
S T O R Y  T I M E

Background

The campaign aims were to raise-awareness, provide education
and stimulate community discussion about the prevention of
family and gender-based violence. A range of strategies were
used to reach children, parents, organisations, and the wider
community. 

16 DAYS OF ACTIVISM AGAINST FAMILY & GENDER-BASED VIOLENCE 

GANNAWARRA GOES ORANGE

Each year between 25 November and 10 December, Northern District Community
Health (NDCH) in partnership with Gannawarra Local Agency Meeting (GLAM) host
the Gannawarra Goes Orange campaign. In 2021 both NDCH and Gannawarra
Shire Council received funding from Respect Vic and DV Vic/DVRCV’s support fund
to raise awareness of family violence and gender-based violence. The campaign
coincides with the 16 Days of Activism Campaign against Gender-Based Violence. 

 2 0 2 1  C A M P A I G N  A I M S

W H A T  D I D  T H E  C A M P A I G N  D E L I V E R ?  

16 Days of Activism calendar and social media campaign implemented 
5 Respect Is...ads ran on 3SH/Mixx FM during the 16 days
6 local stores received orange re-usable bags with an events flyer attached 
12 children participated in story time at the Kerang and Cohuna library where they
challenged traditional gender stereotypes
7 schools received classroom resources to challenge gender stereotypes 
4 schools, 1 kindergarten and MDAS received 4 story books each that depict girls and
boys as equals while the library received 14 story books
Partnered with a local hairdresser to create a video of tips for ‘Dads to do hair’ and had 1
Dad enter the competition
9 businesses entered to win an orange morning tea and information pack with 2
organisations winning the prize    
Safe step decals placed around Kerang to encourage people to 'Walk Against Family
Violence' 
4 workshops were provided to the community run by Women's Health Loddon Mallee
15 organisations including sporting clubs and schools shared Respect Is… statements 
3 school newsletter inserts were provided to Gannawarra schools 
Council and NDCH hosted orange morning teas and 9 staff completed a quiz on being an
active bystander
Kerang District Health run a coffee competition where one person won a coffee each day
for the 16 days, and staff received an Orange Door card
Council Building in Victoria Street Kerang lit up in orange throughout the 16 Days and
Gannawarra says No to Family Violence banner hung from the portico
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REACH 

1.9K

ENGAGEMENT

19

REACH 

2.1K

ENGAGEMENT

76

REACH 

1.7K

ENGAGEMENT

72

REACH 

1.5K

ENGAGEMENT

126

W H A T  D I D  T H E  P R O G R A M  A C H I E V E ?  

Social Media Campaign 
The Gannawarra Goes Orange social media campaign was designed to raise awareness,
provide education and reinforce information through Facebook and Instagram. The campaign
posted over 50 feed posts and stories throughout the 16 days. Below are the top 4 posts that
received the most engagement. Overall the campaign received high engagement, with the
most interaction happening at the beginning of the campaign. 

SHARES 

9

SHARES 

11

SHARES 

5
SHARES 

11

Challenging Gender Stereotypes  
The campaign was focused on one of the four drivers of violence against women; challenging  
gender stereotypes. The majority of activities were aimed at children and families. Primary
and Secondary schools, MDAS and the library were provided with resources including
posters, magnets and books to address gender stereotypes. 
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W H A T  D I D  T H E  P R O G R A M  A C H I E V E  C O N T I N U E D . . .  

L E A R N I N G S

Story Time was a huge success. Next year we could add books that treat girls and boys as
equals to the gift bags that children took home after the event. 
'Dad's Do Hair' competition and the Strava:Walk Against Family Violence was not
successful in having the community engage with the activity. More thought needs to be
given to how to engage the community in these activities. 
Engaging businesses in the Respect Is... statements and winning an orange morning tea
worked really well, and this could be built on by contacting more organisations to get
involved. 
The engagement from schools was positive. Reflecting on the students work has
highlighted we need to do more to break down gender stereotypes. We could build on this
work by running incursions in schools around this topic area.  
The social media campaign had the most engagement prior to the campaign and in the
first week of the campaign. In future we could use Facebook and Instagram stories more
to reduce the amount of posts in the feed.  
In future we could give all organisations who enter to win a morning tea an information
pack regardless of winning the orange morning tea or not!  

  
 M o r e  i n f o r m a t i o n :

@ g a n n a w a r r a
@ n d c h v i c

Respect Is... statements 
15 organisations including sporting clubs, schools and businesses took the time to reflect on
what Respect Is... to their organisation. These statements were published in the NDCH
newsletter, Council newsletter, school newsletter inserts, NDCH socials and aired on the local
radio station. 
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