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Abstract 

 

This research examines a student union-driven social marketing campaign 

intended to combat bullying by impacting bystander's knowledge and attitudes 

towards bullying at a Public University in Sweden. The campaign was designed 

and implemented by student volunteers over a period of five months. Efforts 

employed on campus addressed various aspects of the marketing mix, including 

product, price, place, and promotion through fun activities such as the Pink 

Shirt Day. Outcome measures of the campaign evaluation included assessing 

the effectiveness of promotional materials in prompting student visits to the 

campaign webpage, participation in an anti-bullying day and assessing the 

impact on students’ reported bullying-related beliefs and behaviours. As a result 

of extensive formative research, student developers designed campaign 

promotional materials that incorporated socially relevant images and messages 

to enhance students’ confidence related to making decisions on how to behave 

in situations where they witnessed incidents of bullying. Evaluation included an 

anonymous survey sent to a sample of students. Responses were gathered 

regarding student demographics, awareness and recognition of bullying, and 

whether the campaign impacted students’ reflections on awareness of, 

recognition of and willingness to stand up to bullying. Study results indicate 

online and interactive promotional materials (i.e., Facebook page and anti-

bullying day a.k.a Pink Shirt Day) increased the likelihood of students reporting 

a positive response to their awareness and confidence in understanding the 

harmful effects of bullying and determination to help those affected by it. Use 

of socially relevant messages and online or interactive campaign components 

appear to be promising when implementing campaigns to address University 

students bullying issues.  

 

Keywords: Social Marketing, Anti-bullying, Bystanders, 4P's of Social 

Marketing  
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“The world is a dangerous place to live; not because of the people who are evil, 

but because of the people who don't do anything about it.” Albert Einstein 
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1 Introduction 
 

Societies and governments are constantly looking at ways to change attitudes 

and behaviours of their citizen-consumers in order to promote a social good or 

prevent a social harm, whether that be encouraging people to wear seat belts or 

improve their dietary lifestyles or make birth control choices (Kotler and Lee 

2009). Bullying is one behaviour that needs to change and societies and 

authorities are always on the lookout for new methods to bring out that change 

(Coleyshaw 2009). Social Marketing came about as marketing scholars 

suggested that marketing theories and ideas are applicable to all institutions 

which have consumer groups (Kotler and Levy 1969; Kotler 1972). This helped 

to build a bridge between social change and the business world and create 

Social Marketing which was quite evident in the pioneering article of Kotler 

and Zaltman (1971). 

 

In their pioneering article Kotler and Zaltman (1971) tried to highlight this link 

between the business world and social well being by suggesting that: ‘‘Social 

marketing is the design, implementation, and control of programs calculated to 

influence the acceptability of social ideas and involving considerations of 

product planning, pricing, communication, distribution and marketing research’’ 

(p. 5). Andreasen (1994) however thought that this definition fell short of 

introducing Social Marketing the world, instead they proposed that ‘‘Social 

marketing is the adaptation of commercial marketing technologies to programs 

designed to influence the voluntary behaviour of target audiences to improve 

their personal welfare and that of society of which they are a part’’ (p. 110). 

 

Andreasen's (1994) suggestion is more applicable since it reinforces the 

utilization of marketing techniques to influence attitudes and behaviour rather 

merely acting as a courier who has the job of passing information from one 

party to the next. According to Collins (2011) Social Marketing has been used 

to address the following mostly social and public service related problems: 

condom use to prevent and control HIV-AIDS (backed by the UN and WHO), 

anti-smoking campaigns, seat belt use and drive safe campaigns, healthy 

lifestyles and nutrition (backed by the US Centres for disease control and 

prevention), preventing abuse of children and women, female education in 

developing countries, environmental conservation, combating poverty in 

developed and developing countries (e.g. Kotler & Lee 2009) and promoting 

the use of family planning in developing countries (e.g Samad et al 2012). 

 

In view of the post WW2 immunization drives by governments, It became 

important to differentiate between propaganda or one way communication and 

the more interactive approach of Social Marketing (O’Shaugnessy 1996, 

Rotfeld 1999; Hastings, Stend, & Webb 2004). O'Shaugnessy (1996) stressed 

on the marketing element of Social Marketing which consequently resulted in 

the dependence of Social Marketing on technologies. Andreasen (1994) and 

(Kotler 1972) further qualify the earlier argument by saying that as with 

commercial marketing, social marketers need to restrict themselves to the 
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fundamental job of marketing management which includes the classical 

marketing mix or 4Ps: Product, Price, Place, and Promotion. Kotler & Zaltman 

(1971) go one step further to identify the success of a Social Marketing 

campaign which in their view depends on the proper development of the social 

product, social promotion, social place and social price (p. 12). Kotler, Roberto, 

& Lee (2002) focus on the use of market research, marketing segmentation, and 

the marketing mix to achieve behavioural change. These ‘‘traditionalists’’ 

according to Glenane-Antoniadis et al. (2003) have dominated social marketing 

thought. 

 

This research examined a student union-driven campaign intended to combat 

bullying at a Public Research University in Sweden. The campaign was 

implemented as part of a comprehensive social marketing effort to address the 

problem of university students bullying.  

 

1.1 Background 

 

Uppsala Studentkar, the Student Union at Uppsala University, designed and 

executed a Social Marketing campaign called Uppsala Upstander to raise 

awareness about and combat peer to peer bullying/abuse/harassment on 

campus. As a pilot project for a campus-wide initiative, the Union decided to 

conduct this campaign at one of its schools in order to observe its impact. The 

Student Union used various on campus and online tools including a campaign 

Facebook page, Badges, Advertisement in the Student Newspaper, Online 

Advertising, Posters and by organizing an anti-bullying day on which they gave 

away themed T-Shirts.  

 

1.2 Purpose and Relevance of the Research  

 

The purpose of the study was to examine the effectiveness of a student-union 

driven campaign, Uppsala Upstander, intended to raise awareness amongst 

University students and help recognize bullying by including socially relevant 

images and messages and enhancing students’ confidence related to making 

simple decisions about taking a stand against bullying and social exclusion on 

campus. Since the domain of Social Marketing is voluntary change of 

behaviour and attitudes (Andreasen, 1995; Glassman & Braun, 2010) , the 

participants could not be forced into taking a particular course(s) of action. 

Some of the promotional material used during the campaign did offer 

suggestions on what and how to respond although the ultimate decision was left 

entirely to the students.  

 

According to Coleyshaw (2009), there is limited research in the field of 

bullying at Universities and much less so on a prevention strategy hence this 

research will contribute towards this gap. Coleyshaw (2009) also points out that 

Bullying behaviour exists in all spheres; compulsory education, workplaces and 

wherever human beings congregate and interact. At Universities however, such 

behaviour is more subtle and difficult to detect, furthermore Coleyshaw (2009) 

is of the view that since compulsory education (schools) and workplaces affect 

the reputation and economy of societies, families and politicians in many 

different ways and so there is more motivation to undertake research in those 
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areas than at universities.  

 

In order to provide a stepping stone in the gap identified by Coleyshaw (2009) 

and follow the instruction of Dejong & Winsten (1998), who instruct us that it 

is essential that campaigns are evaluated to determine whether the intended 

message is being effectively conveyed. This study aimed to check the impact of 

a Student Union driven campaign to combat bullying amongst University 

Students. The research question stated: How do various promotional material 

used in a student union driven social marketing campaign make students, at 

different levels of awareness, ability to recognize and willingness to take a stand 

against bullying, feel they have increased awareness, ability to recognize and 

willingness to take a stand against bullying if they were to witness it in a 

University context?1 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                 
1 Bullying occurs when someone is exposed, repeatedly and over time, to negative actions on 

the part of one or more other persons. Negative action is when a person intentionally inflicts 

injury or discomfort upon another person, through physical contact, through words or in other 

ways (Olweus, 1993) or the term bullying refers to systematic, repeated and intentional 

behaviour that causes physical or psychological harm (Forero et al., 1999; Sudermann et al., 

1996  
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2 Theory 
 
Marketing is a vast field and has many approaches depending on whether the 

goal being pursued is long term or short term. According to Kotler, Roberto, & 

Lee (2002) Social Marketing is the application of Marketing principles to 

achieve specific behavioural goals for a social good. Social marketing can be 

applied to promote merit goods or to make a society avoid demerit goods and 

thus promote society's well being as a whole. Alternatively according to 

Andreasen (2003) Marketers are concerned with human behaviour, they need to 

understand why customers, competitors, and stakeholders behave as they do so 

that they can influence and generate profits from this behaviour. 

 

Many of our health and social problems such as, AIDS, skin cancer, domestic 

violence, bullying and lung cancer are a direct result of our behaviour. Social 

marketers use theories of Marketing to modify this behaviour and just as with 

conventional marketing there is a range of frameworks available depending on 

weather the change being sought is long or short term. Prevention of STDs such 

as AIDS or wearing seatbelts to ensure road safety require almost a lifetime's 

commitment whereas a fundraiser to help feed the hungry in a poverty stricken 

area may only require a one off donation.   

 

According to Hastings, & Saren (2003), Social Marketing is a new discipline 

and therefore its proponents are still at odds with each other as to which 

commercial marketing framework is the most mutable framework for this 

discipline. The proponents are divided into two main camps based on the 

commercial marketing framework they favour. The two schools of thought are 

The Exchange Theory or Transactional Marketing Approach and the 

Relationship Marketing Approach. 

 

This study used the Transactional Marketing Framework similar to one used by 

Thompson et al (2013) in their study of a Social Marketing campaign to reduce 

the amount of alcohol consumed by University students. Other examples of this 

are Cameron & McGuire (1990) to analyze the impact of promotional material 

used in a public well being campaign aimed at minimizing the risks of skin 

cancer due to sun tanning and Vasudevan et al., (2009) to analyze the impact of 

promotional material used in an anti-drink driving and road safety campaign 

intended to reduce the incidences of injuries caused due to wreckless driving in 

the US State of Nevada. Moreover, the nature of the campaign which was 

determined by its designers focused heavily on a transactional framework as it 

was a here and now campaign.  

 

A Relationship Marketing Approach was not considered because according to 

Andreasen (2003) behaviour change requires a long term effort for instance 

giving up smoking may require numerous attempts and may be spread over a 

period of 6 to 12 months. Similarly, a fitness plan may require adherence to it 

for a lengthy period of time rather than a one off adoption of new offerings. The 

Uppsala Upstander campaign was a short term campaign which focused on the 
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here and now rather than a long term commitment thus it made a relational 

framework unfit for use. Moreover, Li & Nicholls (2000), Frazier & Anita 

(1995) and Petrof (1997) have questioned the very idea of relationship 

marketing and concluded that relationship marketing is not always the answer 

nor is it exclusively applied. 

 

 

2.1 The Exchange Theory or Transactional Marketing 
Approach 

 

According to Bagozzi (1979 pp.431-447 ) the exchange theory or the traditional 

(transactional) marketing approach involves the transfer of tangible or 

intangible items between two parties. Kotler (2000) defines the prerequisites for 

an exchange to take place 

 

1. There are at least two parties 

 

2. Each party has something that might be of value to the other party 

 

3. Each party is capable of communication and delivery 

 

4. Each party is free to accept or reject the offer. 

 

5. Each party believes it is appropriate or desirable to deal with the other party. 

 

Building on Kotler's (2000) and Bagozzi's (1979 pp.431-447) views on 

marketing being transactional Maibach (1993) states that if Social Marketers 

can show their target audience that the benefits they perceive outweigh the costs 

which they associate with its purchase, then the consumer is likely to make a 

voluntary purchase. Critics of this school of thought point to the weakness of 

the transactional approach with Bagozzi (1974) arguing that 'there is most 

definitely (mutually beneficial) exchange in social marketing relationships, but 

the exchange is not simple quid pro quo notion characteristics of most 

economic exchanges'.  

 

Hastings & Saren (2003) argue that the very nature of Social Marketing makes 

the exchange theory inapplicable for it become difficult to sell the benefits that 

the consumer will never see e.g. not getting cancer or sexually transmitted 

diseases. Furthermore according to Buchanan et al (1994) health promoters and 

other social activists themselves object to the idea that they might be seeking to 

benefit from a transaction which they see as purely altruistic. Hastings & Saren 

(2003) however counter this argument by saying that even the most altruistic of 

doctors still has a boss to please and KPIs to meet2.   

 
 

 

 

                                                 
2 KPI is a performance indicator used to measure the success of an organization of individuals 

(Parameter, D. 2010 
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The Centers for Disease Control and Prevention (2012) encourages the use of 

social marketing principles in public service interventions to increase 

effectiveness. As the first tool in the public service toolkit, such interventions 

are intended to reach large sections of society in order to increase the 

knowledge of its audiences and make certain suggestions for them to follow.  

Wandersman & Florin, (2003) and Randolph & Viswanath, (2004) point out to 

the economies associated with the larger problem and the problem as a whole 

instead of going after every single case as a stand alone issue. In the current 

context, it also makes more sense to deal with bullying as a whole instead of 

treating every incident as not being part of the bigger problem. As with 

commercial marketing, Social Marketing offers its target audiences benefits or 

reduces the barriers in the way of adopting the desired behaviour (Glanz, Rimer, 

& Viswanath, 2008). In this way Social marketing impacts voluntary social 

behaviour with the use of marketing principles to change attitudes, motivate 

individual or societal change, and increase knowledge in order to improve 

personal or public welfare (Andreasen, 1995; Glassman & Braun, 2010).   

 

One framework that can be used to define a social marketing campaign is the 

use of marketing principles such as the 4Ps, product, price, placement, and 

promotion. When used in Social Marketing campaigns, the first P, representing 

product, denotes the suggested behaviour and the benefits which it brings with 

it. The second P, price, denotes the costs of adopting the suggested behaviour 

and any associated barriers they must overcome while doing so. The third P, 

place, denotes the physical or non-physical location where the suggested 

behaviour and its benefits take place and is supported or facilitated. The fourth 

P, promotion, include the channel used to convey the suggested behaviour to the 

target audience (Glassman & Braun, 2010). In addition, the four Ps should be 

applied in such a way that they are relevant to the students’ social experience 

and empower students to engage in behaviours to stand up for victims of 

bullying and thereby maintain a healthy educational environment on campus. 

 

2.2 The four Ps of Social Marketing 

 

2.2.1 Product- Social Proposition 

 

Kotler et al. (2002, pp. 195–198) point out that in traditional commercial 

marketing the actual product is the tangible product and services which the 

consumer purchases. The augmented product however consists of the use that 

the consumer puts their product to and any benefits that they gain from that. 

However, once the commercial framework is translated to use in a Social 

Marketing context, the actual product becomes the benefits which “consumers” 

will receive as a result of adopting the suggested behaviour whereas the 

augmented product becomes any physical product that is “purchased” to get 

those benefits (Kotler et al. 2005).  

 

In practice, health and other public service professionals3 find this model very 

                                                 
3 The term public service professionals is used throughout the text to denote those working in 

the fields of social work and health workers 
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difficult to apply and understand. Public service professionals have a tendency 

to focus on the actual intervention which is the augmented product for a social 

marketer while overlooking the benefits for which the social consumer is 

purchasing this product. The complexities of the Social Marketing exchange 

also give birth to confusion on part of public service professionals towards the 

overall behavioural outcome and the specific behavioural goal to be established 

for a particular target audience. For it is very rare that social consumers will 

purchase an augmented product except on the rare occasion involving the 

distribution of condoms or nicotine patches. On most occasions, the social 

consumer is purchasing the benefits which will come with a voluntary 

behaviour change. The benefits of this change may not be obvious, may accrue 

to someone else other than the actual target, and/or may occur some time into 

the future (Peatty & Peatty 2003). Public service professionals take exception to 

the word product and associate it with unethical commercial marketing, in order 

to solve this problem Peatty & Peatty (2003) suggest the term ‘‘social 

proposition’’ as a substitute for the less commercial minded public service 

professionals. In our case, self reported increase in awareness, ability to 

recognize and willingness to take a stand against bullying is the Social 

Proposition. 

 

Some of the complexities of the Social Proposition as mentioned above arise in 

the case of augmented social product for example condoms or skin lotions to 

prevent sunburns. The question that arises here is whether good sexual health or 

healthy skin is the social product or the physical condom or lotion? Another 

similar example is of low fat diet, which raises the question whether the food 

itself or the resultant good health is the actual social product. It is possible to 

cite numerous other examples such as the physical vaccine or the (lack of) 

disease that one will never see is the actual social product. Peatty & Peatty 

(2003) suggest that the benefit of the physical product is the actual social 

product or proposition. The example before this research used physical products 

as promotional items such as t-shirts and posters but keeping in line with Peatty 

& Peatty (2003), the product was the intangible benefit that has been described 

in the above paragraph.  

 

2.2.2 Price and Negative Pricing  

 

According to Wood (2008) public service professionals think of monetary costs 

when they are asked to think of the pricing aspect of the social marketing 

exchange. They either consider the cost of the social intervention or if there will 

be a cost that social consumers may incur in order to receive the social 

intervention. For the social marketer, it is true that buying  when a behavioural 

change ‘‘product’’ will involve costs but these are likely to include perceived 

time, inconvenience, change of lifestyle, and negative impact on social relations 

resulting from changed behaviour. Public service professionals attempting to 

deliver and create value (Kotler 1972) are faced with the problem of 

understanding and measuring cost to the target individual.  

 

Another factor which creates difficulties for the concept of value to be applied 

to Social Marketing is the fact that the target audience may not directly or 

immediately benefit from the perceived costs of changing behaviour. 

Alternatively they may benefit financially, for example by saving money 
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through not buying (or reducing their consumption of) cigarettes, tobacco, or 

drugs. 

 

The complexities of Social Pricing are that the currency used in Social 

Marketing consists of intangibles such as time, effort and risk of embarrassment 

and disapproval in addition to monetary costs. As with any commercial product, 

if the social price outweighs the benefits of the social product, there is a low 

chance of it being adopted. Whereas a low price with increased benefits makes 

it more likely that the social product will be adopted. In determining the price 

of physical products such as condoms or vaccines or skin lotions, care needs to 

be taken as to not fix the price so low as to raise questions about the quality of 

the product. On the other hand, if the price is too high, it may miss its intended 

targets.  

 

An interesting phenomenon called negative pricing occurs in Social Marketing 

(Bloom & Novelli 1981) where there is a monetary gain through the “purchase” 

of the Social Product for example giving up smoking or drinking. This contrasts 

with commercial marketing where the desired behavioural change involves 

paying for something new or consuming more (and thus spending more money 

on) of an existing product.  

 

In the case of Uppsala Upstander, the various costs include the targeted 

individuals investing time and effort into activities and promotions (some of 

which require interaction) and being present at various on campus events in 

order to attend them. The social price thus is not very high and this particular 

social product can easily be bought.  

 

2.2.3 Place and Social Place  

 

The most important point that needs to be underscored in the case of the Social 

Place is that it is the place where the intended behaviour change or attitude 

change occurs. It is not the real or virtual place where consumers of the social 

product pay the social price and obtain information or other resources, those 

may form the social promotion and are channels of communication. According 

to Wood (2008) and Bloom & Novelli (1981), there is a degree of overlap with 

commercial marketing in making services available to the target market. 

 

Augmented product elements in social marketing program, for example nicotine 

patches or condoms, or in our case, Pink T-Shirts, badges and posters have to be 

physically distributed effectively to potential users. Although social marketers 

primary concern is the distribution of information or ideas about behavioural 

change rather than a physical product on certain occasions they are confronted 

with the choice of distributing services.  

 

 

 

 

 

 

When such a situation arises, they are faced with the question of whether the 

place of distribution should be centralized where social consumers can come 
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and receive the social service or whether it should be delivered to them directly 

with a resulting resource allocation issue. 

 

In our case, the social place was the social sphere of interaction among students 

at the University where bullying was likely to occur.  

 

2.2.4 Promotion and Social Promotion   

 

Commercial promotions makes use of various media like TV, radio, The 

Internet, newspapers and flier etc to reach out to their audience with their 

message and aim to influence their consumption patterns through it. According 

to Peatty & Peatty (2003) this is true for social marketing as well. In fact, early 

definitions of social marketing focused on the promotion of ideas (Kotler & 

Zaltman 1972). Since public service professionals' understanding of the social 

product differs from that of social marketers, they have a difficult time in 

marketing the benefits of the social product and instead focus themselves more 

on raising awareness and handing out information (Novelli and Bloom 1981).  

 

For the social marketers however, the notion right from the start has been on 

marketing the benefits which will come as a result of adopting the behaviour 

change with some suggesting that more attention should be given to the growth 

in interactive, electronic media and communications channels that are becoming 

prominent in commercial marketing. Peatty and Peatty (2003) take a somewhat 

pessimistic view of the potential of the Internet in facilitating exchanges but 

they do highlight its role in building relationships, particularly with young 

people.  

 

Modern channels, including mobile phones, e-mail, and the social networking 

sites, allied to electronic databases (Hastings 2003) facilitate interactivity and 

relationship building. It is however very important to note here that (Saladin-

Subero & Hawkins 2011) have demonstrated in their evaluation of the Stop 

Bullying Now! Campaign that the internet is the most successful and cost 

effective medium to conduct a social marketing campaign especially when 

young people are involved. In the case before us, the anti bullying campaign 

(for the reasons mentioned above) made excessive use of both on-campus and 

online mediums to deliver their social product. 

 

Uppsala Studentkar, the Student Union at Uppsala University, designed and 

executed a Social Marketing campaign called Uppsala Upstander to raise 

awareness about and combat peer to peer bullying/abuse/harassment on 

campus. As a pilot project for a campus-wide initiative, the Union decided to 

conduct this campaign at one of its schools in order to observe its impact. As 

part of the Social Marketing Campaign, efforts employed on campus addressed 

various aspects of the marketing mix, including product, price, place, and 

promotion through a variety of social activities.  

 

 

 

 

 

Outcome measures of the campaign evaluation included assessing the 
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effectiveness of promotional materials in raising awareness of bullying, 

increasing the ability to recognize bullying and willingness to stand up or 

confront bullying. Following extensive formative research, student developers 

designed campaign promotional materials that incorporated socially relevant 

images and messages to enhance students’ confidence related to making simple, 

low-risk decisions regarding bullying and social exclusion. 

 

2.3 Segmentation and previous research into Bullying 

 

Marketing pundits such as Wendall (1956), Dickson et al (1987) and Kotler 

(2011) have endorsed the importance and benefits of a segmented market and 

pointed that different segments within a market have different consumer 

behaviour and require different (social) products. While studying the impact of 

the Uppstander campaign this research is also interested in the differences 

between that impact across various segments that its consumers fall under since 

the impact may not be uniform across all consumers.  

 

As mentioned previously, Coleyshaw (2009) has pointed out at the gap in 

research into University students bullying yet stated that there is ample interest 

and research into bullying at schools. One of the pioneers of that research is 

Dan Olweus. Although, Olweus's contribution to the field of bullying is vast 

(Olweus 1989, 1991, 1993, 1994) this research used Olweus's research on 

segmenting the 'market' of bystanders and measure the impact of the campaign 

across different segments.  

   

Brown et al., (2005) have made a very strong case for segmentation in the 

context of bullying to identify if there are difference in strategies employed and 

their effect on different parts of the same population. Cameron & McGuire 

(1990) segmented their audiences to analyze the impact of promotional material 

used in a public well being campaign aimed at minimizing the risks of skin 

cancer due to sun tanning. Similarly Vasudevan et al., (2009) used segments in 

an anti-drink driving and road safety campaign intended to reduce the 

incidences of injuries caused due to wreckless driving in the US State of 

Nevada.  

 

In on campus campaigns, Thompson et al., (2013) studied a campaign designed 

to reduce students consumption of alcohol. The student 'market' was segmented 

along the lines of their drinking patterns. This is behavioural segmentation 

which is defined as segmentation on the basis of a relationship to the product 

(Sinha et al., 2005). Staying in line with Brown et al., (2005), this study also 

explored whether there was a relationship between the self-reported pre-

campaign level of awareness and/or engagement and the impact of campaign on 

the level of awareness and/engagement.  

 

Accordingly, the students were divided into two on the basis of their 

relationship to the Social Product which consists of awareness, recognition of 

and willingness to stand up to bullying. The segments were A and B. Segment A 

comprised of students who had higher levels of engagement with the Social 

Promotions and Segment B consisted of students with lower levels of 

engagement towards the Social Promotions. 
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2.4 Putting the Ps and Segmentation Together 

 

For this study, the first three Ps, the Social Product, Social Price and Social 

Place remained almost constant but the Social Promotion was different each 

time. The Social product was the raised awareness of and desired change of 

attitude towards bullying. The purpose of the Uppsala Upstander campaign was 

to seek this constant social proposition for the duration of its course; this was 

the Social Product being sold to all participants regardless.  

 

The Social Price for this product fluctuated within a very narrow fixed range for 

each individual buyer and since no monetary costs were involved and students 

attended the campus as per routine, the price was considered negligible. As the 

fluctuations were within a very narrow band, the social price was considered to 

remain constant. Some social promotions required higher levels of engagement 

(social price) than others and will be touched upon further in the analysis 

section.  

 

The Social Place was where the desired behaviour change was being sought and 

it was constant, i.e. the sphere of interaction among students on campus. The 

only P that changed to great extent was the Social Promotion. This consisted of 

different interactive and not so interactive promotional items employed by the 

campaign designers to raise awareness of and encourage social interventions by 

students. Through the research conducted by Thompson et al (2013), Brown et 

al., (2005) , Cameron & McGuire (1990) and Vasudevan et al., (2009) it has 

emerged that the impact of social marketing campaigns is not uniform across all 

recipients but may differ based on their levels of awareness and engagement or 

as Sinha et al., (2005) calls it, relationship with the social product.  

 

Thus this study was interesting in measuring the impact of the social 

promotions across segments of people who self described as having less or 

more awareness and/or engagement towards bullying. The study was also 

interested in exploring if any significant differences existed between those on 

various levels of awareness and/or engagement.  
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3 Methods 
 

3.1 Selection of research strategy 

 

The purpose of this study was to study the impact of a social marketing 

campaign in the context of University Students bullying behaviour contributing 

to the gap in research in this field identified by Coleyshaw (2009). In order to 

reach the purpose, the following research question was chosen; How do various 

promotional material used in a student union driven social marketing campaign 

make students, at different levels of awareness, ability to recognize and 

willingness to take a stand against bullying, feel they have increased awareness, 

ability to recognize and willingness to take a stand against bullying if they were 

to witness it in a University context?   

 

To answer the research question, a quantitative pre-campaign and post-

campaign questionnaire was used or in another words, a before and after 

measurement was used. This kind of study has been used to evaluate other 

campaigns most notably by Cameron & McGuire (1990) to analyze the impact 

of promotional material used in a public well being campaign aimed at 

minimizing the risks of skin cancer due to sun tanning.  

 

Similarly Vasudevan et al., (2009) used a quantitative pre-campaign and post-

campaign questionnaire to analyze the impact of promotional material used in 

an anti-drink driving and road safety campaign intended to reduce the 

incidences of injuries caused due to wreckless driving in the US State of 

Nevada, Other uses of similar questionnaires are Salim et al (2011) to 

encourage audiences of promotional material towards organ in particular kidney 

donation and Thompson et al (2013) to analyze the impact of a campaign 

intended to reduce the consumption and thereby harm of alcohol consumption 

on campus at a public university in the US.  

 

Quantitative research can improve the validity of findings and provide a 

numerical dimension that helps the researcher to simplify human experience 

(Bryman & Bell, 2007), and by that, explain relationships between variables 

(Saunders et al., 2009). In this thesis, the quantitative research enabled us to test 

the relationship between various types of promotional materials in raising 

awareness of, increasing recognition of and increasing willingness to take a 

stand against bullying.  

 

Moreover, according to Morgan (1998) and Mayoh & Onwuegbuzie (2015) 

quantitative research is the method of choice where there are many respondents 

and results can be generated quickly. They further state that such a method also 

has more credibility with people who fund public well being initiatives (since 

results are expressed as a number which can be understood more easily) which 

in the case of this research is the Student Union and/or its donors. Another 

important point made by Morgan (1998) is that quantitative research helps to 

minimize the bias of the researcher on analysis and results obtained. 
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3.2 Operationalization 

 

According to Dejong & Winsten (1998), it is essential that campaigns are 

evaluated to determine whether the intended message is being effectively 

conveyed. This study aimed to check the impact of a Student Union driven 

campaign to combat bullying amongst University Students. The research 

question stated: How do various promotional material used in a student union 

driven social marketing campaign make students, at different levels of 

awareness, ability to recognize and willingness to take a stand against bullying, 

feel they have increased awareness, ability to recognize and willingness to take 

a stand against bullying if they were to witness it in a University context? It is 

therefore essential to define awareness, recognition and willingness to take a 

stand in addition to the promotional elements of the campaign being evaluated 

before continuing further. 

 

The campaign organizers described awareness as the knowledge of what 

bullying is and what are its effects on victims, bystanders, bullies, educational 

environment and greater society. It also included knowledge of various types of 

bullying ranging from sexual abuse to physical and emotional abuse as well as 

calling for a social boycott or passively ignoring someone or spreading lies and 

gossip about someone in order to make others dislike them. Awareness that it 

can happen at Universities in addition to schools and workplaces was also a 

criteria determined by the campaign organizers. Recognition was benchmarked 

as the ability to piece together symptoms of bullying occurring on campus and 

the ability to recall tell tale signs of bullying. Taking a stand against bullying 

was determined as any intervention that bystanders may take in order to deter 

the activity. Students were provided a range of options including offering 

support to the victim, confronting the bully and reporting them to staff or the 

Student Union but the ultimate intervention was left to them.   

 

3.2.1 Construction of the Questionnaire 

 

Keeping in mind the purpose of this study and the definitions of awareness, 

ability to recognize and willingness to take a stand (see previous section), a 

questionnaire was developed (see Appendix A). The questionnaire was an 

edited version of the Olweus anti bullying questionnaire adapted to make it 

relevant to a university environment. The Olweus questionnaire describes itself 

as a multi level, multi component questionnaire designed to explore bullying at 

three levels, the institution, the class and the individual (Olweus, 1989, 1991, 

1993 and 1994).  

 

The Olweus questionnaire was adapted to the context of this study by removing 

sections dealing with primary school issues and adding questions which 

reflected the Uppsala Upstander Campaign. In its finalized version the 

questionnaire contained three sections with a total of 27 questions/statements. 

Section one contained 4 questions, developed for this study, largely concerned  

with profiling how long the students had been at the institution which would 

indicate whether they qualified for the research as only students who had spent 

at least 6 months or more at the institution so as to be familiar with the 

environment of it were sought for the study.  
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The second and third section used statements where the students were asked to 

answer using a 5 point Likert Scale (Bryman & Bell 2007) ranging from a to e 

where 'a' represented the lowest end of the spectrum regarding awareness and 

recognition of bullying and willingness to confront it whereas 'e' represented the 

highest of the same. The second section, following the Olweus questionnaire, 

contained 16 statements concerning awareness of bullying and recognition of it 

in various situations during their student life at the institution. The third and last 

section of the questionnaire contained 7 statements  concerned with willingness 

of the responding students to take a stand against bullying. In this section the 

students were presented with 5 options from which to choose their most 

appropriate answer.    
 

For the follow-up aiming at measuring the impact of the anti-bullying campaign 

with its different promotional items an additional section of the questionnaire 

was mailed to the respondents. This section of the questionnaire contained 6 

statements with 3 parts each regarding awareness, recognition and willingness 

to confront developed for the study. The students were asked to answer 

dichotomous yes or no (coded as 1, 0) to induce clear positions on the issues. 

Hence altogether the questionnaire collected 18 dichotomous responses from 

each student.  

 

3.2.2 The Campaign  

 

The six promotional items or social promotions which the campaign used 

included online resources and a dedicated Facebook Page, Posters, Student 

Newspaper Ad, Student Union Website Ad, An Anti-Bullying Day dubbed 'Pink 

Shirt Day' and Badges.   

 

a) Facebook Page 

 

The first piece of promotional material was the Uppsala Upstander Facebook 

page which was created by January 2013 but did not go live until the campaign 

started in February. Privacy settings in Facebook ensured that the page or its 

contents were not visible to anyone save the organizers of the campaign until 

February. The purpose of the Facebook page was two fold a) to promote the 

campaign by advertising upcoming events with times and locations b) to 

provide a forum for online discussion of peer to peer bullying/abuse.  

 

The Facebook page was advertised on the Uppsala Studentkar's website and on 

the Uppsala Studentkar's Facebook page as well as in the Student Newspaper. 

The President and Vice President of Uppsala Studentkar were amongst its first 

members. Popularity of the page was measured by, the Student Union, by the 

number of visitors to the page. 

 

The Facbook page contained online resources which described what bullying 

was with pictures and video links as well as interactive discussion forums 

where questions were answered by the Union as well as other visitors. The 

Facebook page also contained simulations of bullying situations in order to help 

visitors to recognize bullying situations in real life. Various types of bullying 

situations ranging from physical, sexual violence to psychological abuse were 
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covered on this page. Visitors to the page were also provided with options of 

what they can do in situations where they witness bullying taking place. These 

options ranged from reaching out the victims to reporting the bully to outrightly 

confronting them. Some information on this page suggested how bystanders 

could record the abuse and/or gather witnesses. These options were mere 

suggestions and students were encouraged to make their own decisions on how 

and what to do.  

 

b) Posters 

 

Posters with socially relevant messages and pictures were developed by student 

planners and displayed across the campus from February 2013 onwards. The 

Student Union has its own notice boards across the campus and the same were 

used. Messages on the Posters included descriptions and pictures of bullying 

situations and messages which the planners felt would resonate with audiences. 

The effects of bullying were illustrated in a tactful way. Students were 

encouraged to become heroes by standing up to bullying. 

 

 

c) Student Newspaper Ad 
 

Uppsala Studentkar published an ad for the Uppsala Upstander campaign in its 

newspaper with relevant messages describing the effects of bullying and how to 

spot it. The ad also encouraged students to stand up to bullying by reporting it 

or confronting the bully amongst other options.  

 

 

d) Student Union Website Ad 
 

Uppsala Studentkar published an ad for the Uppsala Upstander campaign on its 

website with relevant messages describing the effects of bullying and how to 

spot it. The ad also encouraged students to stand up to bullying by reporting it 

or confronting the bully amongst other options. In comparison to the Printed 

ads, planners of the campaign were able to use 'flash' and other Softwares to 

enhance the graphics of the ad.  

  

e) Anti-bullying day a.k.a Pink Shirt Day 
 

The Climax of Uppsala Studentkar's social marketing campaign was the anti-

bullying day a.k.a. Pink Shirt Day. The idea of anti-bullying day being a Pink 

Shirt Day traces its conception to an incident of bullying in 2007 in Canada 

where bystanders who watched a classmate being bullied because he was 

wearing a Pink Shirt decided to show solidarity with him by asking the entire 

school to wear pink the next day. News of this travelled from the school through 

the Department of Education to the Premier of British Columbia's office who 

officially sanctioned the last Wednesday of every February as an anti-bullying 

'Pink Shirt Day'. 

 

Since then a global initiative called 'Stand Up to Bullying Day' has taken the 

Pink Shirt Day to the next level with the website describing its objectives as : 

'International STAND UP to Bullying Day is a special event in which people 
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across the world who have signed a special “pledge shirt” join together in 

wearing them to: 

 

1) Send a loud, non-confrontational message of resistance to bullies 

 

2) Identify themselves to victims as a source of support willing to help 

 

3) Draw attention to the effects of bullying, and stimulate passive bystanders 

into action' 

http://www.standupday.com/08/participants/index.php?target=pages&page_id=i

ntro 

 

According to their website, The International Stand Up to Bullying Day is 

currently active in 25 countries in educational institutions and workplaces. 

Uppsala Studentkar registered itself as the first educational and/or workplace in 

Sweden to join this initiative and celebrate March 26th 2013 as its first Pink 

Shirt Day. 

 

For this purpose, 300 Pink T-Shirts designed by student designers were given 

out on campus to students to highlight the issue of bullying and seek student 

participation by asking them to wear a Pink T-Shirt of their own if they had one. 

Those students who did not have or remember to wear one, were given one of 

these 300 shirts. Interested students could approach the Uppsala Studentkar's 

office on campus and ask for a shirt. Union volunteers also walked around the 

campus handing these out.  

 

f) Badges 

 

Uppsala Studentkar designed a very simple badge to make a statement and 

promote the Uppstander campaign (see appendix). The badges which were to be 

worn on shirts contained a single sentenced tag line which read “I am a 

bystander” with the words “bystander” crossed out and the words “an 

upstander” written over them. The badges signified a change of attitude from 

being a bystander to what Uppsala Studentkar called an Upstander i.e. someone 

willing to stand up for others. The badges were given out to students in 

February ; the same time as the Facebook page went live for viewers. Students 

who participated in this event had their emails addresses collected and were 

emailed a questionnaire asking them about the impact of this event. 

 

3.2.3 Pre-Campaign  

 

a) Data Collection 
 

As is common with any research a questionnaire was put together to collect 

answers (Saunders et al., 2009) on awareness and recognition of bullying and 

willingness to take a stand against it. The questionnaire was handed out to 120 

students at the start of January 2013 which is before the Uppsala Upstander 

campaign kicked off. The research wanted to get a representative sample of 

students and according to Bryman & Bell (2007), this is the ideal number of 

subjects to be striven for in order to achieve the required credibility for a 

research. In total 100 questionnaires were returned fully completed with an 
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email address on them and an agreement that they are willing to answer the 

follow up questionnaire via email (of these 90 were used in the study; see post 

campaign section). The 20 respondents who were not taken to the next level 

consisted of either (15) participants who did not wish to participate in the next 

round of the follow up questionnaire or those (5) who did not fill out a valid e-

mail address for the follow up questions to be emailed to them. The answers of 

these 20 however were consistent with the general pattern or trend found in the 

rest of the respondents' answers. As such their lack of participation did not 

influence the findings of the research.  

 

The questionnaires were handed to responding students at the Ekonomikum and 

were self administered. Since the questionnaire was self administered and 

answers were self-reported i.e. what and how responding students felt was 

appropriate, their body language or facial gestures were not taken into account 

despite the researchers presence in their vicinity. The average time to fill out a 

questionnaire was 10 minutes. Since the questionnaire was filled in i.e. in 

written format, it did not need to be transcribed and hence no data loss could 

occur (Patton 1990).  

 

b) Sampling  

 

In selecting subjects for the study, a convenience sample of respondents was 

used. Since the Studentkar had intended to conduct its pilot campaign at the 

Ekonomikum, it only made sense to administer the questionnaire at that 

particular venue. Subjects were chosen at convenience with the only criteria 

that they were students at the Ekonomikum since the campaign was being 

administered there. The transactional (here and now) nature of the campaign 

meant that no further criteria was required to filter out or disqualify subjects.  

The convenience sample approach although has been criticized by many 

including Ghauri & Gronhaug (2005) for lacking validity, it is the sampling of 

choice wherever conducting a pilot study in order to build a stepping stone for 

further research (Battalia., 2008). Burke et al., (2002) have employed the 

convenience sampling in their pilot research into the phenomenon of domestic  

abuse among same-sex couples. Hultsch et al., (2002) have similarly made use 

for convenience sampling in studies pertaining to behavioural changes among 

the elderly. Both of which are topics broadly in line with this study since they 

pertain to the use of marketing in public well being.  

Moreover, none of the respondents was personally known to the researcher and 

it was ensured that the responses reflected a healthy gender balance to ensure a 

balanced cross section. According to Eisner (1991) The very large number of 

interviews conducted due to the willingness of the subjects to discuss an issue 

pertaining to their own well being leaves little room for a more diverse cross 

section of opinion within the post compulsory education's environment at the 

University. Since this sample size reflects a broad cross section of subjects 

reflecting various opinions it may be consistent with data collected if the 

amount of data and scope would have been broader.  

Other approaches such as random sampling was not considered due to logistical 

reasons. Obtaining the record of all the students enrolled in various programs at 

the Ekonomikum was not possible neither was it possible to obtain e-mail 

addresses for the same. Hence this approach was not considered. Stratified and 

Systematic sampling was also not considered for the same purpose that it was 
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not possible to obtain records of the entire population of students enrolled at the 

Ekonomikum. Hence grouping them into groups (a requirement for 

stratification and systematic) sampling was not possible. The nature of the study 

(before and after) rendered the use of a panel study redundant hence it was not 

considered.  

 

c) Data Analysis  
 

In line with Saunders et al., (2009) the data was analyzed as it was collected 

(above all to ensure that the questionnaires were filled out correctly and 

completely) and patterns began to emerge in terms of segmentation of responses 

according to how frequently or not they witnesses, recognized or took a stand 

against bullying. Segmentation as stated earlier has been used by Cameron & 

McGuire (1990), Vasudevan et al., (2009), Salim et al (2011) and Thompson et 

al., (2013) in order to analyze if there are difference in impact across the two 

segments.  

 

d) Segmentation  

 

Respondents were divided into two segments, A and B. Respondents in 

Segment A consisted of those who self described as having low levels of 

awareness and recognition of bullying and low willingness to take a stand 

against bullying whereas segment B consisted of respondents who self 

described as having higher levels of awareness and recognition of bullying and 

higher willingness to take a stand against bullying. The criteria for dividing 

respondents into these segments was that if a respondent replied a,b or c to 65% 

or more of the questions in the first questionnaire they were deemed to be in  

segment A. On the other hand, if they responded d or e 65% or more times, they 

were allotted to segment B. The motivation behind doing so stems from 

Thompson et al. (2013) who used a similar approach to group respondents into 

segments based on their self described answers towards drinking.  

 

3.2.4 Post Campaign  

 

A follow up questionnaire was emailed to all 100 respondents in early April 

2013 with instructions on how to fill it out and return it. Of this, 90 respondents 

completed and returned the questionnaire with a valid answer for all the 

promotional material.  

 

a) Data Collection  

 

Responses from the pre-campaign questionnaire helped to put together a 

questionnaire to collect answers on awareness and recognition of bullying and 

willingness to take a stand against it and how the same was impacted by each 

promotional item. The students were emailed the questionnaire and were given 

4 days in which they were meant to complete it and respond to it. Responses 

were self reported i.e. how students felt about their level of awareness, 

recognition and willingness to confront and what these terms meant to them. 

The questionnaire had 6 questions, each about a promotional item. 90 of the 

100 questionnaires sent out were deemed to be 'qualified' for the study. 
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b) Sampling  

 

Each of the 100 respondents who had completed the first questionnaire was 

administered the follow up questionnaire. The email contained instructions and 

a qualifying criteria to the student respondents. The qualifying criteria was that 

they must have experienced all 6 of the promotional activities pertaining to the 

Uppsala Upstander campaign mentioned in the questionnaire. The word 

experience was explained in simple terms : for the Pink Shirt and Badges they 

had experienced if they had received and worn it for any length of time and for 

the Facebook Page, Posters, Student Newsletter Ad and Ad on the Student 

Union's Website, any recollection which the respondent thought was sufficient 

for them to respond to an issue revolving around their own well being i.e. 

bullying (Eisner 1991) was acceptable since the research was interested in their 

own self reported answers. Of the 100 emails sent out 90 were returned having 

answered all the questions as a result of experiencing all the promotional items 

in the campaign. Of the 10 respondents whose responses were not included in 

the study, 7 were not on campus during the campaign as it was close to Easter, 3 

said that they had not experienced all 6 elements of the campaign with two out 

of the three saying they had only been exposed to 2 elements out of the 6.  

 

c) Testing for Significance Between the Two Segments  

 

A z-test of proportions at a 95% confidence level was used to check for 

significance between differences in the effectiveness of various elements of the 

Uppsala Upstander campaign between segments A and B. A two tailed z-test 

was chosen over the alternative t-test as the sample mean and standard 

deviation were known for both segments. According to Benjamini & Hochberg 

(1995) this is the best approach to use in such context as it can truly 

demonstrate if there is a correlation between the results of the two samples 

being tested. This test was used to determine whether the self described level of 

awareness, recognition and willingness given by participants during the pre-

campaign, as a result of which they were assigned either segment A or B, had a 

bearing on their self described awareness and attitudes towards bullying as a 

result of their engagement and/exposure to the Uppsala Upstander campaign.  

 

3.3 Analytic Approach 

 

The results obtained from the two questionnaires were analyzed using 

probabilities and statistical z-tests which is the framework favoured by 

McGuire (1990) to analyze the impact of promotional material used in a public 

well being campaign aimed at minimizing the risks of skin cancer due to sun 

tanning and Vasudevan et al., (2009) to analyze the impact of promotional 

material used in an anti-drink driving and road safety campaign intended to 

reduce the incidences of injuries caused due to wreckless driving in the US 

State of Nevada and by Thompson et al, (2013) to reduce the consumption of 

alcohol among university students in the US. All of these studies made use of 

cross tabs and percentages of the responses in between “yes” and “no” to 

analyze their findings in addition to z-tests to check for co-relations. 
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4 Findings and Discussion  
 

Findings from first questionnaire  

 

a) Descriptive statistics  
 

Table 1: Descriptive Statistic of the sample: number of responses to each of the  

Likert Scale questions in section 1 of the pre-campaign questionnaire  

 
Section 1                                Responses 

Questions      a     b      c      d     e 

 1. How do you like school? 2.2 5.6 24.4 54.4 13.3 

 2. How long have you been at Ekonomium? 0.0 0.0 31.1 35.6 33.3 

 3. How many good friend do you have in you           

class(es)? 

0.0 42.2 25.6 23.3 8.9 

 4. How do you deal with people in your class 

that you find annoying? * 

24.4 13.3 27.8 27.8 6.7 

All figures in percent, * answers grouped into a to e in the following manner a) don't know b)ignore them 

c) look for support from peers d) confront the bully e) report them to the university.  

 

The table above shows the breakdown of responses for each question in section 

A of the Olweus questionnaire distributed to the students before the Uppsala 

Upstander campaign. The first question concerned the respondents view on 

school-life and a clear majority (67.7%) answer d or e indicating that they either 

like or like the school very much. Regarding the time being enrolled at the 

Ekonomikum, no respondents had been there for less than six month. Rather the 

stay of respondents were evenly distributed between six months to a year 

(31.1%), one to two years (35.6%) and more than two years (33.3%). The 

respondents (42.2%) reported having at least one good friend while close to a 

plurality (48.9%) found two and five good friends in the classes. Only small 

group (8.9%) had more than 6 good friends. In dealing with annoying people in 

the class the majority either looked from support from peers (27.8%) or 

confronted the bully (27.8%). Only a few (6.7%) reported the bully to the 

university, some ignored the bully (13.3%) and one out of four (24.4%) simply 

did not know how to deal with a bully. 
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Table 2: Descriptive Statistic of the sample: number of responses to each of the  

Likert Scale questions in section 2 of the pre-campaign questionnaire  

 

Section 2            Responses 

Questionsa      a     b      c      d     e 

1. Were you aware of what bullying is? 11.1 21.1 11.1 27.7 28.9 

2.1 Awareness of effects of bullying on victim* 21.1 11.1 11.1 27.8 28.9 

2.2 Awareness of effects of bullying on witness* 8.9 16.7 17.8 26.7 30.0 

2.3 Awareness of effects of bullying on bully* 13.3 20.0 10.0 22.2 34.4 

2.4 Awareness of effects of bullying on school* 13.3 18.9 11.1 23.3 33.3 

3. Frequency of being bullied yourself? 100 0.0 0.0 0.0 0.0 

5. Have you witnessed bullying by mean names? 10.0 20.0 13.3 26.7 30.0 

6. Have you witnessed bullying by exclusion? 16.7 17.8 8.9 22.2 34.4 

7. Have you witnessed bullying by rumours? 15.6 18.9 8.9 23.3 33.3 

8. Have you witnessed bullying by physical or 

emotional means? 

13.3 16.7 13.3 30.0 26.7 

9. Have you witnessed bullying by 

discrimination? 

14.4 14.4 14.4 28.9 27.8 

10. Have you witnessed sexual harassment? 12.2 18.9 12.2 28.9 27.8 

11. Have you witnessed cyber bullying?  18.9 12.2 12.2 33.3 23.3 

12. Have you witnesses bullying in any other 

way? 

21.1 11.1 11.1 28.9 27.8 

13. By how many students were they bullied? 8.9 16.7 17.8 26.7 30.0 

14. How long has the bullying lasted? 13.3 20.0 10.0 22.2 34.4 

15. Is bullying a problem at Uppsala University? 13.3 18.9 11.1 23.3 33.3 

16. Do you think bystanders ought to help put a 

stop to bullying?  

20.0 10.0 13.3 30.0 26.7 

All figures in percent 
a phrasing of questions shortened for this table, see appendix for full questionniare 
* answers were grouped into a to e in the following manner a) no knowledge b) basic knowledge c) 

satisfactory knowledge d) knowledgeable e) very knowledgeable  

 

The second section asked students in more detail about their knowledge of 

bullying. The first question in this section asked if they knew what bullying is. 

The majority claimed to be aware (27.8%) or fully aware (28.9%) while only 

11.1% said that they were not at all aware, a fifth (21.1%) claimed to be 

somewhat aware and 11.1% said that they were aware but not fully. 

 

The second question, in four parts, first asked the students if they knew what 

the effects of bullying were for the victim. The majority said to be 

knowledgeable (27.8%) or very knowledgeable (28.9%). One out of five 

claimed to have basic (11.1%) or satisfactory (11.1%) knowledge while another 

fifth answered that they had no knowledge on the effects of bullying for the 

victim. Concerning awareness on the effects of bullying on witness less than 

one out of ten students (8.9%) had no knowledge and almost two-thirds were 

more knowledgeable (26.7%) or more (30.0%). For the awareness of effects of 

bullying on the bully the students’ answers are more polarized. Most have 
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satisfactory knowledge or better and more than one third claim to be very 

knowledgeable (34.4%) on the issue. Still, one out of five only have basic 

knowledge (20%) and some have no knowledge (13.3%). Finally in question 

two, the students were asked on their awareness of effects of bullying on 

school. The pattern of answers is similar to the questions on awareness on 

effects on the victim and on the bully and a majority is knowledgeable (23.3%) 

or very knowledgeable (33.3%).  Again, it is noteworthy that some (13.3%) 

report to have no knowledge on the effects on bullying on school. 

 

On the frequency of being bullied themselves, all students replied that they had 

never been bullied. The students were also asked how many times they had 

witnesses bullying by being called mean names, exclusion, spreading false 

rumours, physical or emotional harm, discrimination based on diversity, sexual 

harassment, cyber bullying or in other ways. The students’ answers to these 

questions are rather consistent with one out of five or less students not 

witnessing any form of bullying while a majority reported to have witnessed 

bullying several times or almost on a daily basis. The most frequent bullying 

witnessed by the students was exclusion (34.4%) followed by rumours (33.3%) 

and calling by mean names (30.0%).  

 

Furthermore, students were asked how many bullies usually bullied the victim. 

The majority reported 4 to 9 bullies (26.6%) and 30% more than 10 people 

bullying indicating group phenomena. One third of the bullying was carried out 

by a single (16.8%) or just 2 to 3 (17.8%) bullies. On the duration of the 

bullying as much as one third of the bullying has lasted more than a year 

(34.4%). Roughly another third reported that the bullying lasted between one 

(10.0%) and six months month (22.2%). One out of five (20.0) bullying 

occasions lasted for 1 to 2 weeks. 

 

The students were asked if they thought bullying was a problem at Uppsala 

University. One third (33.3%) claimed bullying never to be a problem while the 

remainder saw bullying ranging from always (13.3%) to once in a while (11.1) 

with often (23.3%) as the most frequent answer. The last question in this 

sections asked if bystanders/witnesses should help put a stop to the bullying. 

Three our of four students answered that bystanders ought to intervene often 

(30.0%) or even always (20.0%) while one out of four students (26.7%) thought 

that this never should happen. 
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Table 3: Descriptive Statistic of the sample: number of responses to each of the 

Likert Scale questions in section 3 of the pre-campaign questionnaire  

 

Section 3                     Responses 

Questionsa       a     b      c      d     e 

If you saw a student being bullied what would you think? 15.5 13.3 14.4 22.2 23.3 

What did you do when you witnesses bullying in the past?  16.7 13.3 13.3 31.1 25.6 

What would you do if you saw bullying in the future? 18.9 15.5 8.9 24.4 32.2 

What is the best way to deal with bullying?  17.8 16.7 8.9 23.3 33.3 

How likely are you to take action if you saw bullying?  10.0 20.0 13.3 30.0 26.7 

How often have others tried to stop bullying?  11.1 21.1 11.1 28.9 27.8 

Do you think it is ever ok to bully someone for being 

different?  

14.4 13.3 15.5 28.9 27.8 

All figures in percentages 
a phrasing of questions shortened for this table, see appendix for full questionniare 

 

On the question of what students would think if they saw someone being 

bullied, just less than half (45.6%) answered that that would either help or want 

to help them, 14.4% said that they would feel sorry for them without helping 

and the rest (28.9%) said that would range from feeling that the victim deserves 

it to they would not feel much. The next question on what the students did in 

the past when they saw bullying, just above half i.e. 56.7% said that they either 

informed the student union or confronted the bully. The same number (13.3%) 

said that they offered support to the victim without doing anything else or that 

they ignored it. When asked how they would respond to such incidents in the 

future, the majority (56.7%) answered either that they would report or confront 

the bully. Only 8.9% said that they would support the victim without any other 

action and 15.6% would ignore it whereas just under a fifth (18.9%) said they 

would not know what to do. On being asked the best way to deal with bullying, 

17.8% expressed that they would join the bully out of fear, 16.7% would ignore 

it and a few (8.9%) would offer support to the victim but not confront the bully. 

The majority (56.7%) said to report or confront the bully. On being asked how 

likely they are to confront bullying, the majority (56.7%) said to be very or 

extremely likely to do so. Only one out of ten claimed it would be unlikely to 

report or confront the bully. When they students were asked how often other 

students put a stop to bullying if they see it happening, one tenth (11.1%) 

replied almost never. The majority responed often (28.9%) or almost always 

(27.8%), while the remained responed once in a while (21.1%) or sometimes 

(11.1%). The last question asked students if in their opinion it was ever ok to 

bully someone. Interestingly, in their responses for this only one third (27.8%) 

were clear in their standpoint that it is never ok to bully someone for their 

difference. The remaining students though it once in a while (28.%) or even 

always (14.4%) is ok to bully someone indicating a now wo serious view on the 

phenomena.  
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Table 4: Illustrating the assignment of segments based on answers to first 

questionnaire of respondents who also qualified for the second round 

 

 Segment Segment Total 

 A B  

Awareness  39 51 90 

Recognition 39 51 90 

Willingness to confront 39 51 90 

 

 

Segmentation 

 

As already discussed in the Methods chapter, the two segments were created 

according to the responses of (A) having lower self reported awareness and 

recognition of bullying and willingness to take a stand and (B) having higher 

self reported awareness and recognition of bullying and willingness to take a 

stand. All respondents were very consistent in their responses to the questions 

i.e. all of the respondents had their responses either between a and c or d and e 

65% or more times. There was no response which was at 60-40% or 50-50% .  

 

This made segmentations very simple and also demonstrated that those with 

low awareness of bullying usually had lower levels of recognition and 

motivation to stand up to it. Similarly those with higher levels of awareness 

usually had higher levels of recognition and motivation to stand up to it. In total 

53 respondents were assigned to segment A and 67 to segment B, if expressed 

as a percentage, they account for 55.8% for segment A and 44.2% for segment 

B. Since 20 respondents were not taken into the next phase as they had either 

expressed their unwillingness to participate further or had not provided a valid 

email address on which to be contacted on, the new number of segment A and B 

participants stood at 44 and 66 respectively. Out of these 110, 10 respondents 

did not return the second questionnaire and hence were not included in the 

study, so the final figures for all participants included in the study stood at 

segment A, 39 and segment B 51. When expressed as a percentage, they 

account for 43.3% in segment A and 56.6% in segment B which is not too 

different from the entire sample of 120 contacted altogether for the study. This 

goes to show that the refusals did not impact the results of segmentations to a 

great extent.   
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Findings from the follow up questionnaire  
 

Table 5: Percentages of YES in response to campaign promotional material 

effect on Awareness, Recognition and Willingness to Confront bullying 

 

 Awareness Recognition Willingness to confront 

Segment Aa Bb Totalc Aa Bb Totalc Aa Bb Totalc 

FB/Online resources 71.7 84.3 78.8 64.1 82.3 74.4 64.1 82.3 74.4 

Posters 46.1 62.7 55.5 48.7 64.7 57.7 43.5 60.8 53.3 

Student Newsletter 53.8 64.7 60.0 51.3 62.7 57.7 51.3 60.8 56.6 

Studentkår Website 56.4 60.8 61.1 56.4 60.8 58.8 56.4 62.7 60.0 

Pink Shirt Day 71.8 84.3 78.8 74.3 84.3 80.0 82.0 90.2 86.6 

Badges 56.4 64.7 61.1 56.4 64.7 61.1 56.4 64.7 61.1 
All figures in percent, a n=39, b n=51, c n=90 

 

Facebook Page/Online Resources  

 

On the question of increasing awareness, the Facebook page showed a 

progressive increase in raising reported awareness between segments A and B. 

Respondents assigned to segment A had a lower (71.7%) response yes to 

whether they felt more confident in saying that using the online resources had 

raised their awareness of the issue of bullying in a University context. Segment 

B which was the more aware segment on the issue of bullying in a University 

context reported a higher 'yes' response to the Facebook page in raising their 

awareness (84.3%). This response was above the average of the entire sample 

(across both segments) for this promotional item which stood at 78.8%. By 

examining the self reported awareness of the respondents and tailoring 

messages to be socially relevant, the student campaign developers succeeded in 

encouraging students to be more aware about the problem of bullying, be more 

vigilant towards the problem i.e. being able to recognize it and feel more 

confident in being able to take a stand for the victims. This is consistent with 

Wolburg’s (2001) assertion that campaigns can prompt students to increase self 

efficacy.  

 

The second question was about recognition of bullying when they witnessed it 

(saw it). The trends were largely the same with results moving in a generally 

positive direction across segments A to B. Respondents assigned to segment A 

returned a 'yes' response 64.1% and on the high end segment B responded with 

a yes 82.3% of the times for an average of 74.4% 'yes' across all segments.  

 

The self reported willingness to stand up to bullying also saw a progressive 

increment across segments A and B. Segment A responded with lower 

percentage of 'yes' i.e. at 64.1% and the more engaged/aware segment B 

responded with 82.3% saying yes to the third question about the willingness to 

confront bullying as a result of the information on the Facebook page.  

 

The lowest score on the awareness question stands at more than two thirds of 
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the respondents in that segment. This would tend to confirm that online 

resources have been the most effective (besides the Pink Shirts; see below) in 

raising self reported awareness amongst respondents of a public well being 

issue. According to a recent research a majority (72%) of young adults ages 18 

to 29 look for their health information online (Lenhart, Purcell, Smith, & 

Zickuhr, 2010), health practitioners looking for inexpensive and effective 

means of reaching large audiences of young adults may wish to focus on 

interactive, online materials in their campaign efforts. Even the lower results for 

recognition and willingness to confront/take a stand were also in plurality being 

over 50%. Both segments along the spectrum showed differences which are not 

always consistent with their self reported level of awareness in the first 

questionnaire and the subsequent response in the second questionnaire.  

 

If the 4ps for this tool are examined we have a uniform social product 

throughout the campaign which is the increase in awareness, ability to 

recognize and willingness to stand up and confront the bullying but the social 

price, social place and social promotions are unique. The Social Price of going 

online is relatively low (Lenhart et al., 2010) compared to 'offline' activities as, 

the Social Place, the World Wide Web gives a sense of privacy and anonymity 

and separation and hence reduces barriers that need to be overcome. The Social 

Promotion was interactive with students being able to contribute and add to 

their own and other students experiences. These strengths of this tool have 

together contributed to the relative success of this tool in achieving the goals 

the planners of the Uppsala Upstander campaign set out to achieve.     

 

Posters 
 

The posters did not increase the awareness of the issue of bullying amongst 

university students for a majority of respondents in segment A, with 46.1% of 

respondents in that segment self reported a 'yes' to posters raising their 

awareness. This was the lowest score across the two segments and as with the 

last promotional item it grew steadily across the segments. Segment B had 

62.7% respondents expressing 'yes' to the posters raising their awareness. The 

responses from segment A were below the average for the sample which stood 

at 55.5%. 

 

The trend continued in responses to increased recognition of bullying if it 

happened before the respondents with segment A's 'yes' responses being slightly 

below majority at 48.7% while segment B responding 'yes' 64.7% of the time. 

The average 'yes' response for this question was 57.7%. 

 

Posters worked in a similar incremental jump across the two segments in 

increasing willingness to confront bullying as they did with increasing 

awareness and recognition, with the average of 'yes' Reponses standing at over 

half (53.3%) and respondents in segment A saying yes 43.5% of the times as 

opposed to 60.8% of the times for segment B.   

 

The reported increase in the level of awareness, recognition and willingness to 

confront always seemed to be higher at the already more aware and active end 

of the spectrum. This is of significance for future campaigns as it asks the 

questions of whether more resources are needed to raise the levels for other 
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segments or if different tools need to employed.   

 

If the 4ps for this tool are examined we have a uniform social product 

throughout the campaign which is the increase in awareness, ability to 

recognize and willingness to stand up and confront the bullying but the social 

price, social place and social promotions are unique. The Social Price of being 

exposed to the poster requires the observers to be in the vicinity of it and to not 

be distracted by other environmental elements or the company of friends or 

classmates whom they may be walking with in the corridors (the Social Place), 

the costs thus are definitely higher than the same for online activities and are 

reflected in the results. The Social Promotion was not interactive and was a one 

way communication to which the observer could only take away a message but 

not add to it. 

 

Student Newsletter Ad 

 

The average for all segments of a 'yes' response to increased awareness of 

bullying as a result of seeing ads in the Student Newsletter was 60%.  This was 

more than the percentage of responses along segment A which stood at 53.8%. 

The already more aware end of the segments self reported a relatively higher 

rate of awareness post the ad in the newsletter. Their results were segment B at 

64.7%. The Newsletter ad was more successful than the posters in the sense that 

'yes' responses from segment A were still in a plurality for reporting an increase 

in awareness. 

 

Recognition of bullying when exposed to it  averaged at 57.7% for the total 

sample. Again, tt was higher for respondents in segment B at 62.7% followed 

by segments A which returned a 51.3% yes response. One observation worth 

noting here is that results from both segments stood at more than 50%.  

 

Willingness to confront bullying saw identical trends as the recognition of it 

across the two segments so that it was higher for respondents in segment B at 

60.8% while for segment A the same was at 51.3%. The average across all 

segments for this tool was 56.6% and neither of the segments reported less than 

50% 'yes' to increased willingness to stand up to bullying.  

 

If the 4ps for this tool are examined we have a uniform social product 

throughout the campaign which is the increase in awareness, ability to 

recognize and willingness to stand up and confront the bullying but the social 

price, social place and social promotions are unique. The Social Price of being 

exposed to the newsletter ad is receiving the newsletter and then spending the 

time to go through it. Most Student Union members receive the newsletter as 

part of their membership while the newsletter is also available on campus. The 

Social Place here can be either in the respondents own privacy (if they receive 

the newsletter at home and view it at their convenience) or on campus; in this 

sense there is increased flexibility of the place in comparison to the Posters. The 

Social Promotion was not interactive and was a one way communication to 

which the observer could only take away a message but not add to it. The ad 

could however be cut out of the newsletter and used in a more customized way 

which was not possible with the posters.  
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Student Union Website Ad  

 

The ad on the Student Union's Website was the only other online promotion 

employed apart from the Facebook Page. In raising awareness about bullying it 

was effective to the extent that neither of the two segment reported less than 

50% increase in awareness. The highest was Segment B with just under two 

thirds of the respondents (64.7%) expressing an increase in awareness followed 

by segment A which stood at 56.4%. The average of 'yes' response across the 

segments for this Ad was at 61.1% again pointing to the relative success of 

online initiatives in the sense that neither of the segments was below 50%.  

 

Recognition of bullying largely followed similar patterns as awareness of it for 

segment A respondents of whom 56.4% said the ad had increased their 

recognition of bullying. In addition to this, 60.8% of segment B respondents 

said they felt an increase in ability to recognize situations of bullying due to 

exposure to this ad. The average across all segments for recognition was 58.8%. 

 

The ad increased the willingness to confront bullying for 56.4% of segment A 

and 62.7% of segment B respondents. Average across all segments for this was 

60%. 

 

If the 4ps for this tool are examined we have a uniform social product 

throughout the campaign which is the increase in awareness, ability to 

recognize and willingness to stand up and confront the bullying but the social 

price, social place and social promotions are unique. The Social Price is similar 

to the other online promotion which is relatively small in comparison to other 

promotions; it is the effort to go online and visit the student union's website. 

The Social Place is anonymous and convenient, the internet gives a degree of 

seperation to the audience of the ad. The Social Promotion was not interactive 

like the Facbook Page where students could contribute as well as take away.  

 

Pink Shirt Day 

 

The most successful tool used besides the Facebook Page was the Pink Shirt 

Day. Self reported awareness across both segments was in excess of two thirds. 

Segment A stood at 71.8% and B at 84.3%. The average across all segments 

was 78.8% which is similar to the Facebook Page. 

 

Self reported recognition of bullying was also quite high for the Pink Shirt Day 

with again neither segment falling below two thirds. The average for this tool 

was 80% and respondents in segment A reported a 'yes' 74.3% while segment B 

at 84.3% of the times. This is very close to almost three quarters of respondents 

in segment A.  

 

The Pink Shirt Day infused a spirit of willingness to confront bullying among 

respondents with the lowest willingness level (segment A) responding 82% 

'yes'. The trend moved through segments B at 90.2%. The average for all 

segments was 86.6% which is higher than the average for anything used in the 

campaign so far. Both segments A and B reported 'yes' in excess of three 

quarters of the time. 

The social product is uniform throughout the campaign which is the increase in 
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awareness, ability to recognize and willingness to stand up and confront the 

bullying but the social price, social place and social promotions are unique. The 

Social Price is being present at the event on a designated time  and a designated 

time and accepting and wearing the t shirt thus creating one's own experience of 

the event by participation. The Social Price was on campus and thus was higher 

than going online from home or one's own convenience yet the success of the 

event tends to indicate that respondents were willing to pay it. The Social 

Promotion was highly interactive. The opportunities available involved not only 

wearing the shirt but also interacting with others who were doing the same to 

have a shared experience.  

 

Badges 

 

Increase in awareness for badges averaged at 61.1% with segments A at 56.4% 

and segment B at 64.7% . Increase in recognition of bullying also averaged at 

61.1% with respondents in segments A and B saying yes 56.4% and 64.7% 

respectively. Increase in willingness to confront averaged at 61.1% and 

segments A and B responded 'yes' at 56.4% and 64.7% respectively.  

 

As already mentioned the Social Product for the campaign is the same but the 

other 'Ps' change slightly. Social Price for the badges included being present 

where the badges were being handed on and then using the badge on clothes or 

bags etc. Badges were handed out at random across different days and no 

special event was arranged for them (as was the case for the Pink Shirt Day). 

The Social Place was on campus as that is where they were handed out. The 

promotion required a degree of interaction as the wearer was to decide how and 

when and where to use the badge. 
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Table 6: Significance test (at 95% confidence level) between segments A and B 

on whether engagement level had an impact on the self reported responses of 

students.  

 

 Awareness Recognition 

Willingness to 

confront 

 a b c a b c a b c 

FB/Online resources 0.15 1.45 no 0.05 1.92 no 0.05 1.92 no 

Posters 0.12 1.57 no 0.13 1.51 no 0.11 1.63 no 

Student Newsletter 0.3 1.03 no 0.28 1.07 no 0.37 0.89 no 

Studentkår Website 0.68 0.42 no 0.68 0.42 no 0.55 0.59 no 

Pink Shirt Day 0.16 1.41 no 0.25 1.14 no 0.27 1.09 no 

Badges 0.43 0.79 no 0.43 0.79 no 0.43 0.79 no 
a 2-tail probability 
b Z-Score 

c Significant (yes/no) 

 

Two Tailed Z-test  
 

A two tailed z-test, at 95% confidence level, performed on the two segments A 

and B found no significant relationship between the self-reported pre-campaign 

level of awareness and/or engagement and the impact Uppsala Upstander 

created on its audience. The closest to an impact was in the case of willingness 

to confront as a result of visiting the Online Resources where the significance 

level was just on the threshold of 0.05. This is important for future research as 

this study suggests that pre-campaign awareness and/or engagement levels do 

not influence in any significant way the effectiveness of Social Marketing 

campaigns in raising awareness and/or engagement levels of its audience. It is 

however important to point out here that significance is a statistical term and 

even though no significance was found, the research did establish that there 

were differences in impact of various promotional tools among the respondents 

in segments A and B.  
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5 Conclusion and Futher Research   
 

In the opinion of Dejong & Winsten (1998), it is essential that campaigns are 

evaluated to determine whether the intended message is being effectively 

conveyed. This study aimed to check the impact of a Student Union driven 

campaign to combat bullying amongst University Students. The research 

question stated: How do various promotional material used in a student union 

driven social marketing campaign make students, at different levels of 

awareness, ability to recognize and willingness to take a stand against bullying, 

feel they have increased awareness, ability to recognize and willingness to take 

a stand against bullying if they were to witness it in a University context?  

 

Based on  findings, the study concludes that various promotional material used 

in the Uppsala Upstander campaign have a generally positive impact on making 

students feel an increase in awareness, ability to recognize and willingness to 

take a stand against bullying with differences across segments arranged on the 

basis of levels of awareness, ability and willingness. The study observed an 

incremental trend of 'yes' responses along segments relative to their previously 

self reported levels of awareness, ability to recognize and willingness to stand 

up to bullying. Unlike Thompson et al., (2013), the study found no statistical 

significance between the two segments in the effectiveness of campaign 

material however there were real differences observed in terms of effectiveness 

for the low and high segments and they are presented in the study. A further 

study into the underlying factors for these difference across segments will be 

required to better illustrate the factors that come into play. The study also 

concludes that (social) promotional items with the highest degree of 

interactivity, such as online tools or interactive events such as themed days have 

the greatest self reported impact on students. This is essential information for 

any further campaign developments. The study also suggests that pre-campaign 

awareness and/or engagement levels do not influence in any significant way the 

effectiveness of Social Marketing campaigns in raising awareness and/or 

engagement levels of its audience.  

 

The study also makes a contribution to the theory and practice of Social 

Marketing by demonstrating Kotler et al., (2002) said about the use of 

Marketing principles to deal with social issues. At the same time the study 

contributes to the gap in bullying research amongst University Students 

identified by Coleyshaw (2009). The study illustrates that marketing principles 

such as 4ps can have a valid and useful application in public well being fields 

as such this study furthers the suggestions of Peatty & Peatty (2003) who are of 

the opinion that transactional marketing is the best suited framework to be 

translated from commercial to Social Marketing. Further research in this field 

would help understand how future campaigns can be developed in order to 

optimize the scope of the Social Product, Social Price, Social Place and Social 

Promotions or explore a more long term approach using a different Marketing 

framework such as relational marketing. Future studies may also wish to 

explore the role of faculty and support staff in tackling the issue of bullying and 
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how their involvement can be utilized in this field.  

 

The title of the study is creating heros, the study aimed to examine a campaign 

which aimed at transforming quiet bystanders into heros who would go out and 

intervene in situations of bullying. To that extent, the campaign underlying the 

study was a stepping stone towards creating the sort of heros that it aimed for as 

it created an impact upon its audience and may have succeeded in creating 

some heros.  
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6 Limitations of the Research 
 

A limitation of the current study was the small, non-probability sample of 

convenience caused by logistical reasons since this was a pilot campaign of a 

potentially more larger campaign. The size and convenience of the sample limit 

the generalizability of this study to the average University student in Uppsala or 

for that matter in Sweden. As this study only focused on a short term campaign, 

it is also not possible to generalize this study to a more long term effort on 

campus. Another limitation of the study is that its entire focus was on the 

students at a University, academic and other staff members opinions and any 

impact on them was not taken into account even though they form a large part 

of the University environment.  
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Appendix 
 

 

Questionnaire 1 for Master Thesis Research 

Section 1 : profiling questions  

 

email address : 

 

what program/course(s) are you studying? 

 

When do you expect to graduate/finish your education: 20 

 

This questionnaire concerns your student life at the Ekonomikum (referred 

to herein as School). There are several answers next to each question, 

please circle the one which best describes how you feel. If by mistake you 

circle the wrong option, put an X mark over the wrong circle and then 

circle the correct answer. 

 

1) How do you like school? 
a) I dislike school very much b) I dislike school c) I neither like nor dislike 

school d) I like 

school e) I like school very much 

 

2) How long have you been at the Ekonomikum 
a) less than a month b) more than a month but less than six c) more than six 

months but less 

than a year d) more than a year but less than two years e) more than two years 

 

3) How many good friends do you have in your class(es) 
a) none b) I have 1 good friend in my class(es) c) I have 2 or 3 good friends in 

my class(es) 

d) I have 4 or 5 good friends in my class(es) e) I have 6 or more good 

friends in my class(es) 

 

4) How do you deal with people in your class that you find annoying? 

 

Section 2 : Awareness and Recognition of Bullying  

 

 

About being bullied by other students : 

 

The next sections contain questions about being bullied by other students. 

First we will explain what bullying is. We say a student is being bullied when 

another student or several other students, say mean and hurtful things, or 

make fun of them, or call them mean and hurtful things. Completely ignore 

or exclude them from their group of friends or leave them out of things on 

purpose. Physically, psychologically, emotionally, sexually or in other ways 
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harm them. Use words or non verbal behaviour that discriminates them on 

the basis of race, religion, colour, ethnic origin, sexuality, language, 

disability, intellectual ability, age or any other form of diversity. Tell lies or 

spread rumours about them or send mean notes with an aim to get other 

students to dislike them or exclude them. Use technology i.e. phones or the 

internet for any of the above. We call it bullying when these things happen 

more than once (i.e. there is a pattern) and it is difficult for the student(s) 

being bullied to defend themselves due to a power imbalance (i.e. many 

students vs one student). 

 

We don't call it bullying when two students of equal power argue, fight, 

disagree or hold a different opinion about something. 

 

1) Were you aware of this definition of bullying? 
a) not at all aware b) somewhat aware c) aware but not to this extent d) aware e) 

fully aware 

 

2) How do you think bullying affects the social environment of the school?  

 

for the victim 

 

 

 

for the witness 

 

 

 

for the bully 

 

 

 

for the school 

 

3) How often have you been bullied at the Ekonomikum 
a) I have not been bullied at all at the Ekonomikum b) It has happened once or 

twice c) 2 or 3 

times d) several times e) almost on a daily basis 

 

If you have been bullied at the Ekonomikum, please do not fill out the rest of 

the questionnaire and alert the person who gave you the questionnaire about 

the bullying. We are not interested in your responses at the moment.  

 

4) Have you witnessed (includes being approached by a victim) another 

student being bullied since you began your studies at the Ekonomikum in 

any of the following ways? 

 

5) They were called mean names, made fun of, or teased in a hurtful way 
a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost 

on a daily basis 

 



 46 

6) Other students left them out of things on purpose, excluded them from 

their group of friends, or completely ignored them 
 

a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost on a daily basis 

 

7) Other students spread lies or false rumours about them and tried to 

make others dislike them. 
a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost on a daily basis 

 

8) Other students physically, psychologically, emotionally or in other ways 

harmed them. 
a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost on a daily basis 

 

9) Other students use words or non verbal behaviour which discriminates 

them on the basis of race, colour, ethnic origin, sexuality, language, 

disability, age or any other form of diversity. 
a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost on a daily basis 

 

10) Other students used mean names, comments or gestures with a sexual 

meaning. 
a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost on a daily basis 

 

11) Other students bullied them with mean or hurtful messages, calls or 

pictures, or in other ways on their cell phones, or over the internet. (please 

remember it is not bullying if done in a friendly playful way). 
a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost on a daily basis 

 

12) Other students bullied them in another way. 
a) I have not witnessed this b) only once or twice c) 2 or 3 times d) several 

times e) almost 

on a daily basis 

 

13) By how many students have they been bullied? 
a) I have not witnessed this b) mainly by 1 student c) by a group of 2 to 3 

students d) by a 

group of 4 to 9 students e) 10 or more students 

 

14) How long has the bullying lasted? 
a) I have not witnessed this b) It lasted for 1 to 2 weeks c) It lasted for about a 

month d) It 

lasted for about 6 months e) It lasted for more than a year 

 

15) Do you think bullying is a problem at Uppsala Ekonomikum 
a) always b) sometimes c) once in a while d) often e) never  
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16) Do you think bystanders i.e. people witnessing other students being 

bullied ought to help put a stop to it? 
a) always b) sometimes c) once in a while d) often e) never  

 

Section 3: Taking a stand  

 

1) If you saw a student being bullied what would you think? 
a) this is what they deserve; they brought it on themselves b) I don't feel much 

c) I am a bit sorry for them d) I feel sorry for them and want to help them e) I 

help them in the best possible way 

 

2) What did you do when you witnessed or were informed of the bullying? 
a) I have not witnessed this b) ignored the abuse since it is not my business c) 

offered support to the victim without confronting the bully d) informed an 

academic or other staff member or student union e) confronted or spoke to the 

bully 

 

3) Which action from the above will you take if you were to witness another 

student being bullied ? Fill in a to e from above 

 

4) What in your opinion is the best way to deal with bullying? 
a) join the bully because I don't want to be victimized 

b) ignore it, it is none of my business; I don't want to get involved 

c) offer support to the victim 

d) confront the bully 

e) report the bullying to those responsible for dealing with this issue 

 

5) How likely are you to take action (as above) if you were to witness 

another student being bullied? 
a) unlikely b) somewhat likely c) likely d) very likely e) extremely likely 

 

6) How often do other students try to put a stop to bullying when it occurs 
a) almost never b) once in a while c) sometimes d) often e) almost always 

 

 

 

7) Do you think it is ever ok for someone to be bullied because they are 

different, e.g. Gay, Muslim, Black, Jewish, Disabled, Have an opinion on 

everything, Hold different views than the rest of your class? 
 

a) always b) sometimes c) once in a while d) often e) never  

 

 

Follow up questionnaire 

 

1) Did you visit Uppsala Upstanders online resources such as Facebook 

page and grasp its contents? If yes : 

 

Following your visit to the online resources do you feel more confident 

about : 
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a) Being aware of bullying and it effects? yes/no 

 

b) Being able to recognize situations in which someone is being bullied? yes/no 

 

c) Being able to make informed choices about standing up for victims of 

bullying? yes/no 

 

2) Did you see any posters promoting the Uppsala Upstander campaign? If 

yes : 
 

Following your exposure to the posters do you feel more confident about :  
 

a) Being aware of bullying and it effects? yes/no 

 

b) Being able to recognize situations in which someone is being bullied? yes/no 

 

c) Being able to make informed choices about standing up for victims of 

bullying? yes/no 

 

 

3) Did you see an Ad in the Student Newsletter promoting the Uppsala 

Upstander campaign ? If yes : 
 

Following your exposure to the ad do you feel more confident about : 

 

a) Being aware of bullying and it effects? yes/no 

 

b) Being able to recognize situations in which someone is being bullied? yes/no 

 

c) Being able to make informed choices about standing up for victims of 

bullying? yes/no 

 

 

4) Did you see Ad on the Student Union's Website promoting the Uppsala 

Upstander campaign? If yes : 
 

Following your exposure to the ad do you feel more confident about : 

 

a) Being aware of bullying and it effects? yes/no 

 

b) Being able to recognize situations in which someone is being bullied? yes/no 

 

c) Being able to make informed choices about standing up for victims of 

bullying? yes/no 

 

 

5) Did you participate in the Pink Shirt Day? i.e. did you receive and wear 

an anti bullying t-shirt? If yes : 

 

Following your participation in the Pink Shirt Day, do you feel more 

confident about: 



 49 

 

a) Being aware of bullying and it effects? yes/no 

 

b) Being able to recognize situations in which someone is being bullied? yes/no 

 

c) Being able to make informed choices about standing up for victims of 

bullying? yes/no 

 

 

6) Did you receive any Badges promoting the Uppsala Upstander 

campaign? If yes : 

 

Following your receipt of the badge(s) do you feel more confident about ?  

 

a) Being aware of bullying and it effects? yes/no 

 

b) Being able to recognize situations in which someone is being bullied? yes/no 

 

c) Being able to make informed choices about standing up for victims of 

bullying? yes/no 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

One of the posters used during the campaign  
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 51 

 

Design for the Pink Shirt  
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