to describe what they had seen.  More than half (58%) were able to describe at least 
one element of the Dolls House advert.  Recall for the Teddies advert was much lower at 3%.  
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However it is worth noting in this context that Dolls House was an established advert which 
has been run previously in 2002-04, whereas Teddies was a new, shorter advert only 
introduced in the latter part of the campaign this year 
 
8. At Wave 11, both the TV adverts (Dolls House and Teddies) and the radio adverts 
(ABC and Nursery Rhyme) were played in full to respondents. 
 
9. The level of TV reach – the percentage recognising either ad - was 83% - much higher 
than the levels recorded over the last four waves.  This very high level of reach in conjunction 
with lower spontaneous campaign awareness indicates that the advert has been seen by most 
respondents but is not always front-of-mind.   Again, more than half (58%) of those who had 
seen the adverts before thought that the advert sought to communicate the effects on children 
/ family which was the main campaign message at Wave 11.  Just under a fifth of respondents 
(18%) felt that the message was no excuse – zero tolerance, and 13% mentioned that help is 
available.   
 
10. When played the radio adverts used in the latest campaign, 17% claimed to have 
heard ABC and 14% claimed to have heard Nursery Rhyme which in combination gives a 
total reach of 23% for radio advertising.  This level of reach was much lower than was 
recorded over the last few waves, although it reflects a lower level of actual spend on radio 
advertising on this occasion.    
 
11. Combining the reach figures for TV and radio gives a total reach for the campaign as 
a whole. At this wave the campaign achieved a total reach of 85%, which is six percentage 
points higher than achieved at Wave 10 and compares very favourably to other social 
campaigns monitored by TNS System Three.  Within this, the TV adverts, and specifically 
the Dolls House advert were particularly strong. 
 
12. The ongoing communications campaign focuses public attention on the issue of 
domestic abuse as unacceptable, therefore part of the evaluation of the campaign investigated 
respondents’ attitudes to domestic abuse via a series of attitude statements.  Findings indicate 
few significant changes in attitude over recent waves, and the public continued to agree that 
domestic abuse is unacceptable.  As attitudes in relation to domestic abuse tend to be firmly 
held, this leads to little significant change year-on-year, although advertising does play a role 
in maintaining these beliefs.  Indeed, those who were aware of the advertising campaign 
tended to give more positive answers to the attitude statements, compared to those who had 
not seen any advertising.   
 
13. Although not significant, there appears to be a slight softening of opinion that 
domestic abuse of one partner by another is a common occurrence in Scotland, and if a 
woman experiences domestic abuse but stays with her partner, it’s her own fault if she 
experiences further abuse in the future.   
 
14. Although there was no significant difference in response between those who have 
seen/heard the advertising and those who have not, disagreement strengthened over time that 
domestic abuse between adults doesn’t really affect children in the household – the main 
message of the current campaign.   
 
15. Additional questions were added to the tracking questionnaire at Wave 9 to 
investigate perceptions of the public in relation to wider forms of violence against and 
exploitation of women. 
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16. The majority of respondents thought that pornography (62%) and prostitution (68%) 
were exploitative of women, and this appears to be on the increase.   
 
17. More than four in five (83%) felt that pressuring a woman to take part in sexual 
activities if she says she doesn’t want to was totally unacceptable and a further 12% that it 
was unacceptable.  Whilst seven in ten (70%) said paying someone for sex was unacceptable, 
19% were undecided, and 10% thought it was acceptable.  Just over six in ten (63%) thought 
purchasing or viewing pornographic materials was unacceptable, with around a fifth (22%) 
undecided and 16% thinking it was acceptable.   Findings indicate that each of these actions 
has become even less acceptable over time.   
 
18. The majority of respondents felt very strongly that women were not responsible for 
rape in any circumstances, with 71% feeling that a woman was not at all responsible if she is 
flirting, 75% not at all responsible if she is drunk, 73% not at all responsible if she is dressed 
in revealing clothing and 85% not at all responsible if she is known to have had many sexual 
partners.  In all cases, these levels have remained stable or risen slightly since the last wave.   
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CHAPTER ONE  BACKGROUND AND METHOD 
 
1.1 Since 1998, the Scottish Government has been conducting yearly advertising 
campaigns to communicate the message and strengthen the view that domestic abuse is 
totally unacceptable.  
 
1.2 The most recent wave of this campaign was launched on 26th December 2007 and 
consisted of two TV and two radio adverts, as well as billboard posters and public relations 
activity.  This campaign focused on the effects of domestic abuse on children, and the target 
audience was the adult population of Scotland.  
 
1.3 Following each of the previous ten waves of advertising activity, research has been 
conducted by TNS System Three. This research has tracked awareness of the advertising and 
attitudes towards, and perceptions of, domestic abuse.  
 
1.4 The primary aim of this wave of research was to evaluate the impact of the latest 
phase of the campaign amongst the population as a whole in order to assess attitudes towards 
domestic abuse, ascertain perceptions of domestic abuse victims in terms of age and class, 
and to establish spontaneous and prompted awareness of the TV and radio ads. 
 
1.5 In order to survey a representative sample of the Scottish adult population, this 
research utilised the Scottish Opinion Survey (SOS), the same methodology used for all 
previous waves of the domestic abuse campaign evaluation.  Fieldwork took place at the end 
of the advertising campaign, between 30th January and 9th February 2007. 
 
1.6 The SOS is a monthly omnibus survey conducted amongst a sample of around 1,000 
adults in Scotland.  For the January 2008 wave, 1,012 interviews were achieved.  This sample 
was representative of the adult population in terms of sex, age, employment status and socio-
economic group (SEG)1.  The sample covered 42 constituencies throughout Scotland, with 
sampling points selected to be representative in terms of geographical location and party of 
current Member of the Scottish Parliament.  The SOS uses a quota sampling methodology 
and interviewers use a ‘random route’ technique within each sampling point to select 
addresses.  Only one interview per household is permitted.  Furthermore, the achieved sample 
is weighted2 at each wave to ensure that it represents Scotland’s population and is consistent 
between waves to enable true comparison.  Table 1.1 outlines the composition of the sample 
for the SOS in January 2008.  
 
 

                                                 
1 The standard six social grades, commonly used in research, are based on the current or previous occupation of 
the chief income earner in the household. ABC1 includes professional, managerial and non-manual occupations, 
while C2DE includes manual and unskilled occupations and the long-term unemployed. 
2 Weighting is the process by which data are adjusted to reflect the known population profile. This is to counter 
any effects of differential refusal rates, interviewers falling short on particular quotas, or to correct for any over-
sampling of sub-groups within the population. A 'weight' is the figure applied to the achieved percentage on a 
particular criterion to adjust this to its actual level within the population.   If this is not carried out then the 
results will not properly represent the views of the population being considered. 
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Table 1.1: Sample profile 
Base:  All respondents (1012) 
 

  Unweighted 

(1012) 

% 

Weighted 

(1012) 

% 

    

SEX: Male 42 48 

 Female 58 52 

    

AGE: 16-24 12 13 

 25-34 14 13 

 35-44 20 18 

 45-54 16 16 

 55-64 14 17 

 65+ 23 23 

    

SEG: AB 17 23 

 C1 26 28 

 C2 20 21 

 DE 38 28 

 
1.7 The SOS is conducted using CAPI, allowing respondents to complete sensitive 
sections of the questionnaire such as attitudes to and experience of domestic abuse 
confidentially.  The respondents type their answers straight onto the laptop computer, 
meaning no verbal or visual evidence of their views or experiences are available to the 
interviewer.  This level of perceived confidentiality results in a more complete and accurate 
measure of true public opinion.  The CAPI methodology also allows the interviewer to play 
TV and radio adverts in full, thus ensuring that a reliable measure of advertising awareness is 
obtained. 
 
1.8 A copy of the questionnaire used in the survey is appended. 
 
1.9 Significant results3 are referred to in the text where appropriate. 

                                                 
3 A significance test uses statistical tests to determine whether the observed difference between findings could 
occur by chance in the populations from which the samples were selected.  If findings are significant, the 
differences could not occur by chance. 
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CHAPTER TWO  MAIN FINDINGS 
 
2.1 Data tabulations with detailed breakdowns are enclosed within the report.  The main 
findings are summarised below.  Reference is made to previous waves of research as 
appropriate.  To set the previous waves in context, Wave 8 was conducted in February 2005, 
Wave 9 in January 2006, and Wave 10 in January 2007. 
 

Experience of domestic abuse 
 
2.2 Respondents were asked about their personal experience of domestic abuse via a self 
completion section of the questionnaire.  They were asked to indicate whether they 
personally, or their close friends or relatives, had ever been the victim of domestic abuse.  
Additionally, they were also asked whether they had ever personally been responsible for 
domestic abuse against their partner.  Results are shown in figure 2.1 below. 
 
Figure 2.1: Experience of domestic abuse 
Base: All respondents  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.3 The proportion of respondents who had had any experience of domestic abuse has 
remained fairly stable over recent waves, currently standing at 38% at Wave 11.  This mostly 
comprised people who had close friends or relatives who had been the victim of domestic 
abuse (34% at Wave 11), and to a lesser extent people who had personally been the victim of 
domestic abuse (13% at Wave 11) and those who had been responsible for domestic abuse 
(2% at Wave 11).   
 
2.4 The definition of domestic abuse was broadened to encompass its non-physical forms 
at Wave 9, which may have been a contributing factor in the slight rise in abuse recorded 
after Wave 8. For this reason, higher scores do not necessarily represent an increase in 
behaviour, but could instead be explained as a greater willingness to acknowledge such 
behaviour as domestic abuse. 
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Table 2.1:  Experience of domestic abuse by demographics 
Base:  All respondents (Wave 9 – 1032; Wave 10 – 1008; Wave 11 - 1012) 
 

  Friends/relatives Self victim Self responsible 

  W 9 W 10 W11 W 9 W 10 W11 W 9 W 10 W11 
SEX: Male 

Female 
29 
44 

29 
43 

30 
39 

8 
20 

8 
23 

8 
18 

4 
3 

3 
3 

2 
2 

AGE: 16 – 24 
25 – 34 
35 – 44 
45 – 54 
55 – 64 
65+ 

39 
55 
48 
40 
28 
15 

39 
51 
44 
43 
33 
15 

37 
44 
47 
39 
35 
15 

15 
16 
20 
20 
9 
5 

10 
22 
22 
18 
16 
6 

6 
15 
23 
16 
14 
7 

2 
3 
4 
3 
5 
3 

2 
6 
5 
1 
4 
2 

2 
5 
3 
3 
2 
* 

SEG: AB 
C1 
C2 
DE 

32 
36 
37 
41 

26 
34 
35 
49 

30 
39 
32 
36 

9 
13 
15 
19 

6 
14 
14 
25 

6 
12 
14 
20 

3 
2 
4 
4 

3 
3 
3 
4 

1 
1 
2 
5 

 
2.5 In analysing experience of domestic abuse by demographics, smaller base sizes within 
sub-groups increase the scope for movements in percentages between waves, and this should 
be taken into account in comparing results within age and SEG in particular.  Therefore, 
attention should focus on patterns rather than absolute percentages.  The main points are 
outlined below: 
 
2.6 Females, those within the DE social grades, and those aged 25-44 were most likely to 
have personally been victims of domestic abuse or have friends or family members who were 
victims of domestic abuse.  
 
2.7 Females and males, and those from social grade ABC1C2 were equally likely to have 
been responsible for domestic abuse against their partner.   
 
2.8 As found at previous waves, those aged 25-44 were more likely than any other age 
groups to be responsible for domestic abuse against their partner, and at Wave 11 those from 
the DE social grades were also particularly likely to be responsible for domestic abuse 
(however please note small base size). 
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2.9 A new question was inserted at Wave 9 exploring whether children were living in the 
household when domestic abuse occurred. Only those who had personally been victims or 
had been responsible for abuse were asked this question.  The results are shown in figure 2.2. 
 
Figure 2.2: Whether children were in the household when domestic abuse occurred 
Base: Victims or those responsible for domestic abuse  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.10 Results show that at each wave, children were present in around two thirds of cases 
(65% at Wave 11).  At Wave 11, the number of those respondents who reported that children 
were present when they had been responsible for domestic abuse rose to 76%, although the 
very low base size here means that nothing conclusive can be drawn at this stage. 
 

Sectors of society where abuse is most common 
 
2.11 To establish whether domestic abuse is perceived by the public as associated with any 
particular sectors of the population, respondents were asked to identify, in general terms, the 
age groups and social classes in which they thought domestic abuse happens most often.  The 
results are shown in the tables that follow, with an additional score for those who mentioned 
all age groups or all social classes in each case.  Results are also shown in relation to sex, as 
well as for the total sample. 
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Table 2.2: Age groups in which domestic abuse happens more often 
Base:  All respondents (Wave 9 – 1032; Wave 10 – 1008; Wave 11 - 1012) 
 

 Total Male Female 

 W 9 W 10 W11 W 9 W 10 W11 W 9 W 10 W11 

 (%) (%) (%) (%) (%) (%) (%) (%) (%) 

Younger people 75 72 76 68 67 71 81 76 79 

Middle aged people 80 79 81 78 77 77 81 81 84 

Older people 48 47 49 37 40 41 58 53 57 

All age groups  43 42 45 32 34 36 53 49 54 

Don’t know/not stated 2 2 2 3 2 2 2 2 2 

N (Unweighted): 1032 1008 1012 442 447 421 590 561 591 
 
2.12 One of the key aims of previous domestic abuse campaigns was to challenge pre-
conceptions about what types of people experience domestic abuse. The evaluations of the 
campaigns have continued to monitor these attitudes. The number of respondents saying that 
domestic abuse is something that affects people from all age groups rose to 45% at the latest 
wave, which reversed the trend observed at the previous two waves.  Additionally, this 
pattern continued with small rises for each of the age groups, indicating a wider recognition 
of domestic abuse all round. Overall, domestic abuse remains an issue which, in comparison 
to the other age groups, is considered less to affect older people, as only 49% of respondents 
cited this age group at the current wave.  
 
2.13 This general pattern of response was mirrored by both males and females, although 
women were still more likely to associate domestic abuse with all age groups than men. 
 
2.14 Perceptions of the incidence of domestic abuse in relation to SEG are shown in Table 
2.3 below. 

Table 2.3: Social classes in which domestic abuse happens more often 
Base:  All respondents (Wave 9 – 1032; Wave 10 – 1008; Wave 11 - 1012) 
 

 Total Male Female 

 W 9 W 10 W11 W 9 W 10 W11 W 9 W 10 W11 

 (%) (%) (%) (%) (%) (%) (%) (%) (%) 

Upper classes 64 63 63 54 56 53 72 70 72 

Middle classes 76 76 77 68 68 70 82 84 83 

Working classes 89 87 88 89 89 88 91 86 88 

All classes coded 61 60 61 51 52 52 70 67 70 

Don’t know/not stated 3 2 3 3 2 2 2 2 3 

N (Unweighted): 1032 1008 1012 442 447 1012 590 561 1012 
 
2.15 Just over six in ten (61%) respondents felt that domestic abuse affects people from all 
social classes, a figure which has remained stable over the last three waves.  Females were 
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significantly more likely than males to believe that domestic abuse affects people from all 
social classes (70% versus 52%).  Domestic abuse continued to be perceived by a majority of 
respondents (88%) to be most prevalent amongst the working classes.  
 
2.16 Overall, the trend is towards fewer people seeing any barriers in respect of age and 
class in the incidence of domestic abuse. 

Awareness of advertising or publicity about domestic abuse  
 
2.17 The proportion of people spontaneously aware of advertising or publicity about 
domestic abuse has been consistently high at more than seven in ten over the last four waves.  
However, the high of 78% at Wave 9 has not been achieved at Wave 10 or 11 – where 70% 
and 72% spontaneous awareness was recorded respectively.  It is worth noting that the level 
of awareness was slightly lower for men (69%) than for women (75%) at Wave 11. 
 
2.18 Those who claimed to be aware of advertising and publicity about domestic abuse 
were asked where they had seen or heard this.  In the chart below, figures have been re-
percentaged based on the total sample to provide a more meaningful comparison of the 
impact of the different media across waves.   
 
Figure 2.3: Sources of spontaneous advertising awareness  
Base:  All respondents (Wave 9 – 1032; Wave 10 – 1008; Wave 11 - 1012) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
2.19 Although television continued to be the main source of advertising recalled4, the 
proportion of those citing this medium was 63% at Wave 11, only slightly higher than the 
low of 59% recorded at Wave 10.  As actual spend on TV advertising was around twice the 
spend at Wave 10, it is likely that the adverts simply did not remain front-of-mind. 
 

                                                 
4 Respondents who recall seeing or hearing advertising can have difficulty in recalling exactly where they saw 
or heard it. As TV has the highest impact of all media, it is often ‘top-of-mind’ for respondents. Thus when 
respondents are asked to identify where they saw or heard advertising, television is generally the automatic point 
of reference for many. 
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2.20 Levels of recall of programmes on TV, outdoor posters, radio and advertising in 
newspapers remained fairly consistent across the most recent waves. 

Content recall from television advertising  
 
2.21 Respondents who said they had seen advertising on the subject of domestic abuse on 
television were asked to describe what they had seen. The main details recalled are shown in 
Table 2.4, whilst full details can be found within the appended data tabulations. 

Table 2.4: Details recalled from television advertising 
Base:  All seen television advertising on domestic abuse recently 
 

 Wave 9 

(%) 

Wave 10 

(%) 

Wave 11 

(%) 

Any details – Doll’s House 13 8 58 

Any details – Teddies n/a n/a 3 

Any details – Reminder 25 19 1 

Any details – Behind Closed Doors 4 2 2 

Story Details – Bruised Face ad 8 8 3 

Story details – Coming Home advert 7 6 2 

Don’t know 16 21 12 

N (Unweighted): 720 608 645 
 
2.22   Although levels of recall of TV advertising were not particularly high overall, more 
than half (58%) of those who did recall the TV advert were able to describe at least one 
element of the Dolls House advert.  This is much higher than levels recorded for other recent 
adverts over the last waves, although residual awareness from the last time it was shown may 
have elevated this slightly.   
 
2.23   Recall for the Teddies advert was much lower, as only 3% described elements of 
this advert.  However, to put this in context, Teddies was a newer and shorter advert which 
only ran for the latter part of the campaign.  
 
2.24 More detailed content recall of the Dolls House advert is shown overleaf in Figure 
2.4.
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Figure 2.4: Story detail for Dolls House advert  
Base: All seen television advertising on domestic abuse recently 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.25  Specific aspects of the Doll’s House advert described included a young girl playing 
with dolls (20%), a young girl acting out her parents’ behaviour with dolls (18%), and to a 
lesser extent the effects on children (11%) and a young girl acting out domestic abuse with 
dolls (10%).   
 
2.26 Although certainly elements of the story, these focus on the children with dolls aspect 
of the execution rather than the domestic abuse aspect of the message.  If the link is not being 
made, this may go some way to explain why levels of TV advertising recall on the subject of 
domestic abuse were relatively lower overall on this occasion.  
 
2.27   The specific details of the Dolls House execution were recalled by females (67%) 
slightly more than males (47%) reflecting the type of media coverage bought which was 
designed to reach women when they are on their own via specific programming.  
Respondents who had experience of domestic abuse also had higher recall than the total 
sample on this occasion (62%). 

Reach of current campaign 
 
2.28 At the present wave, both the TV adverts (Dolls House and Teddies) and the radio 
adverts (ABC and Nursery Rhyme) were played in full to respondents. 
 
2.29  The level of TV reach5 was 83% - much higher than the levels recorded over the last 
few waves.  This very high level of reach in conjunction with lower spontaneous awareness 
indicates that the advert has been seen by most respondents but is not always front-of-mind.  
The trend of females being more likely to have seen the advert than males noted at previous 
waves continued at Wave 11, at 89% of females compared to 82% of males.  Those 

                                                 
5 Reach is the figure of those claiming to have seen or heard the advertising when prompted with the advert in 
full.  The total reach of an advertising campaign combines prompted recall of any of the adverts. 
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respondents who had experience of domestic abuse were also slightly more likely than the 
total sample to recall having seen one of the adverts (87%).  
 
2.30 Respondents who recognised having seen the TV adverts before were asked what the 
main message of these was. The results are shown in Table 2.5. 

Table 2.5: Main message taken from adverts 
Base:  All respondents who had seen adverts before 
 

 Wave 9 
(%) 

Wave 10 
(%) 

Wave 11 
(%) 

Effects on children / family 1 * 58 
Mental / psychological / emotional abuse 46 49 1 
No excuse – Zero tolerance 21 26 18 
Help is available/places to go 9 10 13 
Don’t know 5 6 3 
N (Unweighted): 720 682 847 

 
2.31 More than half (58%) of respondents thought that the advert sought to communicate 
the effects on children / family which was the main campaign message at Wave 11.  
Unsurprisingly, only 1% mentioned mental / psychological / emotional aspects of abuse – 
which was the main message at the previous wave.  Specifically, 44% mentioned that 
children pick up on things.  Just over a fifth of respondents (18%) felt that the message was 
no excuse – zero tolerance (a fall since Wave 10), whilst a further 13% mentioned help is 
available.   
 
2.32 Again, although the intended key themes for the TV adverts were successfully 
communicated, there was more understanding of the effects on the children aspect as opposed 
to the domestic abuse aspect of the message.   
 
2.33 When respondents were played the ABC and Nursery Rhyme radio adverts used in the 
latest campaign, 17% claimed to have heard ABC and 14% claimed to have heard Nursery 
Rhyme (giving a total reach of 23% who had heard either for radio advertising).  This level of 
reach was much lower than was recorded over the last few waves, although it reflects the 
lower level of actual spend on radio advertising on this occasion.  There was a small gender 
difference for the level of reach at Wave 11 - males (25%) slightly more likely than females 
(20%) to have heard one of the radio adverts. C2DE groups (30%) and those who had 
personally been the victim of domestic abuse (27%) were slightly more likely to have heard 
the radio adverts than the total sample.  
 
2.34  Combining the reach figures for TV and radio gives a total reach for the campaign as 
a whole. At this wave the campaign achieved total reach of 85%, which is six percentage 
points higher than achieved at Wave 10 and compares very favourably to other social 
campaigns monitored by TNS System Three.  To set these results in context, the spend on TV 
advertising was also much higher at Wave 11 than it was at Wave 10. 
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Figure 2.5 – Crossover of reach of adverts 
Base:  All respondents (Wave 9 – 1032; Wave 10 – 1008; Wave 11 - 1012) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.35 Figure 2.5 shows the crossover of the adverts, which gives an indicator of the relative 
strength of each.  In terms of TV advertising, the Dolls House advert was particularly strong, 
as 44% of respondents had seen both the Dolls House and Teddies TV adverts, 32% had seen 
the Dolls House advert in isolation, but only 6% had seen the Teddies advert in isolation. 
 
2.36 Although fewer had heard the radio adverts, each played a role in the total reach of 
radio advertising mix.  7% of respondents had heard both the ABC and Nursery Rhyme TV 
adverts, 10% had heard the ABC advert in isolation, and 7% had heard the Nursery Rhyme 
advert in isolation. 
 
2.37 However, when analysing the make-up of the reach for all advertising, the TV adverts 
were much stronger than the radio adverts – as 20% of respondents had seen/heard at least 
one of the TV and at least one of the radio adverts, 63% had seen at least one of the TV 
adverts in isolation, and only 3% had heard at least one of the radio adverts in isolation. 
 
Attitudes towards domestic abuse  
 
2.38 The ongoing communications campaign focuses public attention on the issue of 
domestic abuse as unacceptable. Part of the evaluation of the campaign therefore investigated 
respondents’ attitudes to domestic abuse. Respondents were asked to indicate the strength of 
their agreement or disagreement with a series of attitude statements relating to domestic 
abuse, using a five point scale of agree strongly to disagree strongly for rating purposes6.  

                                                 
6 Mean scores are calculated by assigning numerical values to respondents’ answers - in this case ranging from 
+2 for Agree Strongly to -2 for Disagree Strongly - multiplying the values by the frequency for that response, 
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Figures 2.6 and 2.7 present a summary of levels of agreement with each statement among the 
total sample.   
 
Figure 2.6: Attitudes towards Domestic abuse 
Base:  All respondents (Wave 9 – 1032; Wave 10 – 1008; Wave 11 - 1012) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.39 This graph indicates few significant changes in attitude between Waves 8 and 11, and 
the public continued to agree that domestic abuse is unacceptable.  As attitudes in relation to 
domestic abuse tend to be firmly held, this leads to little significant change year-on-year, 
although advertising does play a role in maintaining these beliefs. 
 
2.40 Although not significant, there appears to be a slight softening of attitudes that 
domestic abuse of one partner by another is a common occurrence in Scotland, which has 
fallen by five percentage points over the last three waves.  Similarly negative, if a woman 
experiences domestic abuse but stays with her partner, it’s her own fault if she experiences 
further abuse in the future rose by four percentage points.   

                                                                                                                                                        
adding the derived values then dividing the total by the number of respondents answering the question. Mean 
scores enable an easy comparison of the strength of respondents’ views within sub-groups on attitude 
statements.    
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2.41 It may be that the Dolls House advert has fuelled these changes, perhaps implying to 
some that a woman who stays with an abusive partner is in some way responsible for any 
affect on her children, particularly as in the current campaign the abused mother is not seen to 
take any action in the advert. 
 
2.42 Following a dip between Waves 8 and 9, the level of agreement that sometimes 
women can have a good reason for hitting their partner remained fairly consistent (at 19% at 
Wave 11).  However, a gender gap has remained evident and the idea that sometimes men can 
have a good reason for hitting their partner was considered even less acceptable (only 9% 
agreeing). 
 
2.43 As was seen at previous waves, those who were aware of having seen the advertising 
campaign held stronger attitudes on the subject of domestic abuse, compared to those who 
had not seen any advertising.  Results can be found in Figure 2.5. This indicates that the 
advertising campaign is contributing to these views.  For example, those who have seen/heard 
advertising were significantly more likely to agree that domestic abuse of one partner by 
another is a common occurrence in Scotland (0.84 versus 0.43), psychological or mental 
abuse where one partner controls, threatens or intimidates the other is just as bad as actual 
physical abuse (1.7 versus 1.15), anyone who hits their partner should be treated with 
contempt (1.37 versus 1.05), and significantly more likely to disagree that its okay to hit your 
partner once in a while (-1.83 versus -1.58) and sometimes men can have a good reason for 
hitting their partner (-1.56 versus -1.29).   
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Figure 2.7: Attitudes towards Domestic abuse (2) 
Base:  All respondents (Wave 9 – 1032; Wave 10 – 1008; Wave 11 - 1012) 

              
 
 
 
 
 
 
 
 
 
 
 
           
 
 
 
 
 
 
 
 
 
2.44 Although there was no significant difference in response between those who have 
seen/heard the advertising and those who have not, disagreement strengthened over time that 
domestic abuse between adults doesn’t really affect children in the household – the main 
message of the current campaign.  Between Wave 10 and 11, the level of those saying they 
disagreed strongly had risen significantly from 86% to 90%. 
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Additional Questions  
 
2.45 An additional set of questions was added to the tracking questionnaire at Wave 9 to 
investigate perceptions of the public in relation to wider forms of violence against and 
exploitation of women, which were new secondary research aims in 2006.  Due to the 
sensitive nature of these questions, respondents aged 16-17 were excluded and the section 
was administered on a self-completion basis. 
 
2.46 The first measure asked all respondents 18+ whether they regarded prostitution or 
pornography as exploitation of women. The results are shown in Figure 2.8. 

Figure 2.8: Whether regard pornography or prostitution is exploitation of women 
Base:  All respondents aged 18+ (2006:1008, 2007:992, 2008:986) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.47  The majority of respondents thought that pornography (62% at Wave 11) and 
prostitution (68% at Wave 11) were exploitative of women.  There is a gradual trend towards 
both pornography and prostitution increasing in terms of being considered exploitation of 
women.  
 
2.48 There were notable demographic differences in opinion towards pornography. As at 
Waves 9 and 10, females (66%) were significantly more likely to regard this as exploitative 
than men (58%) and those aged 35+ were significantly more likely to regard pornography as 
exploitative than those aged 18-34 (67% compared to 46%). However, these differences have 
narrowed since Wave 10, with males and younger age groups now more likely to think 
pornography was exploitative than they did at previous waves.  
 
2.49 Differences in opinion by demographics were less marked for prostitution, although 
25-34s were least strong in their views on prostitution as exploitation of women (60%), and 
55-64s held the strongest opinion overall (76%).  
 
2.50 The second measure concerned three actions that could be seen as exploitation or 
violence against women. All respondents aged 18+ were asked how acceptable or 
unacceptable they thought each action was.  The results are shown in Figure 2.9-2.11. 
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Figure 2.9: Level of acceptability of pressuring a woman to take part in sexual activities 
if she says she doesn’t want to 
Base:  All respondents aged 18+ (2006:1008, 2007:992, 2008:986) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
2.51 Pressuring a woman to take part in sexual activities if she says she doesn’t want to 
was the least accepted action of the three, with more than four in five (83%) saying that this 
was totally unacceptable and a further 12% that it was unacceptable; the mean score7 of -1.71 
reflected this.  The increasingly negative mean score over the last three waves indicates that 
pressuring a woman to take part in sexual activities if she says she doesn’t want to is 
becoming even less acceptable.  The proportion of men saying that pressuring a woman to 
take part in sexual activities if she says she doesn’t want to is totally unacceptable (79%) is 
slightly lower than the proportion of women (86%). 

                                                 
7 Mean scores are calculated by assigning numerical values to respondents’ answers - in this case ranging from 
+2 for Totally Acceptable to -2 for Totally Unacceptable - multiplying the values by the frequency for that 
response, adding the derived values then dividing the total by the number of respondents answering the 
question. Mean scores enable an easy comparison of the strength of respondents’ views within sub-groups on 
attitude statements.    
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Figure 2.10: Level of acceptability of paying someone for sex 
Base:  All respondents aged 18+ (2006:1008, 2007:992, 2008:986) 

 

 

 

 

 

 

 

 
2.52 The remaining two actions included higher numbers of respondents who were either 
undecided or thought that these actions were acceptable. Thus whilst seven in ten (70%) said 
paying someone for sex was unacceptable, 19% were undecided, and 10% thought it was 
acceptable.  The mean score for this activity was -1.05 – a trend towards paying someone for 
sex becoming less acceptable than at Wave 9.  At Wave 11, almost half (47%) said that 
paying someone for sex was totally unacceptable – a significant rise since Wave 10, 
indicating that opinion is strengthening.  As at Wave 10, the 45-54 age group were most 
likely to think that paying someone for sex was acceptable (13%). 

Figure 2.11: Level of acceptability of purchasing or viewing pornographic materials 
Base:  All respondents aged 18+ (2006:1008, 2007:992, 2008:986) 
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2.53 Just over six in ten (63%) thought purchasing or viewing pornographic materials was 
unacceptable, with around a fifth (22%) undecided and 16% thinking it was acceptable. The 
mean score in this case of -0.84 made purchasing or viewing pornographic materials the 
most accepted of the three actions. However as this has risen from -0.66 at Wave 9, this 
indicates that it is becoming a less accepted activity.  More specifically, fewer people were 
undecided about this measure than they were at Waves 9 and 10, and significantly more 
people think thought purchasing or viewing pornographic materials was totally 
unacceptable. 
 
2.54 Demographic differences in opinion continued to exist for purchasing or viewing 
pornographic materials.  Males (20%) were more likely than females (11%) to view this as 
acceptable, and similarly the younger age groups were also more likely to view this as 
acceptable (30% of those aged 18-24, and 26% of those aged 25-34).  
 
2.55 A new question was added at Wave 10 to explore attitudes towards rape, and how 
responsible respondents felt a woman was for being raped in various circumstances. The 
results are shown in Figure 2.12. 

Figure 2.12: Level of responsibility for rape by circumstance 
Base:  All respondents aged 18+ (2007:992, 2008:986) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.56  A clear majority of respondents felt very strongly that women were not responsible 
for rape in any circumstances, with 71% feeling that a woman was not responsible if she is 
flirting, 75% not at all responsible if she is drunk, 73% not at all responsible if she is dressed 
in revealing clothing and 85% not at all responsible if she is known to have had many sexual 
partners.  In all cases, these levels have remained stable or risen slightly since the last wave.  
In each case, only 5% felt that a woman was totally or mostly responsible, and for the first 
three circumstances around one in five thought a woman was partly responsible for being 
raped. 
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2.57 At the last wave, men were more likely than women to think a woman was in any way 
responsible for being raped.  However at Wave 11 the only noticeable gender difference was 
if she is known to have had many sexual partners where women (18%) were more likely than 
men (12%) to say she is at least partly responsible.    
 
Figure 2.13: Level of responsibility for rape by age 
Base:  All respondents aged 18+ (986) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.58 At Wave 11, the oldest age groups remained the group most likely to think a woman 
was at all responsible for rape for each circumstance. However at this wave there was much 
stronger feeling that a woman may be responsible for rape amongst the youngest age groups, 
as opposed to those in the middle age bands.   
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CHAPTER THREE CONCLUSIONS 
 
3.1 The reach of the current domestic abuse campaign was particularly high.  The TV 
adverts were most effective in this respect, particularly Dolls House.  This reflects the 
relatively high spend on TV and lower spend on radio compared to previous campaigns and 
also the fact that Dolls House would undoubtedly be familiar to some from exposure in 
previous years.  At the same time, however, this latter situation may have contributed to the 
lower level of salience of domestic abuse advertising generally, in the lower number 
spontaneously recalling having seen this.  Familiarity perhaps reduces stand-out and 
retention. 
 
3.2 This may also have had some communication effect, since more people relayed back 
the message that children pick up on things rather than that domestic abuse is unacceptable.  
This take-out of the message may further explain why, when asked if they had seen publicity 
on the subject of domestic abuse, some who said they had not were later able to recall the 
advert when prompted.  The storyline perhaps overshadowed the underlying message in 
terms of recall for some. 
 
3.3 This raises a question-mark over replaying previous advertising which has had 
reasonable exposure in this campaign. Using existing, familiar ads does not appear to have 
the same impact as a fresh new campaign and, if the executions become commonplace and 
routine, there is a danger that the message may become routine too.   
 
 3.4 However, attitudes towards domestic abuse remain firmly held and it is likely that the 
campaign has played a role in sustaining these. 
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APPENDIX 1 QUESTIONNAIRE 
 
INTERVIEWER:  THE RESPONDENT SHOULD ANSWER A.1 - A.6 THEMSELVES.  THEY 
WILL THEN BE PROMPTED TO GIVE THE COMPUTER BACK TO YOU.   YOU MAY HELP 
THEM TO USE THE COMPUTER BUT SHOULD NOT PROMPT THEM IN ANY WAY AS TO 
HOW TO ANSWER THE ACTUAL QUESTIONS. 
 
READ OUT : I am now going to give you my computer for you to answer some  
questions yourself.  There are instructions as to what you should do but if they are  
not clear I can assist you in using the computer. 
 
NOW MOVE TO THE NEXT SCREEN AND GIVE THE RESPONDENT YOUR COMPUTER. 
 
This section of the survey is being carried out as part of a major campaign on  
domestic abuse in Scotland.  By domestic abuse we mean occasions where one partner  
in a relationship assaults the other, either physically, psychologically, verbally  
or sexually. 
 
Please answer each question by pressing on the square beside your answer.   
The interviewer can help you if you are not sure. 
 
Your answers will be treated in confidence and not identified with you personally.   
They will be added to all the other replies we receive from around 1000 people  
throughout the country to form a picture of the situation on domestic abuse within  
Scotland. 
 
Now press the 'OK' button to move on to the first question. 
 
Listed on the next few pages are a number of statements which have been made about  
domestic abuse - when one partner in a relationship assaults the other, either  
physically, psychologically, verbally or sexually. 
 
How much do you agree or disagree with each, from YOUR point of view.  Even if  
you are not sure, we are still interested in your impressions.  Please ask the  
interviewer to show you what to do if this is not clear, and please select an  
answer for each statement. 
 
Now click on 'OK' to move to the first set of statements. 
 
 
Question 101 
 

a) Domestic abuse of one partner by the other is a common occurrence in Scotland 
b) Sometimes men can have a good reason for hitting their partner 
c) Domestic abuse in private between partners is nobody's business but their own 

 
 1 �  Agree strongly 
 2 �  Agree slightly 
 3 �  Neither agree nor disagree 
 4 �  Disagree slightly 
 5 �  Disagree strongly  
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Question 102 
 

a) People who escape from domestic abuse at home can go on to make a new life for themselves 
afterwards 

b) Psychological or mental abuse where one partner controls, threatens or intimidates the other is 
just as bad as actual physical abuse 

c) Anybody who hits their partner should be treated with contempt 
d) It's okay to pressure your partner to take part in sexual activities if you're in a relationship, 

even if they don't want to 
 
 1 �  Agree strongly 
 2 �  Agree slightly 
 3 �  Neither agree nor disagree 
 4 �  Disagree slightly 
 5 �  Disagree strongly  
 
Question 103 
 

a) Sometimes women can have a good reason for hitting their partner  
b) There are lots of places women in Scotland can go for help if they are assaulted by their 

partner 
c) If a woman experiences domestic abuse but stays with her partner, it’s her own fault if 

she experiences further abuse in future. 
 
 
 1 �  Agree strongly 
 2 �  Agree slightly 
 3 �  Neither agree nor disagree 
 4 �  Disagree slightly 
 5 �  Disagree strongly  
 
Question 104 
 

a) It's okay to hit your partner once in a while 
b) Domestic abuse between adults doesn't really affect the children in the household 
c) People who suffer from domestic abuse just have to learn to live with it 

 
 1 �  Agree strongly 
 2 �  Agree slightly 
 3 �  Neither agree nor disagree 
 4 �  Disagree slightly 
 5 �  Disagree strongly  
 
Question 201 
 
MULTICODE 
A.2 In which age group or groups do you think domestic abuse happens more often in 
Scotland? Please select as many or as few as you think apply, then click 'OK'. 
 1 �  Younger people 
 2 �  Middle-aged people 
 3 �  Older people 
 4 �  Refused 
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Question 301 
 
MULTICODE 
A.3 In which social class or classes do you think domestic abuse happens more 
often in Scotland? 
Again, please select as many or as few as you think apply, then click 'OK'. 
 1 �  Upper classes 
 2 �  Middle classes 
 3 �  Working classes 
 4 �  Refused 
 
Question 401 
 
A.4 Do you have any close friends or relatives who you know have been a 
victim of domestic abuse? 
 1 �  Yes 
 2 �  No 
 3 �  Refused 
 
Question 501 
 
A.5 Have you personally ever been the victim of domestic abuse? 
 1 �  Yes 
 2 �  No 
 3 �  Refused 
 
Question 601 
 
A.6 Have you personally ever been responsible for domestic abuse against 
your partner? 
 1 �  Yes 
 2 �  No 
 3 �  Refused 
 
 
Question 602 
 
A.6b Were any children living in the household when the domestic abuse occurred? 
 1 �  Yes 
 2 �  No 
 3 �  Refused 
 
  
 
Thank you for your assistance on this important section of the interview. 
Now please hand the computer back to the interviewer. 
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Question 701 
 
A.7 Have you seen or heard any advertising or publicity on the subject of 
domestic abuse recently? 
 1 �  Yes 
 2 �  No 
 3 �  Don’t Know   
 
Question 801 

Question only asked if [ Q701:1 ]  
MULTI CHOICE 
A.8 Where did you see or hear this advertising or publicity? 
PROBE FULLY : Anywhere else? 
 1 �  Advertising on TV 
 2 �  In programmes on TV 
 3 �  Advertising on radio 
 4 �  In programmes on radio 
 5 �  Advertising in newspapers 
 6 �  Articles in newspapers 
 7 �  Outdoor posters (including bus shelters) 
 8 �  Indoor posters (washrooms etc.) 
 9 �  Cinema 
 10 �  Other1 
 11 �  Other2 
 12 �  Other3 
 13 �  Don’t Know 
 14 �  Can’t remember 
 
Question 901 
 
A.9 Please describe the advertising you saw on television on the subject of domestic 
abuse. What did it show and what did it say? 
PROBE 
 

………………………………………………. 
 
 
Question 10a 
 
A.10a    I am now going to play you a TV ad.  [SCRIPTER: Play ‘Dolls House’ ad] 
 
INTERVIEWER Tap OK to play advert  
 
Have you seen this ad on television recently? 
 1 �  Yes 
 2 �  No 
 3 �  Don’t Know 
 
Question 10b 
 
A.10b    I am now going to play you a TV ad.  [SCRIPTER: Play ‘Teddies’ ad] 
 
INTERVIEWER Tap OK to play advert  
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Have you seen this ad on television recently? 
 1 �  Yes 
 2 �  No 
 3 �  Don’t Know 
 
Question 11 
 
A.11 What do you think is the message of these ads? What are they saying to people? 
PROBE 

 
………………………………………………. 
 

 
Question 12 
 
A.12 I would now like you to listen to a radio advert. 
 
INTERVIEWER Tap OK to play advert [SCRIPTER: Play ‘ABC’ ad] 
 
A.12 Have you heard this advert on the radio recently? 
 1 �  Yes 
 2 �  No 
 3 �  Don’t Know 
 
Question 13 
 
A.13 I would now like you to listen to another radio advert. [SCRIPTER: Play ‘Nursery 
Rhyme’ ad] 
 
INTERVIEWER Tap OK to play advert 
 
A.13 Have you heard this advert on the radio recently? 
 1 �  Yes 
 2 �  No 
 3 �  Don’t Know 
 
 
 
REMAINING QUESTIONS TO BE ASKED OF ALL AGED 18+ ONLY 
 
Finally on this subject another couple of related questions which we would like you  
to answer on your own, as before.... 
 
HAND COMPUTER TO RESPONDENT 
 
Question 1 
 
B.1 Do you regard either of the following as exploitation of women or not? 
...i) Pornography 
 1 �  Yes 
 2 �  No 
 3 �  Don't know 
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Question 1_2 
 
B.1 Do you regard either of the following as exploitation of women or not? 
...ii) Prostitution 
 1 �  Yes 
 2 �  No 
 3 �  Don't know 
 
Question 2 

 
B.2 How acceptable or unacceptable do you believe the following activities to be? 
 
...i) Pressuring a woman to take part in sexual activities if she says she doesn't 
want to 
...ii) Purchasing or viewing pornographic materials 
...iii) Paying someone for sex 
 1 �  Totally acceptable 
 2 �  Acceptable 
 3 �  Neither acceptable nor unacceptable 
 4 �  Unacceptable 
 5 �  Totally unacceptable 
 
Question 3 
 
B.3  If a woman is raped, to what extent do you think she is responsible if she is…… 
…i) drunk? 
…ii) dressed in revealing clothing? 
…iii) flirting? 
…iv) known to have had many previous sexual partners? 

1 Totally responsible 
2 Mostly responsible 
3 Partly responsible 
4 Not responsible at all 

 
Thank you for your assistance on this important section of the interview. 
Now please hand the computer back to the interviewer. 
 
 
End of questionnaire 
 
 
 

 

ISBN 978 0 7559 1775 4 (web only publication)


