
Proposal 

 

Overview 

The Red Flag Campaign is a bystander intervention strategy based out of Virginia that is used to 

address and combat dating violence and sexual assault on college campuses. Participants help 

raise awareness by filling out red flags detailing thoughts or actions associated with dating 

violence and sexual assault. The flags are then placed around prominent locations on campus to 

raise more awareness. When completing a flag participants will also be able to sign a petition 

and/or fill out a survey for research purposes. The premise of the campaign is to encourage 

others to stand-up against dating violence and to speak up when the they see warning signs of 

dating violence.  

 

Our Position 

We want to take the Red Flag Campaign, which is a project of the Virginia Sexual and Domestic 

Violence Action Alliance , and spread it further into West Virginia. Shepherd University recently 

participated in the campaign in September of 2016. We want to further the cause by raising more 

awareness and increase participation not only at Shepherd University but at 3 other schools in the 

state.  

 

Audience Analysis and Persuasion  

The target audience for The Red Flag Campaign are college students on campuses in the state of 

West Virginia. The campaign is geared towards both male and female students from the age of 



18 to 25 in the West Virginia region. By targeting these students who are already concerned with 

sexual assault on campus, the Red Flag Campaign can raise further awareness and start 

conversations on these campuses.  

● Men and Women 

● Age 18-25 

● College undergraduate or graduate students 

● Aware of the existence of sexual assault and dating violence on campuses 

● Unaware of the full extent at how often dating violence/sexual assault occurs 

● Feels like they have very little power to stand-up against dating violence 

● Feel uncomfortable thinking about dating violence intervention 

As of now the target audience is aware of the existence of dating violence and sexual assault on 

college campuses, but they are unaware as to the extent it is actually happening. They do not 

actively talk about or discuss the subject and would more than likely not intervene if they 

witnessed a red flag in real life. The audience is unsure how to intervene in such a situation. 

Some of our audience has even experienced dating violence/sexual assault themselves.  

The Red Flag Campaign wants students to take a stand and speak out against sexual assault while 

raising awareness of how often it occurs on campuses and the negative effects it has on the 

victims.  

Traits: 

● Believes that dating violence is bad 

● Believes something should be done to combat dating violence 

● Avoid conflict 



States: 

● Nervous 

● Social anxiety 

● Stressed 

● Lack of Self-esteem  

● Lack of Commitment to a cause 

● Social pressures felt to act a certain way 

The college students’ existing attitude towards the campaign’s position is that they see sexual 

assault as a negative, selfish act. Although having a negative perception of assault, the students 

have a lack of awareness of it on their own campus and a lack of commitment in taking a stand to 

prevent it. Anxiety and social pressures play a big role in why students choose to be passive 

bystanders. They do not want to get involved in something that “isn’t their business,” and many 

of them wouldn’t have the skills or knowledge on how to approach such a sensitive issue.  

 

Theories and Concepts 

1. The Social Norms Marketing Theory is an effective approach to change attitudes by 

giving the public an accurate interpretation of the situation by providing statistics and 

visuals.  

2. The Counterattitudinal Advocacy Theory is effective by persuading people to present a 

negative attitude about sexual assault and domestic violence by presenting the public with 

surveys, facts, and statistics to prevent future assaults on campus.  



3. The Elaboration Likelihood Method (ELM) uses the peripheral route to get The Red Flag 

campaign’s message more credibility by using subconscious messaging. The ELM uses 

the central route to relay the content of the campaign’s message by allowing the public to 

reflect on ideas, evidence, and reason presented by the survey’s, statistics, and visuals. 

4. The Theory of Planned Behavior focuses on one’s perception of their own control over 

their behavior. This theory assumes that behavior is NOT always under one’s control. 

Persuasion works when the person’s Perceived Behavioral Control is higher. This theory 

links beliefs and behaviors, which is perfect for a bystander intervention campaign.  

 

Opinion Leader 

Since Shepherd University has already participated in a Red Flag Campaign, we have a faculty 

member that would be a valuable resource for our extended campaign. Dr. Howard-Bostic is a 

professor in the sociology department and has connections as such. She will also be presenting 

her findings from the first campaign at a conference in Spring of 2016. Other Opinion Leaders 

include the other members of the sociology department faculty and student ambassador, Laura 

Knock.  

 

Campaign Goals 

The primary goal for this campaign is to raise awareness of the Red Flag Campaign across the 

state of West Virginia. The secondary goal for our campaign is to increase participation in the 

Red Flag Campaign and create a program to educate the public on the dangers and effects of 

dating violence. 



● To raise awareness of the Red Flag Campaign across the state of WV 

● To increase participation in the Red Flag Campaign 

● Create a program to educate the public on the dangers and effects of dating violence 

 

 

Campaign Objectives 

1. Gather all information needed to make a presentation by May 25 

2. To create a detailed step-by-step presentation providing basic information about the 

campaign and what to do when faced with a red flag situation by June 1 

3. Create a survey, handouts, and etc. (or use the one from Dr. Howard-Bostic) to distribute 

to participants by June 3  

4. To partner with 3 other colleges by June 30 to begin planning our implementation 

strategy 

5. To have 300 signatures on our pledge to end dating violence by the end of the campaign 

(end of October) 

6. To have 700 flags (per location) filled out by the end of the campaign 

7. To raise $150 (at each school) by selling care packages and wristbands and/or by 

collecting donations by the end of the campaign (end of October) 

 

 


