[image: image48.jpg]



[image: image49.jpg]



[image: image50.png]


[image: image51.jpg]


 AN EVALUATION OF VIBE AUSTRALIA PRODUCTS: FINAL REPORT

[image: image52.png]DEADLY

SOUNDS




DEPARTMENT OF HEALTH & AGEING

AUGUST 2006
draft report

AN EVALUATION OF VIBE AUSTRALIA PRODUCTS
	[image: image53.wmf]
[image: image54.png]



	[image: image55.png]



	[image: image56.jpg]



	[image: image57.jpg]



	[image: image58.png]





PREPARED BY:

	
	
	


CIRCA Head Office (Sydney): Level 1, 93 Norton St, Leichhardt   NSW   2040

CIRCA Melbourne Office: L14, Como Centre, 644 Chapel St, South Yarra  VIC  3141 

ABN:
30 065 353 951
1. Executive summary

CIRCA was commissioned to evaluate the suite of Vibe Australia products for the Office for Aboriginal and Torres Strait Islander Health (OATSIH) and the Department of Health and Ageing (DoHA). This report represents the findings from all components of the research including the qualitative fieldwork conducted in Broome, Taree, Gladstone, Yirrkala, Wollongong and Melbourne, qualitative research conducted with stakeholders and quantitative research conducted with youth and stakeholders. 

The objectives of the evaluation were to:

· Assess the level of awareness of and access to the Vibe products;

· Assess the success of the Vibe products in raising self-esteem, improving awareness and recall of healthy lifestyle, social and emotional wellbeing and substance use prevention messages, among the primary target audiences;

· Assess the impact of Vibe Australia products in promoting the value of regular access to comprehensive primary health care through Community Controlled, local and other health services, by the target audiences; and

The methodological approach used to evaluate the suite of Vibe Australia products was designed to ensure thorough analysis of each of the products individually through a combination of both qualitative and quantitative research. This included six community visits, depth interviews with stakeholders and quantitative research with youth and stakeholders.

The research found that the 3on3( basketball competition is incredibly important and valuable to each community that hosts the event and provides important opportunities for young people in regional and remote areas. The 3on3( was seen to enhance Indigenous pride through the promotion of Indigenous role models. It was also viewed as a powerful mechanism for strengthening community pride and togetherness through collaboration and participation from all members of the community.

The research suggests that the health messages promoted through the event are reaching youth and the wider community. There was strong support for the 3on3( as an appropriate and effective vehicle for promoting healthy lifestyles, fitness and anti-substance misuse. 

The research suggests there is scope to increase the direct health messages promoted as part of the 3on3( event, either through increasing the role of the Aboriginal Medical Services, incorporating more engaging health focussed activities or more promotion of health-related slogans and phrases. Introducing a range of follow up activities could also help to extend the life of the event.

The research also revealed that Deadly Vibe magazine is important to Indigenous communities as it meets a strong need for information on cultural expression, positive representations of Indigenous people and information delivery. Even though sport is very popular amongst Indigenous youth, it is important that Deadly Vibe magazine continues to promote all areas of Indigenous achievement.

The health messages presented in Deadly Vibe magazine address many issues that are particularly relevant to Indigenous youth such as healthy living, lifestyle diseases and anti-substance misuse. 

Opportunities exist to increase the impact of the health messages in Deadly Vibe magazine. 

There are two distinct issues that require addressing regarding the distribution of Deadly Vibe magazine. The first is to ensure that the distribution lists are up-to-date and the second is that the current distribution channels are reflective of the demand for the magazine. This could be achieved through an audit of the distribution channels of the magazine. 

InVibe magazine offers culturally appropriate information about physical, mental and emotional health to youth at risk who often have very few alternative sources of information, and certainly none that are Indigenous specific. 

Many also felt that the information featured in InVibe magazine is relevant to all members of the Indigenous community. 
The research revealed that there are some issues for the Deadly Sounds radio program in terms of access and awareness. 
The research revealed low recall of the health messages contained in the Deadly Sounds radio program. There was little engagement with the health messages once they were played to participants. 

This suggests the effectiveness of a one-hour weekly radio program in delivering health information is low.

While there were varying levels of awareness of the Deadly Awards, especially among youth, the Deadly Awards are very important within the Indigenous community in acknowledging, celebrating and rewarding achievement. The Deadly Awards are significant for those who are nominated for and/or awarded with a Deadly, but also for the broader Indigenous community, although there are opportunities to enhance the level of awareness of the awards within the Indigenous and non-Indigenous communities. Many discussed the value of the Deadly Awards for the Indigenous community in terms of self-esteem, pride and as a celebration of Indigenous identity and achievement.
2. Introduction

CIRCA was commissioned to evaluate the suite of Vibe Australia products for the Office for Aboriginal and Torres Strait Islander Health (OATSIH) and the Department of Health and Ageing (DoHA). As the 2005-06 contract between OATSIH and Vibe Australia is valued at $1.4M, it is timely that OATSIH reviews the products to determine whether they are the most cost effective method for delivering its health promotion messages to Aboriginal and Torres Strait Islander youth.

OATSIH currently funds 60% of the Vibe 3on3( competition, 70% of Deadly Vibe magazine, 100% of InVibe magazine, 100% of Deadly Sounds radio program and 25% of the Deadly Awards.

This report represents the findings from all components of the research including the qualitative fieldwork conducted in Broome, Taree, Gladstone, Yirrkala, Wollongong and Melbourne, qualitative research conducted with stakeholders and quantitative research conducted with youth and stakeholders. 

This research was conducted between the 26th April 2006 and 14th July 2006.

3. Vibe Australia products

The following is a summary of each of the Vibe Australia products that CIRCA evaluated:

	Product
	Description

	Vibe 3on3( basketball competition
	The Vibe 3on3( basketball competition is a free event designed for youth aged between 8-24 living in regional and remote areas.  The game is played on a half-court with three players and one substitute on each side. In the 2005-06 period there were seven community events in total including Yirrkala, Taree, Gladstone, Kununurra, Bourke, Murray Bridge and Shepparton.

OATSIH funds 60% of the 3on3( basketball competition. The 3on3( received additional funding through the Department of Communications, Information Technology and the Arts (DCITA) and the Rio Tinto Group.

	Deadly Vibe magazine
	Deadly Vibe magazine is produced monthly and aims to promote healthy lifestyle messages and profile Aboriginal Medical Services and health programs. The magazine promotes positive self-images and healthy lifestyle messages through articles focusing on the achievements of Indigenous people in sport, music, the arts and education. Circulation of each edition is around 40,000 and targets every state and primary and high school in Australia. The primary target audience is Aboriginal and Torres Strait Islander young people at primary and high school-aged 6-18 years. Deadly Vibe magazine is predominantly sponsored by OATSIH (70%), and also through the Department of Education, Science and Training.

	InVibe magazine
	There are eight editions per year of InVibe magazine, inserted into Deadly Vibe magazine. The aims of InVibe magazine are to promote culturally appropriate information about physical, mental and emotional health to young people at risk. InVibe covers topics that are appropriate to the Indigenous audience in juvenile justice, custodial settings, drop in centres and youth at risk organisations. Issues such as sexual health, mental health and suicide, substance use and blood borne viruses are covered more directly. InVibe is fully funded by OATSIH.

	Deadly Sounds
	Deadly Sounds is a weekly radio program that is distributed to roughly 150 radio stations nationally as well as through the National Indigenous Radio Stations network. Deadly Sounds is Australia’s only national weekly Indigenous music show. It supports Indigenous artists and music, and promotes wellbeing and substance free lifestyles, utilising Indigenous musicians and role models to discuss and endorse health related messages on air. Deadly Sounds targets all Indigenous people, including young people aged between 10 and 18. Deadly Sounds is fully funded by OATSIH.

	Deadly Awards
	The Deadly Awards are an annual awards ceremony that recognises the achievements of Indigenous people in music, sport and the arts and promotes positive role modelling. An award is also given for excellence in Indigenous health service delivery.

OATSIH funds 25% of the Deadly Awards. Other sponsors include the Office of Indigenous Policy Coordination, the Department of Education, Science and Training (DEST), NSW Department of Aboriginal Affairs (DAA), the Australasian Performing Rights Association, Macquarie Bank, NSW Aboriginal Land Council and other minor contributors.


4. Objectives

The broad aim of this evaluation project, as stated in the RFT, was to determine the degree to which the Department's health-related objectives are being achieved through the sponsorship of products and activities undertaken by Vibe Australia.  

To achieve this, the RFT required the following specific areas of study:

1. To assess the level of awareness of and access to Vibe Australia products among the target audiences.

2. To assess the success of the Vibe Australia products in raising self-esteem and improving awareness and recall of healthy lifestyle, social and emotional wellbeing and substance use prevention messages, among the primary target audiences.

3. To assess the impact of Vibe Australia products in promoting the value of regular access to comprehensive primary health care through Community Controlled, local and other health services, by the target audiences.

4. To critically analyse the level and proportion of OATSIH funding for each Vibe Australia product in terms of value for money to OATSIH and to recommend alternative partners or changes to the funding mix for Vibe Australia products, where appropriate.

5. Methodology

The methodological approach used to evaluate the suite of Vibe Australia products was designed to ensure thorough analysis of each of the products individually through a combination of both qualitative and quantitative research. This included community visits, depth interviews with stakeholders and quantitative research with youth and stakeholders.

5.1 Qualitative community audits 

Comprehensive face-to-face community consultations were conducted in six locations including Broome, Taree, Gladstone, Yirrkala, Wollongong and Melbourne. Taree, Gladstone and Yirrkala have held 3on3( competitions within the last twelve months, and Broome held the event in 2004. Wollongong and Melbourne have not held the 3on3( event previously and were chosen to provide a perspective of the Vibe products without the presence of the event. 

The consultations were designed to target young Aboriginal and Torres Strait Islander (ATSI) people, stakeholders and other community members.  Each community consultation included:

· Three workshops with Indigenous youth aged 10-18 years (primary school, high school and youth at risk);

· A community forum with stakeholders including Indigenous health workers, youth workers, teachers, elders, parents/family of ATSI youth, and other key community representatives; and

· Five in-depth interviews with community stakeholders including Indigenous health workers, youth workers, teachers, elders, parents/family of ATSI youth, and other key community representatives.

Observational research was also conducted at the Gladstone 3on3( event in May 2006.

5.2 Deadly Vibe readership survey

This quantitative methodology captured the views of Indigenous readers of Deadly Vibe. This provided a purposeful quantitative sample that explored the level of recall of healthy lifestyle, social and emotional well being and substance use prevention messages among the Deadly Vibe readership, as well as assessed awareness levels of other Vibe Australia products. A self-completion form was included in the June edition of Deadly Vibe and a sample size of n=320 was achieved.

5.3 Youth quantitative survey

A written survey was distributed to a range of schools and other Indigenous organisations to assess awareness and access to the suite of Vibe Australia products. A sample size of n=248 was achieved.

Both the quantitative youth and readership surveys were specifically designed to appeal to potential participants. Care was taken to ensure that these surveys were very visual and utilised graphics and images which would help stimulate interest and encourage 'returns' to CIRCA. This strategy appears to have been quite successful with a combined return total of n=568 for both surveys.

For the readership survey (n=320) the sample variation (at a 95% confidence level) is slightly less than +/- 5.5%.  In practical terms, this means that in 95 out of 100 cases, if 50% of the students answered ‘Yes’ to a Yes/No question, the true proportion of students who would answer ‘Yes’ would lie between 44.5% and 55.5%.  For the youth survey (n=248) the sample variation is +/-6.2%.  Comparisons have only been made where the variation has statistical significance.

5.4 Stakeholder depth interviews

In-depth interviews were conducted with stakeholders from youth drop-in centres, juvenile justice centres, staff working with youth in custodial settings, as well as representatives from radio stations receiving Deadly Sounds. This was done in order to supplement the information provided as part of the analysis of Deadly Sounds and InVibe magazine. Thirteen interviews were conducted with staff from juvenile justice centres, staff from youth drop-in centres and staff working with youth in custodial settings. Eight interviews were conducted with representatives of community radio stations that broadcast the Deadly Sounds radio program.

5.5 Deadly Awards case studies

Six interviews were conducted with previous nominees of Deadly Awards that explored the impact of the nomination with regards to the individual, their family and the broader community. Information has also been analysed with regards to voter numbers in order to assess levels of community engagement with the Deadly Awards.

5.6 Stakeholder survey

In the original brief CIRCA identified that a stakeholder survey would be developed and emailed directly to media networks, heath service networks and schools across Australia, using Vibe and OATSIH contacts. This information did not include email addresses, so the stakeholder survey was administered over the phone and CIRCA were able to achieve a sample of n=60 interviews. 

6. Vibe Australia products

The following sections examine each Vibe product individually, reporting the results from the qualitative and quantitative research against the objectives of the research as identified by OATSIH.

7. 3 on 3( basketball competition

7.1 3 On 3( Context

7.1.1 Overview 

The Vibe 3on3( basketball competition is a free event designed for youth aged between 8-24 living in regional and remote areas.  The game is played on a half-court with three players and one substitute on each side. Players score, referee and call their own fouls, and each game lasts 20 minutes. 3on3( encourages youth to participate in healthy team building activities and to deter them from risk-taking activities. In the 2005-06 period there were seven community events in total including Yirrkala, Taree, Gladstone, Kununurra, Bourke, Murray Bridge and Shepparton.

OATSIH funds 60% of the 3on3( basketball competition. The 3on3( received additional funding through the Department of Communications, Information Technology and the Arts (DCITA) and the Rio Tinto Group.

7.2 Awareness and access

Analysis of the quantitative data from the youth survey revealed that roughly half (47%) were aware of the 3on3(. Awareness was higher amongst youth aged 6 to 11 (68%) than those aged 12 to14 (39%) or those aged over 15 (38%). Interestingly, there was no significant difference in awareness of 3on3( between urban and regional locations.
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With regard to the readership survey results were similar, with 45% aware of the 3on3( competition. There were no differences in awareness by age and location. 

Respondents from both the youth and readership samples who responded that they were aware of the 3on3( were asked if they had ever attended a 3on3( event. 
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Respondents from the youth survey were considerably more likely to have attended a 3on3( when compared to the readership survey (73% compared to 36% respectively). However, caution should be taken when interpreting this result, as the sampling method is likely to account for this difference. The youth survey included the locations visited as part of the community audits, and four of the communities had previously hosted a 3on3(. Also, as a third of the sample (33%) for the readership survey were aged over 18, there was a decreased likelihood that respondents would have attended a 3on3( in the past as the event is predominantly a youth event for those aged between 8 to 18 years. 

Positively, 73% of respondents from the youth survey who had attended a 3on3( event previously recalled hearing health messages at the event. This question was not asked of respondents who completed the readership survey.

7.2.1 Community audits:

With regard to the fieldwork component of the research, all participants in Yirrkala, Gladstone and Taree were aware of the Vibe 3on3( basketball competition due to the recency of the Vibe 3on3( visits to these communities in late 2005 and early 2006. These communities were very supportive and involved in the 3on3( competition and many organisations (e.g. PCYC & youth drop in centres), schools and young people in the community attended the event. 

All of the stakeholders and most of the young people in Broome could recall the Vibe 3on3( that was held in 2004. Perceptions of the event were also very positive. In Melbourne, awareness of the event was reasonably high, with teens and stakeholders more likely to be aware compared with younger, primary school aged participants. Several participants had been to a 3on3( event in Shepparton a number of years ago. Very few stakeholders or young people in Wollongong knew of the Vibe 3on3( basketball competition.

While the 3on3( does not have considerable reach outside the communities that have hosted the event, this is not surprising due to the localised nature of the event. What is important is that the event is extremely well supported, appreciated and highly anticipated by communities that do host the event.

7.2.2 Perceptions of 3on3(
Respondents from the youth survey who were aware of the 3on3( competition were asked about how they felt when they were at the event. 
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Positively, 47% responded that they felt ‘proud’ and a further 38% said that they felt ‘happy’ while at the event. Only 3% of participants responded that they felt ‘nothing’. Respondents were also asked what they thought of the 3on3( event overall, and 71% responded that ‘It’s deadly’, around a fifth (21%) felt it was ‘ok’, and 3% did not like it. This is a very positive result and reflects the encouraging response to the event by youth. This question was not asked of respondents of the readership survey.
7.2.3 Community audits:

It is important to note that some communities, despite constant reassurance and explanation, were concerned about possible negative implications in response to the evaluation. In Taree this was definitely felt to influence the research and give a slightly biased picture of the event (e.g. participants, after some probing, could not think of any further improvement). It is also likely that this influenced the research with stakeholders in other regions. However, this can also be seen as a measure of the importance of, and loyalty to the 3on3( event for the communities involved, and demonstrates the strong desire for 3on3( to re-visit the various communities.

“There are always lots of smiles on faces at the 3on3(.” (Broome stakeholder)

Both young people and stakeholders included as part of the research in communities were very impressed by the 3on3( and many commented that the organisers did a “fantastic job” and that “there should be more of them”. None of the host communities reported difficulties with any part of the organisation or implementation of the event and felt this was a testament to the professionalism and efficiency of the Vibe team.

It is of interest to note that one of the youth services in Broome that was involved with the 2004 3on3( basketball competition in Broome now holds ‘mini’ 3on3( competitions at the end of the school term as a direct result of the popularity of the event amongst youth.

Communities that had hosted a 3on3( before were asked if they would like the opportunity to be involved with the 3on3( again and all participants said that they would. Communities that had not hosted a 3on3( also showed interest in either hosting or attending the event in the future. In Melbourne for example, stakeholders welcomed the 3on3( as an opportunity for its participants to “celebrate being Aboriginal”.

7.3 Perceived impact on self esteem
As part of the community audits stakeholders were provided information about the aims of the 3on3( competition and asked to comment on the relevance of these. One of these aims was the perceived effectiveness of the Vibe 3on3( in making young people feel good about themselves and increasing self-esteem. Stakeholders agreed that increasing self-esteem levels of the young people involved with the 3on3( competition was relevant to Indigenous youth and felt that the 3on3( does have an effect on self-esteem, as young people are given the opportunity to take part in competitive activities and other workshops that help to increase confidence. People talked about the notion of “everyone having a go, and “putting themselves out there” and many agreed that this increased confidence and self-esteem levels of the youth involved. 

“You can see that they feel good about themselves when they receive awards [at the 3on3(]. It makes them feel proud.” (Broome Stakeholder)

“It encourages kids to join in and not to be shamed and just to have fun.” (Broome participant)

This is supported by the results from the youth survey, where 47% of respondents said that the 3on3( made them feel proud.
7.3.1 Indigenous role models:

Another important, positive benefit that stakeholders associated with 3on3( was exposing youth to Indigenous role models such as dancers, artists, athletes and other members of the Vibe team: 

“The people who run it are really cool.” (Gladstone participant)
This was felt to be important as it promotes the opportunities available to Indigenous youth and can also increase self-esteem levels of youth. For example, at the Gladstone 3on3( one of the dancers who was involved with the break dancing workshop was actually discovered by the Vibe team at a previous 3on3( in Rockhampton. These types of examples powerfully demonstrate the importance of Indigenous role models for youth, and stakeholders felt their presence led to an increase in feelings of cultural pride.

As well as promoting Indigenous celebrities as role models the 3on3( also promotes local Indigenous role models such as elders, health workers, youth workers and other community leaders. The Gladstone 3on3( involved a ‘welcome to country’ by an Indigenous elder, Indigenous ambulance officers acted as first aid officers, and members of the committee were recognised and commended as part of the closing ceremony. Stakeholders felt that the presence of local role models strengthened community pride and local Indigenous identity for both youth and the community as a whole.

7.3.2 Importance of the 3on3( to remote Indigenous communities:

Stakeholders in Yirrkala and Broome confirmed the significance of the 3on3( to remote Indigenous communities. For stakeholders in Yirrkala the 3on3( is equated with a flurry of activity and is considered an excellent opportunity to welcome members of the Nhulunbuy community into the Yirrkala community and promote Yolngu culture. Stakeholders from the Yirrkala community discussed this with some degree of pride. A few stakeholders in Broome also described the importance of the 3on3( to outlying Aboriginal communities:

“[The community of] One Arm Point practically closes down when the 3on3( comes to town.” (Stakeholder from Broome)

The research highlighted the importance of an event like the 3on3( to remote areas as Indigenous youth in these communities are less likely to have the ability to attend such events in other locations. The 3on3( also allows for interaction between remote Indigenous communities and the Indigenous and non-Indigenous community from the main town (e.g. Nhulunbuy and Broome). Many felt that this has positive outcomes for relations between these communities and assists with working towards reconciliation.

7.4 Awareness and recall of healthy lifestyle messages

7.4.1 Direct health messages 

As part of the qualitative research in communities, stakeholders and youth were asked about the health messages they felt were promoted through the 3on3( basketball competition. It should be noted that stakeholders, in particular, were pragmatic in their assessment of the effects that a two-day event can have on the attitudes and behaviour of an individual with regard to health. Rather, the event was seen to sow important seeds in terms of health messages and promotion, such as the benefits of physical activity, teamwork and healthy competition. A number of stakeholders felt that the event also provided a good platform for the introduction of health messages and that it was the responsibility of schools and community organisations to reinforce these messages on an ongoing basis.

However, it is important to note that the 3on3( promotes Deadly Vibe Magazine and Deadly Sounds at the 3on3( event, therefore potentially increasing the life of these health messages. Deadly Vibe magazines are provided to participants as part of a ‘gift pack’, and the Deadly Sounds brand is introduced over the PA system as part of the music of the event. While all youth that attended the 3on3( event could recall receiving the Deadly Vibe magazine, very few could recall hearing the brand Deadly Sounds at the event.

The research aimed to examine the direct health messages that are promoted as part of the 3on3( competition and the perceived relevance and uptake of these by youth. However, it is important to be mindful of the difficulty of attempting to measure the uptake of health messages by youth as a result of the 3on3( event, as this would require a longitudinal study of the young people involved with the event. However, the research was able to discern the perceived relevance and impact of the health messages of the 3on3(.

7.4.2 Promotion of fitness:

The research revealed that host communities are extremely positive towards the Vibe 3on3( basketball competition and believe the event is beneficial on a number of levels. The youth in host communities were very enthusiastic about the basketball competition itself and the game was very popular amongst youth in the communities visited.

 “Yes! Can it come tomorrow?” (Yirrkala participant when asked if participants want the Vibe 3on3( to come to Yirrkala again)
Stakeholders felt that one of the strengths of 3on3( was that it involved youth with a sport they enjoy, thus promoting the benefits of physical activity, teamwork and healthy competition.

7.4.3 Importance of physical activity:

One of the most obvious messages recognised by both youth and stakeholders was that of the importance of physical activity and healthy living through sport and fitness. Stakeholders believed that this message was relevant to youth and could serve as an effective deterrent for youth against the adoption of behaviours that have negative health consequences, and therefore, limit the amount of physical activity that an individual can engage with, such as smoking, alcohol and substance abuse. Stakeholders also felt that the physical activity resulting from playing in the 3on3( competition delivered important messages to youth on a subconscious level, by providing a practical example of the importance of being fit and healthy. Many stakeholders were convinced that this was a very successful way to deliver health messages to youth.

7.4.4 Promotion of sporting opportunities:

A few stakeholders felt that the involvement of young people with the 3on3( basketball competition has had important outcomes such as increased participation in other local and regional sporting activities and competitions. For example, community funded basketball courts were built in the Aboriginal community of Yirrkala to enable the community to host the 3on3( event. As a result, there has been greater interest and participation in basketball by young people in the community. This is of significant value to a community like Yirrkala where resources and sporting opportunities available to young people are often lacking, resulting in fewer opportunities for young people to participate in organised activities.  For example, in Yirrkala many young people are often denied the opportunity to participate due to a lack of sports equipment such as shoes. Whilst conducting the fieldwork research in Yirrkala, a group of young boys were observed arranging to share football boots for a football competition they were attending in Alice Springs. The 3on3( basketball competition is especially important in remote Indigenous communities where young people are much less likely to have access to such large sporting competitions and events.

7.4.5 Healthy food:

Another aspect of 3on3( that was mentioned consistently by youth and stakeholders across the research was the fruit and water provided to youth at the event. This was viewed as evidence of health promotion and stakeholders felt this was significant as it reinforced ‘healthy living’ messages promoted by the event. 

“It [healthy food at 3on3(] tells them [young people] that they need to eat healthy to be healthy.” (Yirrkala stakeholder)

This is certainly as an aspect that should continue to be promoted as part of the 3on3(.

7.4.6 Healthy messages:

Observational research conducted at the Gladstone 3on3( noted the presence of various signs and posters around the basketball courts that included phrases like ‘Love your culture, listen to your elders’, ‘Keep our community safe, stay drug and alcohol free’, ‘Eat good food, drink lots of water’ and ‘sniffing petrol destroys our culture’. The research revealed that unprompted recall of these messages by youth and stakeholders was relatively low when discussing the health-related messages at the event. After prompting, stakeholders agreed that the presence of these messages was important and certainly relevant to Indigenous youth, but were unsure about the impact these messages had on youth. Although, a few participants in Gladstone noted that there were more health messages and signs at the Gladstone 3on3( than at the 2005 3on3( in Rockhampton.

7.4.7 Forum for discussing health and lifestyle issues:

Another one of the aims of the 3on3( basketball competition was to provide a forum for young people to discuss health and lifestyle issues. While stakeholders felt this aim was relevant to Indigenous youth, they were unsure as to whether this aim was being achieved through the 3on3( event. None of the stakeholders could provide examples of young people discussing health and lifestyle issues either during or after the 3on3(. 

It is also important to note that only one of the activities at the 3on3( event specifically addressed health and lifestyle issues. This activity was called ‘Vibe spin out’ and involved spinning a chocolate wheel that had different categories such as Aboriginal and Torres Strait Islander music, sport, history, health, and substance misuse. Young people spun the wheel and were required to answer a question and all of the answers were contained in a small booklet that was provided as part of the Vibe ‘gift bag’. If a question was answered correctly the young person would receive a prize such as a t-shirt. The activity aimed to increase young people’s knowledge about famous Indigenous people, health and the risks of substance abuse. However, due to the random nature of selection of the categories (i.e. through spinning the chocolate wheel) it is difficult to analyse the relative exposure to health-related questions in a twenty-minute period. 

Observational research at the Gladstone 3on3( found that youth were relatively engaged with this activity, though participation in this activity appeared to decrease over the course of the day, most likely due to depleted energy levels and attention spans. 

Positively, youth were able to keep the ‘Vibe Spin Out’ booklet that contained many interesting pieces of information and health-related facts. The booklet provided a host of information that was assembled under the heading of “Know your stuff – Things a blackfella should know”. This information is presented in a culturally appropriate way that uses phrases like “Our people, our story”, “The legends of the past have helped to create your future. Make it a deadly one”. This information is identifiably Indigenous and therefore increases its relevance to an Indigenous audience. While there was no recall of the booklet as part of the community audits, it is possible that parents and other adults in the home could access this information. 
Other workshops at the 3on3( included a rapping, beat-boxing, hip-hop dancing and a workshop to design a team logo. Vibe explains that these workshops are designed to:

“Encourage young people to express themselves musically through lyrics (rapping) and dance as a way of building self-esteem and self-worth, thereby reducing the likelihood of them indulging in risk-taking activities.”

While these activities aim to increase self-esteem and the qualitative research revealed they are definitely popular with youth, the relevance of these workshops to direct health messages is questionable. It is suggested that at least one of the workshops could specifically address health related issues in an interactive, fun way that fits with the overall theme of the Vibe 3on3(. Alternatively, the health stand at the 3on3( could be modified to become more interactive and engaging. The Croc Festivals(, a federally funded initiative that combines youth performances at night and educational workshops during the day, work closely with local health services in the communities that host the event. The workshops are interactive and seek to engage and educate youth about different health issues. For example, there are activities where youth put on ‘beer goggles’ that blur their vision. Research conducted by CIRCA for the Department of Health and Ageing in 2002-04 showed that youth have relatively high levels of recall of these activities. 

Some stakeholders suggested that the presence of the Aboriginal Medical Services and health workers at the event may promote discussion of health related issues and positions these services as a resource for youth, should they wish to access them. This is explored in more detail later in this document. 

7.5 Awareness and recall of social and emotional wellbeing messages

7.5.1 Providing activities for youth:

Another benefit mentioned often by youth included in the community audits was that the 3on3( provided them with ‘something to do’ and many talked about this in the context that there were very few or no other youth-specific local events. This meant that such a big sporting event that involved the whole community was perceived as very important and exciting. The event was also perceived to provide an opportunity for parents to be involved with and supportive of their children. Observational research at the Gladstone 3on3( revealed that many parents and community members attended the event both as spectators and volunteers.

7.5.2 Reconciliation:

Some stakeholders also felt that 3on3( provided an important forum for reconciliation between Indigenous and non-Indigenous members of the community. The 3on3( was perceived as a unifying event that brought all members of the community together in a harmonious, engaging and interactive way. Observational research conducted at the Gladstone 3on3( competition found that there were high levels of participation from the non-Indigenous community, which was positive as the whole community embraced the event. It was not viewed as a solely ‘Indigenous event’. The event in Gladstone had a friendly, social and exciting feel to it and was clearly enjoyed by all in attendance.

Observational research of the Gladstone 3on3( noted a considerable turnout from both Indigenous and non-Indigenous communities. There was reportedly a similar turnout in Taree. One participant from Gladstone described this as an opportunity for non-Indigenous youth to meet and get to know Indigenous youth:

“It’s good because they (non-Indigenous people) can come and be part of it and see what we’re into.” (Participant from Gladstone)
“I feel that it (3on3() was very important for our young people, both black and white.” (Stakeholder from Taree)
This form of reconciliation through the involvement of Indigenous and non-Indigenous communities in the event, was seen to strengthen community cohesion.

7.5.3 Community cohesion:

Another benefit of the 3on3( that was mentioned consistently throughout the research by stakeholders included as part of community audits was the sense of community togetherness and supportiveness that was generated as a result of the event. Many of the stakeholders were part of the 3on3( community committee and were involved with the organisation of the event and felt that this brought members of the community from different areas (business, health, youth services and Council) together for the common purpose of hosting an event for youth. Also, the event was perceived as unrivalled by any other in terms of both youth and community involvement. This was true of most of the communities visited. Community cohesion and togetherness was seen to be vital to offering youth a supportive and nurturing community that stimulates and maintains the wellbeing of individuals.

7.5.4 Team-building activities:

Another of the aims of the Vibe 3on3( basketball competition is to involve youth in healthy, team building activities and once again stakeholders felt that the event was successful in achieving this. Observational research conducted at the Gladstone 3on3( found that youth cooperated and worked well together and were given the responsibility of scoring their own games. No reports of any incidences of misconduct were reported at the Gladstone 3on3( or at any other 3on3( events.

7.6 Awareness and recall of substance use prevention messages

7.6.1 Drug and alcohol free:

Another aspect of the 3on3( that was viewed positively by stakeholders was that the event was smoke and alcohol free. The 3on3( was certainly unique in this regard, as few events held in the communities are smoke and alcohol free. This was important as it positively reinforced these messages to youth. Observational research conducted at the Gladstone 3on3( showed that the smoke and alcohol free rules were well enforced and policed at the event. Importantly, the smoke and alcohol free nature of the event also tied in well with other positive health-related messages such as the benefits of physical activity and healthy living.

Feedback from youth suggested that having an event that is smoke and alcohol free was having an impact on youth. For example, when asked why they thought the 3on3( basketball competition was held in their community, many young people acknowledged that the 3on3( aimed to give young people ‘something to do’ and discourage the use of alcohol, cigarettes and other drugs.

“They have it [3on3(] to stop kids from smoking and drinking.” (Participant from Broome)
This is important as it suggests that youth appear to be receiving the anti-substance abuse messages as well as understanding that their community is actively supporting and encouraging them to be drug, alcohol and smoke free through providing alternative activities. Observational research also suggested that there may be opportunities to reinforce these messages, as they did not appear to be emphasised heavily.

7.7 Promotion of primary health care 

The Vibe 3on3( basketball competition works closely with Aboriginal Medical Services and other health service providers in each community to encourage their presence and input as part of the event. This is important as it provides an opportunity for youth to engage with and become familiar with local health workers, as well as health-related issues. In addition to this, in Gladstone and Taree some health services offered free checkups, advice and flu vaccinations to Indigenous youth.

In some communities this was perceived to work quite well:

“The health stand seemed to have a steady flow of interested people.” (Taree stakeholder)

“A group of girls came up to speak to me about contraceptives at the 3on3(. They probably wouldn’t have gone to the health service to ask about that because the kids are different when they’re in that 3on3( environment. They’re more free and easy and therefore can ask questions that they might have otherwise felt silly asking.” (Broome health worker)

In Gladstone a stakeholder from the local AMS reported that over 60 young people had received flu vaccinations and that this was a fantastic result that exceeded the number of youth vaccinations in any other year. However, there was a sense that there was further work that could be done in order to improve the level of engagement of young people with the health services. For example, the presence of the health services was not recalled by all youth in the fieldwork component of the research.

“A few kids go there [the health service stand] but it could definitely be improved through more promotion.” (Broome stakeholder)

Some stakeholders were surprised that encouraging youth to engage with health services was an aim of the 3on3(, as they felt a more targeted approach should be used.

“If Vibe or OATSIH wants the health services to be more involved with 3on3( then they need to give us more direction and provide us with some ideas and support.” (Health Worker, Gladstone)

A few stakeholders felt that more notice should be provided about when 3on3( is visiting a community in order to provide more information and support to the Aboriginal Medical Service to enable more promotion and planning of activities.

7.8 Summary of youth quantitative data

As part of the youth survey, respondents who were aware of the 3on3( were asked a number of questions in order to examine attitudes towards the event. 
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The research found that 86% of respondents agreed that the 3on3( made them feel good about themselves while at the event. Only a small proportion (5%) of respondents did not agree with this statement.

More than three-quarters of respondents (77%) agreed that the 3on3( provides information about where to go if they were ill, while 14% disagreed. This represents the highest proportion of respondents that disagreed with any of the statements, suggesting that primary health care promotion is a potential area of improvement for the 3on3( event.

There was an encouraging response to the awareness of messages about healthy living with 85% agreeing that 3on3( teaches participants about being healthy. Only 5% disagreed with this statement.

Almost 9 out of 10 respondents (87%) agreed that 3on3( made them think about being careful with drugs and alcohol and almost three quarters (74%) strongly agreed with this statement. Only 3% disagreed with this statement. This is a positive result as it suggests there is penetration of anti-substance misuse messages amongst the young people that participate in the 3on3( event, and it appears that the message is being delivered more effectively than the other health messages. 
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As shown above, 87% of youth agreed that 3on3( is a fun way to learn new skills, and this was certainly a favourite aspect of the event as revealed through the qualitative research with youth as part of the community audits. 

The data shows that youth also like the teamwork aspect of the 3on3( competition, with 88% agreeing that 3on3( is fun because they get to be part of a team. This is important as engaging youth in healthy, teambuilding activities is one of the aims of the 3on3( and this appears to be one of the aspects youth like about the event. 

The 3on3( also appears to have a positive effect on self-esteem and identity with 84% of respondents agreeing that 3on3( makes them feel proud to be Aboriginal. Once again, this is important, as this is one of the aims of the event. 

The 3on3( was seen as an important vehicle for the reinforcement of Indigenous pride through the promotion of celebrity and local Indigenous role models. Participants also believed that 3on3( acts as a positive and powerful mechanism for strengthening community pride and togetherness through collaboration and participation from youth, community members and community services. 

7.9 Suggestions for 3on3( from participants 

A range of suggestions were made by participants that could potentially increase the impact of the 3on3( event for youth and the wider community. It should be noted that these suggestions primarily came from community stakeholders, rather than the young people included in the research.

7.9.1 Indigenous culture:

It was suggested that more Indigenous-specific activities be incorporated in the event such as dancing, weaving, and story telling. This was also perceived as a way to enhance the relevance and localised nature of the event for youth. Some stakeholders, such as those in Yirrkala, expressed interest in introducing community led events such as dancing, spear throwing, hunting, fishing and Yolgnu story telling in order to make the event “bigger and better”. This represents an opportunity for further collaboration and involvement between Vibe and the host communities that could possibly involve skills transfer and improve the relevance of the event. A few suggested that there are also opportunities to gather input from other services and businesses as well. It should be noted that these suggestions primarily came from community stakeholders rather than youth. 

7.9.2 Increase the frequency of the events:

Both youth and stakeholders across the research requested more 3on3( events to be held in the host community:

“If I could have it my way there would be four or five of them [3on3(] a year.” (Gladstone Mayor)
“I wish it [3on3(] could come every year.” (Participant from Yirrkala)

8. Recommendations for the 3on3(
The fieldwork research revealed that the 3on3( basketball competition is incredibly important and valuable to each community that hosts the event, especially remote Indigenous communities. Its value lies in the opportunities provided to young people in regional and remote areas, who would otherwise not be able to take part in such a competition and community event. Young people echoed this sentiment across the research. In addition to this, both young people and community members involved with the 3on3( believed that the event promotes valuable health messages such as the importance of having a healthy lifestyle, staying fit and being drug and alcohol free.

8.1.1 Working with Aboriginal Medical Services

The research suggested that there is an opportunity to expand and improve the role of the Aboriginal Medical Services at the 3on3( event. There was some sense that more interactive activities were needed in order to improve the level of engagement between youth and these health services. Observational research conducted at Gladstone 3on3( revealed very few youth appeared to visit the health area. There was also little evidence of any material or activities designed specifically for youth. 

In order to engage youth at the 3on3( event, health services need to be proactive in their approach. Some examples of activities that health services could offer include:

· Health demonstrations such as models of parts of the body and how diseases effect the body;

· Competitions where youth are asked health related questions to win prizes;

· Workbooks provided to youth with health related puzzles and activities;

· Nutrition demonstrations where youth are able to make their own healthy food (e.g. smoothies, juices, sandwiches etc);

· Dental hygiene information using models and practical examples such as rinsing with liquid that shows plaque on the teeth; and,

· Provide information packs to youth that include health related promotional material (balloons, stickers, information packs).

For example, the Broome Regional Aboriginal Medical Service (BRAMS) showed young people pictures of diabetes sufferers who had gangrene, ulcers or feet amputated in order to “scare them in to doing the right thing.” They felt this was a successful way to engage youth and send powerful messages about the importance of monitoring their health.

It is also strongly recommended that Vibe offer briefing sessions to medical staff and health workers before the 3on3( event in order to generate ideas for collaboration between Vibe and the community. 

Another suggestion is that youth could be involved with the design and implementation of some of the health activities. A youth committee could be formed that works closely with the AMS in designing interactive activities that youth are responsible for. This would further involve and give ownership over health activities to youth involved with the 3on3(. 

8.1.2 Health related workshops

As mentioned earlier, only one of the workshops at the 3on3( was directly related to health, and this certainly represents an opportunity for improvement. A workshop could be implemented as part of the 3on3( that engages youth on a range of health issues in a fun, interactive way, such as those implemented at the Croc Festival (as mentioned earlier in this report). 

As the youth present at the 3on3( represent a captive audience, this offers an ideal opportunity to introduce health related activities that supplement the basketball games and the dance and rapping workshops. However, it is important that these activities are designed and implemented after careful consideration, as it will be crucial that this does not have a negative impact on the popularity of the event amongst youth, which is undoubtedly due to the current format.

8.1.3 Promotion of health messages

There is also an opportunity for further promotion of health related messages at the 3on3( through heavier promotion of slogans and taglines. For example, more phrases, slogans or catch phrases such as “Too deadly to do drugs” or “It’s not our way, not our culture” could be included as part of the music and MC-ing. 

Once again, this would require careful implementation so that such phrases or slogans do not detract from or damage the 3on3( events reputation with youth as ‘cool’, and therefore reducing popularity.

8.1.4 Extend the life of the 3on3( event

While Vibe conduct visits to schools and organisations prior to the 3on3( event, follow-up activities that extend the life of the event are also advisable. This could include distributing a newsletter or compact disc with a collage of photos to schools and youth centres. Another idea is the branding of promotional material such as t-shirts or bracelets like the Vibe ‘sisbro’ bracelets with health slogans or taglines. These activities would serve to strengthen the messages of the 3on3( within communities.

9. Deadly Vibe magazine

9.1 Context

9.1.1 Overview 

Deadly Vibe magazine is produced monthly and aims to promote healthy lifestyle messages and profile Aboriginal Medical Services and health programs. The magazine promotes positive self-images and healthy lifestyle messages through articles focusing on the achievements of Indigenous people in sport, music, the arts and education. The magazine also covers special interests during the year as advised by OATSIH. Circulation of each edition is around 40,000 and targets every state and primary and high school in Australia. The primary target audience is Aboriginal and Torres Strait Islander young people at primary and high school-aged 6-18 years. Deadly Vibe magazine is predominantly sponsored by OATSIH (70%), and also through the Department of Education, Science and Training.

Both youth and stakeholders in the communities visited were extremely positive about the product, and there were high levels of interest in and engagement with the magazines shown during the research. In one of the youth workshops in Melbourne, several students were involved in a verbal clash over a magazine as there was only one version of that copy to share. Overall many believed that there was “nothing else out there like it”.

9.1.2 An audit of Deadly Vibe magazine

Analysis was conducted on the content of numerous copies of Deadly Vibe magazine to ascertain the proportion health related information contained in the publication. 

‘Healthy Vibe’

Each month Deadly Vibe magazine comprises 32 pages, excepting the 100th issue in June / July 2005 which comprised 48 pages. Every issue contains a specific health section called ‘Healthy Vibe’ that ranges from three to four pages of the magazine (in editions since March 2006 this section has increased from three to four pages) under the heading “Wise advice on how to live a healthy life, plus information on who to call when you need help.” Analysis of numerous ‘Healthy Vibe’ sections of Deadly Vibe magazine produced over the two years featured some of the following themes:

· Mental health (e.g. Depression, anxiety disorders, stress);

· Social health (e.g. Getting along with family, tracing family);

· Substance misuse (e.g. profiling drugs such as ice, harm minimisation, drinking);

· Information about AMS’ and a list of AMS’ across Australia – however, the AMS’ only have the state and not the suburb or area the service is located in;

· Disease information (such as Crohn’s disease, head lice, meningococcal disease);

· ‘Ask the Doctor’ section; and,

· Health promotion information such as tongue health, heart health, healthy teeth. 

As seen above, Deadly Vibe is clearly addressing the main priority areas of health as identified by OATSIH. Usually, each ‘Healthy Vibe’ section contains about five to six of the above topics or themes in each edition. This information is presented in a simple, culturally appropriate manner.

Other health messages:

Deadly Vibe magazine also promotes a range of other messages that are linked to social and emotional wellbeing.

· Role models: Every edition of Deadly Vibe features interviews with and articles about Indigenous celebrities, sportspeople and ‘local heroes’, detailing their achievements and how they gained success. Such role models are found on almost every page of the magazine and serve as positive reinforcement of Indigenous achievement; and,

· Indigenous culture/pride: Deadly Vibe magazine is a powerful tool for the promotion of Indigenous culture, both traditional and modern. There are very few, if any other national Indigenous media that can make the same claim. Every edition is comprised of both traditional and modern cultural forms that serve to fortify and strengthen Indigenous culture.

Themes:

Deadly Vibe magazine will often follow a particular theme in each edition such as the arts, sport, the Deadly Awards, reconciliation or role models. For example, when the Sydney Swans won the AFL premiership 15 pages out of 32 were dedicated to profiling Indigenous football players. Similarly, when Deadly Vibe magazines’ theme was the performing arts 15 pages out of 32 were devoted to profiling Indigenous actors, painters, performers and musicians.

Other sections:

· Vibe School: This part of the magazine usually numbers four pages and features a range of articles on education and schooling including profiles of teachers and students, puzzles and writing competitions;

· Deadly Wes comic: This is a comic about a fictional super hero character called Deadly Wes; and,

· ‘Work it out’ – Employment information: This section profiles individuals and their career choices and also features a ‘Job tip of the month’ section.

Break down of Deadly Vibe magazine: 

Analysis of Deadly Vibe magazine revealed the following break down page by page as a rough guide of the content of an average magazine:

· Editors note - 1 page

· The Vibe 5 - 1 page

· Healthy Vibe - 4 pages

· Work it Out - 1 page

· Feature theme (e.g. football, arts, Deadly Awards) - 15 pages 

· World Blak - 1 page

· Record bar, advertisements / jobs advertisements - 1 page

· Deadly Wes and advertisements - 1 page

· Pictures (e.g. 3on3(, football) - 1 page

· Vibe School (including competitions) - 4 pages

· Front and back pages (usually pictures) - 3 pages 

Using the above break down as a guide, four pages of every Deadly Vibe magazine are devoted to direct health messages in the form of the ‘Healthy Vibe’ section, representing 13% of the total magazine. However, analysing the proportion of the magazine devoted to indirect health messages such as self esteem, cultural identity, role modelling, and Indigenous pride reveals that almost 100% of the content could fall in to these categories, particularly as most of the articles feature Indigenous role models and achievement. The only sections that do not fall in to this category include the ‘Work it out’ section that features employment advice (roughly 3% of the magazine) and the ‘Vibe School’ section (roughly 13% of the magazine). 

It is of interest to note that the ‘Vibe School’ section is as large as the ‘Healthy Vibe’ section considering that OATSIH provides more than double the funding that the Department of Education, Science and Training (DEST) provides. Similarly, the Department of Employment and Workplace Relations (DEWR) provides no funding to the magazine, yet there are various sections in the magazine that relate to employment such as the ‘Work it out’ section, a ‘Job tip of the month’ section and other job advertisements. 

9.1.3 Popular magazines amongst youth

The youth survey asked respondents about the types of magazines and newspapers they like to read with the following results:
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Positively, Deadly Vibe magazine was the most common response with half (50%) of the sample nominating it. This is an excellent result as it suggests that Deadly Vibe magazine is the most popular publication in terms of both Indigenous and mainstream publications. Respondents aged over 15 and those from an urban area were more likely to nominate Deadly Vibe magazine. Other mainstream magazines such as Dolly (44%) and Girlfriend (42%) were also popular. Other Indigenous publications that were nominated included the Koori Mail (28%), Streetwize comics (11%) and the National Indigenous Times (8%).

9.2 Awareness and access

Respondents of the youth survey were asked whether they were aware of Deadly Vibe magazine. 
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Seventy-nine percent responded that they were aware of Deadly Vibe magazine and this represents the highest level of awareness of all the Vibe products. Seventeen percent were unaware of the magazine and a further 5% did not answer this question. The magazine had higher levels of recall among older respondents as youth aged over 15 years were more likely to be aware of the magazine than those aged 6 to 11 or 12 to 14 (86% compared to 72% and 75% respectively). There was no significant difference by location, with 79% of both urban and non-urban respondents aware of the magazine.

Those respondents of the youth survey that were aware of Deadly Vibe magazine were asked if they had ever read it. 
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Overall 83% of youth had read Deadly Vibe magazine, 13% had not and 4% did not answer the question. This is interesting as it suggests that while some may be aware of the magazine or had seen it before, this does not necessarily mean that they have read it. Youth that live in an urban area were more likely to have read the magazine than those in a non-urban area. There were no differences by age.

9.2.1 Frequency of reading Deadly Vibe magazine

Those respondents of the youth survey who responded that they had read Deadly Vibe magazine were asked how often they read it.
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Just under a quarter of respondents (23%) claimed that they read Deadly Vibe magazine ‘heaps’. Over half (53%) read the magazine ‘sometimes’, and a further 21% ‘hardly ever’ read the magazine. Youth aged 6 to 11 were more likely to respond that they read the magazine ‘heaps’ than those aged 12 to 14 or 15 and above (35%, compared to 17% and 20% respectively). Youth aged 12 to 14 were more likely to ‘hardly ever’ read the magazine compared those aged 6 to 11 and those aged over 15 (33% compared to 16% and 19% respectively). Youth from urban areas were more likely to read the magazine ‘heaps’ than those from non-urban areas (33% compared to 18%). 

Respondents of the readership survey were also asked about how much they read Deadly Vibe magazine.
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Respondents of the readership survey read Deadly Vibe magazine more frequently than those from the youth survey, though this is not surprising considering that respondents of the readership survey sourced the survey through Deadly Vibe magazine. Fifty-three percent of respondents said they read Deadly Vibe ‘heaps’, compared to 23% of respondents from the youth survey. Interestingly, respondents aged over 18 were much more likely to read the magazine ‘heaps’ compared to those aged under 18. There was no significant difference between respondents from urban and non-urban areas. 

9.2.2 Accessing Deadly Vibe magazine

Respondents of the readership survey were asked where they accessed Deadly Vibe magazine in order to understand the most common points of access to the magazine by respondents. 
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(*NB Multiple response question so figures do not add up to 100%)

The research found that most of the sample accessed Deadly Vibe magazine at school (63%) or at home (57%). That over half of the sample people access the magazine at home confirms the findings from previous research by Worthington De Marzio in 2002 that the magazine has a considerable ‘pass on’ rate between members of the Indigenous community. Respondents were less likely to access the magazine from a health service (15%), at someone else’s house (15%), at work (7%) or at a community centre (7%). Six percent accessed the magazine from somewhere else.

Respondents from urban areas were less likely to access the magazine at school (53% compared to 67% of non-urban respondents), and more likely to access the magazine at their home (65% compared to 53% of non-urban participants). 

9.2.3 Community audit:

Most of the young people and stakeholders across the research had seen Deadly Vibe Magazine previously, and this was mostly accessed through schools, AMS’, and other health services.  Interestingly, stakeholders in all of the communities were able to say that they had read a copy of the magazine previously, suggesting the magazine is reaching adult readers as much as it is reaching youth.

Overall, there were higher levels of recall of Deadly Vibe magazine by youth in Gladstone, Taree, Melbourne and Wollongong. Older participants (over 12 years) were also more likely to recall having seen and / or read Deadly Vibe magazine than younger participants.

While awareness of Deadly Vibe magazine was high, there appeared to be limitations with regard to access for Indigenous youth. The research found a number of inconsistencies in the distribution of the magazine, particularly through schools. On some occasions, the magazine was sent directly to the library, leaving it to the librarian’s discretion as to whether the magazine was put on display. The result of this was that while a school may receive copies of the magazine, students may not have access to the magazine. Anecdotally, teachers at one school in Melbourne mentioned that they “have not been receiving the magazine (Deadly Vibe) for some time” and were unsure as to why this was the case. This was particularly concerning as the entire school population was Indigenous and “all the students want to read them”. A few stakeholders felt that distributing the magazine to libraries was not always the best option as it meant Indigenous students who do not visit the library may also miss out on accessing the magazine.

The research revealed that some buy the magazine from their local newsagency:

“I tried to buy it at the newsagent the other day but they had run out of it.” (Broome participant)

This suggests that there is a demand for the magazine outside the distribution points of schools and health services, however this was only mentioned by one or two participants across the fieldwork component of the research.

This leads to another key issue of concern regarding the distribution of Deadly Vibe magazine – it is important that the distribution lists are up-to-date and reflect the level of interest and desire for the magazine. While it is unquestionable that youth and adults feel positively towards the product, there is some concern that the current method of distribution is not effectively targeting the intended audience. Many schools included in the fieldwork research were unsure as to the process involved with receiving the magazine. For example, some felt that they had not seen the magazine in a few months and others could not remember requesting the delivery of the magazine at all. Others were interested in receiving more copies of the magazine as “they always vanish so quickly”. 

It would be ideal if the relative interest in the magazine could be assessed to ensure the magazine is delivered in quantities that are appropriate for each school. However, it is recognised that this is an extremely labour intensive process.

9.2.4 Perceptions of Deadly Vibe magazine:

Respondents of the youth survey who indicated that they were aware of Deadly Vibe magazine were asked what they thought about the magazine.
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More than half of the respondents (54%) felt that the magazine was ‘deadly’, 38% thought it was ‘OK’ and 3% ‘don’t like it’. Respondents aged 6 to 11 years were more positive about the magazine and considered it ‘deadly’ than 12 to 14 year olds and those aged over 15 (61% compared to 48% and 54% respectively). Respondents that live in urban areas were more likely to describe the magazine as ‘deadly’ than those from non-urban areas.

The readership survey also asked respondents about their perceptions of Deadly Vibe magazine, and not surprisingly, the results were more positive when compared to the youth survey.
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Almost three-quarters of respondents thought that Deadly Vibe magazine was ‘deadly’, a further 23% though that it is ‘OK’ and 2% do not like it. Respondents over the age of 18 were considerably more positive about the magazine than those aged under 18. There was no significant difference between urban and non-urban respondents.

The youth and readership surveys asked respondents how Deadly Vibe magazine made them feel when they were reading it.
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The results are positive with 39% of respondents from the youth survey and 44% of respondents from the readership survey agreeing that Deadly Vibe magazine made them feel proud. Slightly more respondents from the readership survey agreed that Deadly Vibe made them feel happy when compared to the youth survey (53% compared to 43% respectively). Respondents from the youth survey were more likely to say that Deadly Vibe made them feel nothing than respondents from the readership survey (10% compared to 1% respectively).

9.2.5 Community audits:

Many felt that one of the strengths of Deadly Vibe magazine is its culturally appropriate format and presentation of people and issues in a recognisably Indigenous manner, that ultimately makes the magazine more appealing and relevant.  Many commented that the articles are well written and present information simply and in a straightforward manner, catering for varying levels of literacy. Indeed, some felt that the magazine is an important tool for improving literacy levels, as the magazine was relevant and interesting, motivating Indigenous people to read the magazine.

When Deadly Vibe magazines were introduced to youth and stakeholders as part of the workshops, a great deal of interest was shown in the magazines. The introduction of the magazine was often met by either silence, as participants were so engrossed in the magazine, or lively discussion about people and places featured in the magazine. In Melbourne and Wollongong some younger participants appeared reluctant to cut up the magazines as part of the workshop exercise, as the magazine was valued so highly. 

Interestingly, many young people included in the research asked if they could take home copies of the magazine, articles / pictures they had cut out, and the collages they had created, to show friends and family. In addition to this, many participants were unable to nominate any parts of the magazine that were boring or uninteresting.

“I find it all interesting! I look at and read all of it!” (Gladstone participant)

“There is nothing that I don’t like about this magazine.” (Broome participant)
This in itself is a signal of the interest in and relevance of the magazine to youth.
9.3 Perceived impact on self esteem 

One of the key strategies for Deadly Vibe magazine is the promotion of Indigenous role models to encourage positive self-esteem and cultural pride amongst Indigenous youth, and this was mentioned consistently across the research. For example, when asked about role models and people they admired (prior to seeing any magazines) many young people nominated Indigenous football players, sports stars and musicians, and these are the types of people that Deadly Vibe magazine features:

“It [Deadly Vibe magazine] shows Indigenous success and shows Indigenous issues in a positive light, rather than just showing stories about negative things all the time like other media do.” (Wollongong stakeholder)

[When asked about the main messages of Deadly Vibe magazine] “That being Aboriginal is cool.” (Youth participant from Taree)

This was also supported by the quantitative data from both the youth and readership surveys when respondents were asked how much they agreed with the statement: “Deadly Vibe makes me feel proud to be Aboriginal or Torres Strait Islander”.
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Positively, 85% of respondents from the youth survey and 84% of respondents from the readership survey agreed that Deadly Vibe magazine makes them feel proud to be Aboriginal or Torres Strait Islander. Respondents from the readership survey were more likely to strongly agree with this statement (72% compared to 62% of youth survey respondents).

The popularity of Indigenous role models and information about Indigenous Australia as part of the magazine is supported through data from the readership survey where respondents were asked to nominate the three best things about Deadly Vibe magazine.
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The most popular aspects of Deadly Vibe magazine were that it has ‘cool things about things that Indigenous people are doing ‘ (56%) and that the magazine is written for Indigenous people (55%). 

“It’s interesting because you can read about what other Aboriginal people are doing.” (Broome participant)

Other popular aspects of the magazine included photographs (38%), that it has information about Indigenous services and people in communities (31%) and information about school and education (30%). Significantly, more than a quarter of respondents (26%) identified messages about being healthy and staying strong as one their favourite things about the magazine.

For some stakeholders, the focus on positive roles models was refreshing compared with the negative stories typically associated with ‘being Aboriginal’ in other media. 

“When you grab the ‘Koori Mail’, it’s full of ‘issues’ and it’s all heavy types of discussion. It (Deadly Vibe magazine) helps keep stories positive and light-hearted”. (Melbourne Stakeholder)
9.3.1 Positive representations of Indigenous Australia

The most highly valued aspect of Deadly Vibe magazine was its positive representation of Indigenous role models and Indigenous issues. Indeed, this was mentioned consistently throughout the research as the most popular aspect of the magazine. Many felt that Deadly Vibe provided images and articles about Indigenous people that framed Indigenous people in a more positive light, especially when compared with messaged received from mainstream media.

The presence of Indigenous role models in the form of celebrities and sportspeople is clearly one of the main attractions of the magazine for both youth and the wider Indigenous community and it is important to keep this in mind when discussing any proposed changes to the content of the magazine. For example, a magazine that featured only health, education or employment would certainly not be as popular as Deadly Vibe magazine and it is important to keep a balance of other ‘messages’ in order to maintain the magazines appeal. This will be explored in more detail later in this report. 

9.4 Awareness and recall of healthy lifestyle messages

9.4.1 Direct health messages

Respondents from both the youth survey and the readership survey were asked how much they agreed with the following statement: “Deadly Vibe teaches me about being healthy”.
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There was a high level of agreement overall with this statement with 80% of respondents from the youth survey and 86% of respondents from the readership survey agreeing with this statement. Respondents from the readership survey were more likely to strongly agree with this statement than those from the youth survey (59% compared to 39% respectively).

9.4.2 Sources of health information

One of the main goals of the Vibe products is to deliver health messages to Indigenous communities, particularly young Indigenous people, the youth and readership surveys sought information from participants about where they currently receive health information. 

As can be seen from the chart below, youth and readership survey participants responded quite differently to this question. The majority of young people (67%) currently source health information from school and/or their teacher(s). This reinforces the importance that health promotion information plays in the education system in helping keep young people informed about health issues. Interestingly, family and television also play significant ‘educational’ roles with young people in terms of providing health information (58% and 56% respectively). Doctors and/or health services were less important for young people, with just over half of youth survey participants (53%) receiving such information from doctors and 45% receiving it from their local AMS or health service. 

Readership survey participants differed in this regard. Deadly Vibe magazine was the most significant source of health information for this audience, with 53% of these readers nominating the magazine. This reinforces the salient role Deadly Vibe has in keeping its readers informed about health issues. 
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9.4.3 Community audits

Participants were asked if they could recall any health messages or health–related articles in Deadly Vibe magazine (prior to providing examples of the magazines). While some young people could recall seeing this type of information in Deadly Vibe magazine, after probing, most were vague and could not recall specific articles, responding that they had seen ‘that type of information before’. Stakeholders were more likely to recall specific health issues that have been covered in past Deadly Vibe magazine editions such as smoking, diabetes, substance abuse and healthy living. 

After being shown the magazines and completing the workshop activity, participants were once again asked if they could recall any health messages. While most were able to recall some of these, there was a sense that these were of less interest to the young people when compared to other articles and features, particularly those about ‘famous people’. This was evidenced through the magazine activity where youth were asked to identify parts of the magazine that they liked, disliked and any new things that they had learnt from the magazine. 

As part of the discussion, many participants identified the health related articles as “boring”, or as things they disliked. Perhaps positively, some youth also recorded pictures of things like an obese man’s stomach, moles and other graphic images as things they did not like because they were “gross” or “disgusting”. This is of interest because it suggests that these pictures are attracting attention and generating a visceral response. There were also some young people in the Melbourne workshops who mentioned that they found the anti-smoking advertising “interesting”. 

Youth in Taree and Wollongong were more likely to nominate health-related issues as information that was ‘new’ to them than other locations. In particular, youth from Wollongong showed the highest recall of the health messages in Deadly Vibe magazine. Participants from Wollongong were also more likely to nominate health-related stories and advertisements as interesting as part of the workshop activities.  This is perhaps influenced by involvement of youth with the Koori Youth Network that is linked to the Illawarra Aboriginal Medical Service.

In all other locations, youth were less likely to pay attention to the health messages. However, this apparent lack of interest in health-related issues does not mean that the magazine is not successful in providing these messages. On the contrary, many stakeholders felt Deadly Vibe magazine offers culturally appropriate health information and can be used as a resource and called upon at a later stage if required. Indeed, stakeholders felt that Deadly Vibe magazine engaged young people very effectively:

“Deadly Vibe magazine is one magazine that promotes health and yet is actually read and liked by young kids – I don’t know of any other magazines that could make the same claim.” (Wollongong stakeholder)
“It a magazine for young blackfellas … it’s about our achievements as blackfellas that offers positive lifestyle messages and tips … and tells you ‘you too can achieve’” (Melbourne stakeholder)
Stakeholders felt that the articles on health and general messages around health provided were important as they delivered this information in a culturally appropriate way. Stakeholders also noted that there are very few other resources that can boast this and none that are available on a national level. Some even suggested that more health related information would be a “turn off” and could make the magazine less appealing to youth.

The qualitative research revealed that health information is not actively sought by youth. When youth were asked to make suggestions about the information they would like to see more of, very few said they would like to see more health-related information. Conversely, when discussing the magazine, none of the young people made comments to suggest that there was too much emphasis on health messages. 

9.5 Awareness and recall of social and emotional wellbeing messages

9.5.1 Resource for information about Indigenous issues:

Many felt that Deadly Vibe magazine is an important instrument for the promotion of Indigenous culture and Indigenous issues. Deadly Vibe magazine is viewed by many as a way to ‘catch up’ with ‘what’s going on’ with other Indigenous communities and individuals around the nation: 

“It tells you about what things are comin’ up and about things that have happened.” (Gladstone participant)
Across the research, participants were able to identify relatives or people they knew in Deadly Vibe and this was of key interest. The magazine is also considered as a “cultural resource” for both Indigenous and non-Indigenous people.

This was also supported by the data from the youth survey when respondents were asked how much they agreed with the statement “Deadly Vibe tells me what Deadly stuff other Aboriginal and Torres Strait Islander people are doing”.
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Overall almost 9 out of 10 respondents (87%) agreed with this statement. Again, this shows that this is clearly a popular aspect of the magazine for youth.

9.6 Awareness and recall of substance use prevention messages

The youth and readership surveys asked respondents to identify their level of agreement with the following statement: “Deadly Vibe magazine makes me think I should be careful with drugs and alcohol”.
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Overall, 84% of respondents from both surveys agreed that Deadly Vibe magazine makes them think about being careful with drugs and alcohol. This is positive as strongly suggests that the anti-substance misuse messages of Deadly Vibe magazine are resonating with readers.

There were no significant differences in terms of level of agreement with this statement when comparing the two surveys.

9.6.1 Community audits:

There was very little recall of substance use prevention messages as part of the qualitative research in the communities visited as part of the fieldwork. A few youth participants in each location recalled seeing anti-smoking advertising and a few included these advertisements in the collage activity sheets as either things that they disliked about the magazine or things that they learnt from the magazine.

9.7 Promotion of primary health care

In terms of promotion of primary health care services, Deadly Vibe offers a complete list of national Aboriginal Medical Services (AMS) as a resource for readers. However, the research discovered that most young people are aware of their local AMS and express little discomfort with using these services, suggesting this information is of little practical use.

There was no recall in the qualitative research of these messages regarding regular access to primary health care either in unprompted or prompted lines of questioning.

While the health related articles in Deadly Vibe magazine do offer reminders of the importance of visiting medical services and doctors, again, most participants expressed little discomfort with approaching health professionals with any health issues they might experience. However, it should be noted that this is a difficult area to explore through group discussions, and the questions were phrased in the context of “If you were sick…”. This does not necessarily reflect young people’s knowledge of the breadth of services provided by primary health care providers, awareness of preventative health initiatives, and comfort in accessing services for sensitive health concerns.

The promotion of primary health care as contained in Deadly Vibe magazine is explored further later in this report. 

9.7.1 Scope for other messages

There were a few suggestions across the research, made mainly by stakeholders, that Deadly Vibe magazine should include more information regarding employment and job information. This is significant as it could represent a potential area of growth for the magazine.
There is some evidence to suggest that readers of Deadly Vibe magazine are also interested in more information about careers and employment being featured. Respondents from the readership survey were asked the extent to which they agreed with the following statement: “I like to read the stuff in Deadly Vibe about getting a job or planning for your future”.
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Eighty-one percent of respondents agreed with this statement, with just over half (51%) strongly agreeing. This is positive as it suggests there is interest in career related information, and possibly potential to increase this type of information in future editions of Deadly Vibe magazine. 
9.8 Results from the quantitative stakeholder survey

The following information presents the results from the quantitative stakeholder surveys, where CIRCA achieved a sample of n=61. The sample was made up of a range of stakeholders including teachers, health workers, government workers and other community members.

The results revealed that roughly three quarters of stakeholders had heard of Deadly Vibe magazine and all who were aware of the magazine had previously read it. Of those who had heard of the magazine (n=45), roughly three-fifths thought it was ‘excellent’ and almost a third. 

Stakeholders were asked a range of questions about Deadly Vibe magazine and the results are as follows:

· Roughly four-fifths could recall seeing information about healthy lifestyles and most agreed that Deadly Vibe magazine was either ‘excellent’ or ‘very good’ at providing this information;

· Roughly two-thirds could recall seeing information designed to make young people feel good about themselves and most agreed that Deadly Vibe magazine was either ‘excellent’ or ‘very good’ at providing this information;

· Almost half of the respondents could recall seeing information that encouraged youth to have regular health checks;

· Roughly two-thirds of respondents felt that Deadly Vibe magazine made them think about their health more;

· About half said they had used the magazine to encourage youth to think about their health more;

· About one half said it had encouraged them to visit a doctor;

· About one third said they had used it to encourage youth to see a doctor;

· About three in four said that they feel they know more about health issues that effect the Aboriginal community as a result of reading Deadly Vibe magazine;

· Two thirds felt that Deadly Vibe magazine had made them think more about being careful with drugs and alcohol; and,

· Two-fifths said they have used the magazine to encourage young people to think about being careful with drugs and alcohol.

Respondents were asked what they felt the main value of Deadly Vibe magazine was and the majority responded that it enhances Indigenous pride (n=14). Other responses included entertainment (n=9), education (n=6), and that it helps people feel good about themselves (n=4). Two respondents identified delivering health information as the main value of Deadly Vibe magazine. Ten respondents did not answer the question.

The results suggest that many stakeholders recall health information from Deadly Vibe and that improvements encouraging others to think about their health, and the health of young people, are encouraged. 

Awareness of other Vibe products was relatively low and so does not provide meaningful data about the attitudes towards the products. Awareness of each of the products was as follows:

· 3on3( (n=14)

· InVibe (n=8)

· Deadly Sounds (n=8)

The health messages presented in Deadly Vibe magazine address many issues that are particularly relevant to Indigenous youth such as healthy living, lifestyle diseases and anti-substance misuse. These issues are also relevant to the wider Indigenous community and the research revealed that many adults also read Deadly Vibe magazine. 

9.9 Suggestions for Deadly Vibe magazine by participants

The research asked participants for suggestions for improvements to Deadly Vibe magazine and this section summarises the feedback gathered in the research. 

9.9.1 Localised information:

One of the aspects of the magazine that all participants liked the most was an article or picture that was relevant to their community: “That’s my cousin”, “That’s my Uncle”, “I met her”, “That was up here”, “I was there when that happened”, ”We were at that”, “Give me that one, I think my cousin’s on the front page”. Therefore, it is not surprising that people were eager to see and read more information that was relevant to their community (e.g. the Kimberlies, North Queensland and the Top End) - “I mean, you don’t see people from Melbourne in it much” (Melbourne stakeholder). 

It is also interesting to note that depending on the geographical area of the community, there was a perception that the magazine was designed for other regions. For example, people in Broome felt that the magazine featured people living in the Eastern states and was therefore more targeted for this region, while people living in Gladstone felt that the magazine was more relevant to Indigenous people in the Northern Territory and northern Queensland:

“It’s good but there’s nothing in it about Gladstone and this region, it’s always about people from up north. We want stuff about our country down here.” (Gladstone participant)
Pragmatically speaking, though it is an excellent idea, it would be virtually impossible to make Deadly Vibe magazine relevant to all Aboriginal communities, by including local identities and events. However, perhaps it is important to make sure there is equal representation from all states in each edition, or to feature different regions in alternate issues.

9.9.2 More ‘real-life’ stories:

Another suggestion, mainly made by stakeholders, was that Deadly Vibe magazine should include more stories of ‘real-life’, ‘everyday’ Indigenous people describing their achievements, and how they overcame adversity. While many commented that they liked to read about celebrities, there was a sense that these people were not as easy to identify with than ‘average’ people:

 “It maybe needs more regular people in it … maybe a woman that is working tirelessly in her community. Not everyone’s a sportsperson.” (Melbourne stakeholder)

While mostly stakeholders suggested this, there was a similar feeling amongst youth, who specified they would like to hear stories about young people from their geographical region. Once again, while this is an excellent idea, a balance needs to be achieved given that a large part of the appeal of Deadly Vibe magazine to youth and adults are the articles on celebrities. 

9.9.3 Suggestions: quantitative data

Respondents from the youth survey who were aware of Deadly Vibe magazine were asked if they could think of any suggestions to make the magazine better.
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Positively, the most common response was ‘nothing’ and many did not respond to this question, so it safe to assume that these respondents did not have any suggestions for improvement. This is significant as it suggests that respondents are generally satisfied with the content of Deadly Vibe magazine. The second most common suggestion was more puzzles, competitions and games (13%), which is encouraging as it suggests a high level of interaction with the magazine (i.e. more than just flicking through the magazine).  Other suggestions included more pictures (4%), more music, singers and songs (4%), more stories and interviews (4%), and more activities (4%). There were also suggestions for more articles about sport (3%), more articles about celebrities (3%) and more articles on local people’s achievement (3%).

Respondents from the youth survey were asked about the information they would like to include in a magazine for ATSI, people with similar results as above. Nineteen percent said they would include puzzles, quizzes and games, 13% said they would include articles on Indigenous communities and culture, 12% said they would include more stories and interviews and 11% would include articles on famous people and celebrities.

Respondents from the readership survey were also asked for their suggestions for Deadly Vibe magazine.
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Once again, the most common response was ‘nothing’ (21%). Interestingly, 10% responded that they would like to see more articles on sport, confirming the findings of the qualitative research that revealed that sport was one of the most favoured aspects of the magazine. A number of respondents identified Aboriginal stories and culture (8%) and articles ‘about kids’ (8%) as things they would like to see more of in Deadly Vibe magazine. Other responses mentioned included updates on community development (4%), more Aboriginal art (4%), more puzzles and competitions (3%), more photos / pictures (3%) and more stories of famous people (3%). These results are particularly interesting as all of the suggestions made are already featured in Deadly Vibe magazine, suggesting that the magazine is meeting the content expectations of its audience.

The readership survey asked respondents to detail any parts of the magazine that they disliked in order to understand the aspects of the magazine that were less popular. Very few respondents identified anything that they did not like about the magazine. Only three aspects of the magazine were perceived as negative including that the text is too small (3%), that the magazine is not long enough (2%) and that more proof reading is required (1%). Once again, over half of the sample (53%) identified nothing that they disliked. 

10. Recommendations for Deadly Vibe magazine

The following recommendations for Deadly Vibe magazine are the result of analysis of the results of the qualitative and quantitative research.

10.1.1 Maintaining a broad content focus

While both the qualitative and quantitative research revealed that youth and the wider Indigenous community are very positive about the content of Deadly Vibe magazine, it is important that the focus continues to extend beyond football and celebrities, despite the fact that these were the most popular aspects of the magazine for participants. Some participants felt that there was too much emphasis on sport (especially football), and music in Deadly Vibe magazine:

“If you hated sports then this magazine would be crap.” (Participant from Wollongong)
Further to this, a few participants felt that there should be more emphasis on a wider range of areas of achievement such as education or business. While there is room for more articles on other achievement areas, it is important to understand that articles on sport and music are the most popular aspects of the magazine, particularly amongst youth. This is significant as it suggests that Deadly Vibe magazine has responded to the interests of its readers.

However, it is vital that the magazine, as an important instrument of cultural expression, continues to promote and explore areas of Indigenous achievement beyond sport, particularly with regard to health, employment and education. 

10.1.2 Scope for increasing health messages

The research suggests that there is scope for increasing the health messages in Deadly Vibe magazine. Many participants involved in the qualitative community research were unable to recall health messages, even immediately after being shown the magazine. Also, none of the participants across the research felt that the magazine contained too many health messages or too much discussion of health issues. It is suggested that more subtle health messages could be introduced in to the magazine, for example competitions or puzzles that have health themes or an additional page of ‘Healthy Vibe’. In particular, the information that details local Aboriginal Medical Services is possibly unnecessary as the research found that most youth are aware of their local AMS. This information could be removed to make way for articles about other health issues such as substance misuse, disease prevention or nutrition. 

Another suggestion is that Deadly Vibe could focus more upon the direct link between health and sport in its articles, advertisements and slogans. 

Deadly Vibe could also feature articles or theme the health section according to national health weeks / days such as mental health week. 

10.1.3 Access and distribution

The research revealed that there is an opportunity to improve the current networks and databases used for distribution of Deadly Vibe magazine, as a number of issues were highlighted with regard to access to the magazine. Firstly, there was evidence to suggest that schools did not have to register interest in the magazine in order to receive it. This often meant that some schools received the magazine and simply placed it in the library or, at worst, did nothing with it. Alternatively, there were some schools that apparently went for months without receiving it. This suggests that there may be issues with the delivery and / or with the recency of the distribution databases. 

This means there are essentially two issues to consider with regard to the distribution of the magazine:

· Whether the distribution lists are up-to-date: This is important given the impact of an effective distribution strategy on the reach of the magazine. There were examples of schools that did not receive the magazine and examples of the magazine being delivered to those who had moved on from the position. 
· Assessing the relative interest in receiving the magazine: Across the research there were countless examples of schools and organisations that were eager to receive a larger quantity of Deadly Vibe magazines than they were currently receiving. There were also schools that were not receiving the magazine at all. Conversely, there were examples, though much fewer in number, of schools that appeared less interested in the magazine overall who simply placed the magazine in the library or did not pass the magazine on to students. It is suggested that it is important and necessary to assess the relative interest in the magazine in order to distribute the publication to where it is most wanted and needed. 

Both of these issues suggest that some form of audit of the distribution lists of Deadly Vibe is advisable in order to ensure that the product is reaching the intended audience effectively. This could be performed as part of the distribution of the magazine, for example, placing a reply paid notice on the front of each batch that assesses whether the school is still interested in receiving the magazine, and the number of copies requested. Schools and organisation that do not respond to the notice should be followed up at a later stage. A notice could also be placed on Vibe’s website to capture those who are not receiving the magazine but would like to.

11. InVibe magazine

11.1 InVibe context 

11.1.1 Overview

There are eight editions per year of InVibe magazine, inserted into Deadly Vibe magazine. The aims of InVibe magazine are to promote culturally appropriate information about physical, mental and emotional health to young people at risk. InVibe covers topics that are appropriate to the Indigenous audience in juvenile justice, custodial settings, drop in centres and youth at risk organisations. Issues such as sexual health, mental health and suicide, substance use and blood borne viruses are covered more directly. InVibe is fully funded by OATSIH.

11.1.2 An audit of previous InVibe magazines

Analysis was conducted on the content of seven copies of InVibe magazine to ascertain the proportion of health related information contained in the publication. 

Each issue of InVibe magazine comprises 16 pages. InVibe appears to follow a standard format  and every issue contains several health related sections, as follows:

· Strong Mind – one page (e.g. male sexual assault, homelessness, premature ejaculation, dyslexia, personality disorder, Neuro Linguistic Programming, bipolar disorder, chroming);

· Sexual health – one page (e.g. homophobia, curvature of the penis, Sexually Transmitted Infection, prostate cancer, living with an STI, syphilis);

· Strong body – one page (e.g. contraception, styes, hepatitis A, B and C, importance of drinking water; petrol sniffing, kidney disease);

· Drugs and alcohol – one page (e.g. Positive drug test for Wendell Sailor, alcoholism, antidepressants, what to do if you are worried that a friend has a drug problem, addiction to pain killers, effects of caffeine); and,

· Quiz – one page (e.g. there are usually around 3-4 questions relating to the articles on health, and one question relating to the legal section). 

The magazines also includes: 

· Cover page, which usually highlights the regular health sections in a banner at the bottom of the cover page;

· Black Poets Society (one page, inside cover);

· Five pages on successful Indigenous people, with sports people featured most often;

· Two pages with a variety of different stories including profiling musicians, community activism, AFL sports stars, The Grog Book, education options within detention centres, a school project helping Murri students find their voice through film and boxing tips;

· One page under the banner of legal, which provides information on different legal issues each week (the magazines reviewed included information on sexual assault, the right to public protest, workplace harassment, safety online, appealing Centrelink decisions, rights with new technologies used to fight crime and protection orders);

· The back cover which has a picture of a well known Indigenous person (again mostly sportspeople) with a monthly calendar and a brief caption explaining the picture.

All the information in InVibe is presented in a simple, culturally appropriate manner.

Other health messages: InVibe magazine also promotes a range of other messages that are linked to social and emotional wellbeing within the articles promoting role models. Every edition of InVibe features interviews with and articles about Indigenous celebrities, sportspeople and ‘local heroes’, detailing their achievements and how they gained success. These role models account for about seven pages of the magazine, and within these articles there is often reference to the obstacles these people have had to overcome to be successful. It should be noted that of the seven InVibe issues reviewed, the role model stories covered the following themes:

· Sportspeople (twelve articles);

· Musicians (two articles);

· Acting/film (two articles);

· Community protest/anti-racism (two articles);

· Dance (one article);

· Health (one article –‘The Grog Book’); and,

· Education (one article – education options within correctional facilities). 

Proportion of InVibe dedicated to health promotion: InVibe is clearly addressing the priority areas of health as identified by OATSIH. Each InVibe magazine contains four pages directly related to health (Strong Mind, Strong Body, Drugs and Alcohol, Sexual Health), representing 25% of the total magazine.  

However, analysing the proportion of the magazine devoted to indirect health messages such as self esteem, cultural identity, role modelling, and Indigenous pride reveals that almost 100% of the content could fall into these categories, particularly as most of the articles feature Indigenous role models and achievement. The only sections that do not fall in to this category include the ‘Legal’ section and the ‘Black Poet’s Society’ (both sections are one page and each represents roughly 6% of the magazine). 

11.1.3 Nature of InVibe stakeholders consulted

The research results for InVibe are primarily based on the feedback gathered from stakeholders working with Indigenous youth at risk. Thirteen interviews were conducted with stakeholders, including those that work in juvenile justice and corrective services, youth crisis intervention, homelessness and supported accommodation. 

11.2 Current sources of information for youth at risk

The research explored current sources of information for youth at risk with regards to physical, mental and emotional health information. A wide range of information sources were identified by the stakeholders, with written material seen as one avenue among many for targeting Indigenous youth at risk. The information sources identified in the research included:

· Workshops conducted by the organisations included in the research, or other Indigenous organisations (such as the Aboriginal health service), especially those related to substance abuse, health and education;

· Information sharing between those working in the sector;

· Word-of-mouth;

· Flyers/pamphlets/newsletters/cards, including grief and trauma pamphlets, pamphlets that provide lists of relevant contacts, and newsletters developed specifically for ‘inmates’;

· Formal programs and/or the support and assistance provided through corrective services/conducted in prisons, such as mental health, sexual health, alcohol and other drug use, psychological programs, HIV and sharing needles programs, and life skills programs;

· Case management through youth at risk services, and support/assistance provided through these services;

· Publications such as Deadly Vibe, Streetwise, and the magazine and CD called “Journey and Beyond”. This was produced with funding from the Victorian Government and provides information for those in and recently out of custody. The stakeholder noted that feedback to date on this resource has been very positive; and,

· Help-lines and men’s lines. 

Despite being able to easily identify current information sources, most stakeholders agreed that there are gaps in the provision of this health information to youth at risk. In most cases stakeholders were referring to the difficulty in changing behaviour through information provision, and although “you have your wins, and help some”, it was clearly acknowledged that the impact is limited. While education was seen as important, providing support was also seen as a critical step. As well, offering activities for youth at risk was seen as significant in limiting substance abuse and improving health outcomes. There appeared to be considerable scepticism in terms of the ability of information provision alone to have an impact on youth at risk, with many suggestions for supported and assisted information and service provision.

The research identified specific health information gaps for Indigenous youth at risk, and these included:

· Mental health, both in terms of information and service provision (such as accommodation);

· Counselling services for young people; and,

· Information on self harm.

11.2.1 Potential barriers in information provision

The research identified several barriers that limit the effectiveness of information in improving health and emotional wellbeing for youth at risk. The main barrier identified was the level of interest and motivation of the young person, and the relevance and currency of the information.

“Can’t force them until they’re ready” 

“Don’t respond to information when it is pushed on them – they look at it when they want to” 

Other barriers included poor literacy levels, and also few opportunities for employment and activities that limits the ability of young people to address negative health behaviours. 

“They need more employment opportunities - you can hand out information but does anyone read it, and I don’t think giving someone a pamphlet will get people out of it (alcohol/drug use), more needs to happen. They need jobs, something to do to stop the boredom” 

11.2.2 Addressing information gaps for youth at risk

Stakeholders talked about the type of information, and style of delivery that is appropriate for youth at risk. Suggestions for enhancing information delivery for youth at risk included:

· Promote the following messages - 

· “There is no shame in learning”;
· “It’s all do-able – you have as much a chance as anyone in the community – stay positive”;
· “Get a good education, have role models, stay way from drugs, engage in community life – get a mentor and stay at school”. 
· Provide information on the impact of the misuse of drugs, including the affect on family/friends and health;

· Highlight positive role models, and the importance for young people of “having a positive person in their life that can provide education and that they can turn to; so they feel as though they are not alone”;

· Provide positive reinforcement, as “talent needs to be nurtured”;

· Provide a program based on culture and heritage – “How they can fit into society and maintain their identity”; and,

· Provide programs/information in a practical manner - “hands on stuff, picture/visual demonstrations, role playing rather than verbal/written information”. 

These results suggest that the messages and delivery of the information within InVibe does reflect the preferences of many of the stakeholders included in the research.

11.3 Awareness of and access to InVibe

The InVibe stakeholders included in the research were all aware of both Deadly Vibe and InVibe, as participants were specifically targeted for this component of the research. The stakeholders accessed and utilised the magazines in various ways:

· Staff go through the magazines with young people and share the information, primarily because they only have access to a few copies;

· The magazines are posted/delivered to young people/clients;

· Copies are delivered to rehabilitation centres, where they are displayed in the waiting rooms with other information on things like legal aid; and,

· The magazines are distributed to prisoners as well as providing copies to the library at correctional facilities. 

The stakeholders also gave specific examples off how they have used the magazines in the past. Many had used the role model information with their clients, as well as doing the activities such as ‘find a word’. Others said that they read the information to young people, in response to low literacy levels, while others had distributed material to other staff that was seen as relevant for their work. A few also recalled specific articles (such as one on depression) that were useful when working with their clients. 

“The young people pick out the issues and I ask what barriers they [the person in the article] had to overcome to get to the level they’re at now.” 

“I showed a story on depression to a client and he connected with it and realised the world wasn’t against him.” 

Comments regarding the magazine were generally positive, with several stakeholders noting that young people enjoyed receiving the magazines and were “more likely to pick up the magazine rather than other information because it is different”. 

A few also suggested that the audience for the magazines is broader than Indigenous youth, with staff, both non-Indigenous and Indigenous staff, accessing and learning from the magazines. It was also suggested that non-Indigenous youth access the magazines, such as non-Indigenous prisoners. 

It should be noted that stakeholders talked about Deadly Vibe and InVibe within the same context, and as the magazines are distributed together, message recall was based on both magazines. In some cases there was also some confusion between the two magazines, and it was clear from the research that even for those working within juvenile justice and the youth at risk sector, there was far greater familiarity with Deadly Vibe than InVibe. Nevertheless, several stakeholders commented that Deadly Vibe and InVibe work very well together, and are complimentary.

“They work well together. They both deal with the issue of Indigenous people and traditional life, showing how people make a name for themselves, gives them role models.” 

In terms of awareness among young people more broadly, respondents in the youth quantitative survey and the Deadly Vibe readership survey were asked whether they had ever heard of InVibe Magazine. There were 21% in the youth survey and 26% in the readership survey who had heard of InVibe, and this did not appear to vary significantly by age or location, although Deadly Vibe readers aged 12-17 were more likely to be aware of InVibe.
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In the qualitative community audits, there was limited awareness of InVibe, which was expected given that the magazine specifically targets Indigenous people in juvenile justice centres, custodial settings, drop in centres and organisations that deal with youth at risk. The qualitative audits also included youth at risk, though most of these had also not heard of InVibe magazine. 

Respondents in the youth survey who were aware of InVibe were asked if they had ever read the magazine, and 58% of the youth sample that were aware of InVibe said that they had read the magazine, while 75% of Deadly Vibe readers who were aware of InVibe said that they had read it. Caution should be taken here though, as the sample size is relatively small. As well, few of those who said that they had read it had read it more than sometimes (9%).
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11.4 Perceptions of InVibe

Overall, the InVibe stakeholders were very positive about Deadly Vibe and InVibe, with comments such as very good, excellent production value, high quality, well laid out, good source of information, very well written, and great. 

“It gives them something to read, education, sport, music, health, they love reading the magazines.”

“Young people can relate to it, they have pitched it well – I would hate to see it go.” 

One of the aspects of the magazines that resonated strongly with stakeholders was the positive nature of the messages it conveys.

“It shows them the achievements so they can see the bigger picture”.

“It’s positive, so everyone takes it, not just Indigenous people.” 

The other aspect of the magazines that appeared to enhance their effectiveness was the high level of interest in articles on people known to the readers, and the promotion of positive role models and their achievements.

“It captures attention with people they know, they’ll ask me to read it. There’s nothing else they can access.” 

“Indigenous people like to have something they call their own, a magazine for them, and they really relate to it.” 

Others commented positively about the competitions, the articles on sports people and musicians, photos, illustrations, the simple language, the cultural emphasis (“they are able to identify and relate to it”), the education focus, and the health focus, although sport was mentioned most often. For those working with male youth at risk, the sporting/physical components of the magazine were viewed as very positive. 

Very few stakeholders were able to provide specific and detailed feedback about InVibe. For those that did, the comments related to the relevance and appropriateness of this type of magazine, again with the sporting/physical aspects identified, as well as the ability of the magazine to encourage youth to read, which assists literacy and relieves boredom. The focus on mental and sexual health was also noted as important for the youth at risk target audience, especially as it was felt that many youth are unlikely to talk about this with staff, but would prefer to read it as “they are too embarrassed to talk about it.”  Another said that young people were more likely to “hang on to InVibe as a resource, for them to refer to if they need it.” 

Stakeholders were also asked about the relevance of the goal of InVibe to provide Indigenous youth at risk information about physical, mental and emotional health. There was a strong level of agreement that this goal is both relevant and important, with a few commenting that a magazine is a good tool to address this goal, especially given the difficulty in providing information to young people in incarceration/youth at risk: 

“They are in such a deprived, depressed place, so they really like the bright and lively magazine.”

“You don’t get many magazines in jail, so it’s very important.”)

“Need to bring back respect, because of incarceration, they have lost contact with their community.” 
Stakeholders from the qualitative community audits who had not seen InVibe previously were shown copies of the magazine and the response was very positive. Most felt that the issues covered in InVibe were particularly relevant to Indigenous youth, and a few felt that copies of it should be more widely available. One stakeholder, a health worker from a local AMS, felt that the information contained in InVibe magazine would prove extremely useful for their staff as a resource book: 

“These should be made available to all health services.” (Gladstone stakeholder)
11.4.1 Feedback from young people

Very few stakeholders were able to provide detailed feedback on perceptions of the young people themselves with regard to the magazines, although the general response is that the magazines are very popular, and that young people are very interested in the magazines, and “go through them.” The general consensus was that many of the young people that the stakeholders work with read the magazines.

“Everyone loves it. Every time we take it out, I never have any left, it’s the first thing people pick up from the stand.” 

When discussing the appeal of the magazines to youth, the main aspects identified were:

· The focus on sport and entertainers (although sport was mentioned more often), 

“(you) hear them talking about the sports starts, they are engaging, they identify with the sports people”;

· Knowing people in the magazine, or being able to relate to people in the magazine (relatives and celebrities), 

“…(you) hear them talk about it, especially the sport stuff, and particularly if they see a relative in the magazine.” 

“The young one’s who read them make comments about the story – they say there is a story similar to theirs, and that sort of puts them on the right track, shows them what they can achieve out of life.” 

· The focus on Indigenous issues and culture, 

“They like reading what other Indigenous people are doing, can relate to it.” 

“They are more likely to read it because it’s their peers.” 

· That the magazines are targeted to young people, 

“They like Vibe because it’s for young people, more their scene 

· That it provides a sense of belonging and ownership. 

The youth survey asked those who were aware of InVibe their feelings when reading InVibe, and overall perceptions of the magazine. Around one in four (23%) said that they felt proud when reading InVibe, and 45% said that they felt happy. Twenty-three percent (23%) also said that InVibe is Deadly, with 55% saying the magazine is OK and 9% saying that they do not like InVibe. While these results are positive, when compared to the results for Deadly Vibe, it is clear that Deadly Vibe is better received among youth, with 73% saying it is Deadly.
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11.5 Distribution

The research does not suggest that there are concerns with distribution as was present when consulting Deadly Vibe stakeholders, although in conducting the research several InVibe contact details were out-of-date. As the InVibe distribution is more targeted, this appears to be working more effectively. Nevertheless, given the level of interest in the magazines within the juvenile justice settings, there are opportunities to expand the distribution and improve access. As well, it was felt that given the greater need for information and the limited access to other information sources for those in custody, as well as the need to “relieve boredom,” there is greater relevance of and a need for Deadly Vibe and InVibe:

“It’s important to target people in jail. There is a big gap in information, as it’s hard for us, even as a peak body, and the Hep C Council to get in there (to jails), so it’s really hard to get information in jails.” 

11.6 Main messages of InVibe and Deadly Vibe

The InVibe stakeholders identified the main messages of InVibe and Deadly Vibe, and again participants were not able to distinguish between the two magazines. The main messages identified varied, although several themes resonated strongly with stakeholders. Overall, the main messages of InVibe and Deadly Vibe identified by stakeholders included those relating to Indigenous affairs (“promotes awareness and knowledge of what’s going on in Australia/awareness of Indigenous issues/Aboriginal affairs”), self-esteem and self-confidence (eg role models), healthy lifestyle, education and sport.  

InVibe was also seen to encourage participation and working together, and to deliver these messages in a way that youth at risk can clearly relate to.

“They relate to that [the articles] more than to us talking, they are seeing others with the same issues, not just talking the talk” 

A few stakeholders also suggested that InVibe has a greater focus on body building, fitness and health when compared to Deadly Vibe, and that this is “maybe what they want in prison, because a lot of boys do weights in prison.” 

The youth survey also explored perceptions of the main messages of InVibe among those who said that they were aware of InVibe. The results suggest that messages around drugs and alcohol are delivered most effectively, with 60% agreeing a lot that InVibe makes them think they should be careful with drugs and alcohol, and a further 13% agreeing a bit. High numbers also agreed that InVibe helped them feel good about themselves (71%), and teaches them about being healthy (72%), although the strength of agreement with these statements was lower. Just over half agreed that InVibe helps them to know where to go if they are sick. The research also found that the majority agreed that InVibe informs people of what other Indigenous people are doing, tells it how it is, and is a fun way to learn new things.


[image: image28.wmf]28

25

38

60

43

34

34

13

6

19

4

4

23

23

25

23

When I read InVibe, I

feel good about myself

InVibe helps me know

where to go if I'm sick

InVibe teaches me

about being healthy

InVibe makes me think

I should be careful with

drugs and alcohol

Agree a lot

Agree a bit

Don't agree

No answer

Youth survey: Attitudes towards 

InVibe

Base: All youth survey respondents aware of 

InVibe

(n=53)



[image: image29.wmf]40

53

40

28

19

30

8

6

6

25

23

25

InVibe is a fun way to

learn new things

InVibe tells me what

deadly stuff other ATSI

people are doing

InVibe is good because

it tells it how it is

Agree a lot

Agree a bit

Don't agree

No answer

Youth survey: Attitudes towards 

InVibe

Base: All youth survey respondents aware of 

InVibe

(n=53)


11.7 Perceptions of the effectiveness of InVibe

When exploring perceptions of the effectiveness of InVibe, it is important to acknowledge that most stakeholders found it very difficult to differentiate between InVibe and Deadly Vibe, and that the perceptions of effectiveness are primarily based on the combination of both magazines.

As well, many stakeholders provided a qualifier in terms of assessing effectiveness, with concerns that they have not gathered feedback from young people about the magazine and what they take out of them.

“They are interested, but I don’t know if they understand the message behind it.” 

“They all love it and read it, but what they get out of it I’m not sure You need to attack it from wherever you can, who knows what is most effective, it’s hard to gauge, and there’s nothing else there to pass these messages on.”
In terms of appeal and level of interest among young people, stakeholders felt that the magazines are very effective: 

“They are more likely to pick it up rather than another magazine because they can all relate to it.”

Some stakeholders were very positive overall about the magazines, requesting more information in this format (for example, a weekly magazine). A few also assumed that young people “must be getting something out of it because they keep coming and getting it.” Others felt it was effective because it helps reading skills, and because there is a sense that the young people “take on board what they’re reading”.
11.8 Perceived impact on Self-esteem

Due to the lack of distinction between Deadly Vibe and InVibe for the stakeholders, it is difficult to explore the perceived individual impact of these magazines on self-esteem, although the feedback does suggest that self-esteem messages were more closely linked to the Deadly Vibe magazine. When exploring self-esteem messages, the clear association made by the stakeholders was with regards to the positive role models identified in the magazines, and the achievements of these role models, as young people “look up to these people”, and they provide information in a much more tangible, clearer format:

“Looking at other’s achievements leads to increased levels of self-esteem – it inspires them if someone else of their culture has done it – they think they can too.” 

“It’s important for them to see people of their own culture – if you can do it I can do it attitude.” 

“It gives positive social messages about Indigenous people who are doing well, it’s a positive message, not corny – a lot feel they are treated like second class citizens, and the magazine is positive, good for pride without being corny, it’s successful.” 

 “Reading about their own people rather than reading a magazine about white people, it gives them some positive information, I could become like these people, makes it more real – if they can achieve it maybe I can too.”

“They can see the kid that goes to school and gets a job; as well as sports stars, such as AFL footballers.”

Stakeholders also spoke about utilising these messages when working with young people. For example, one stakeholder said that they will show young people stories from the magazine, and that this works well as it also shows them that “it was not all given to them on a silver spoon.”

Linked to the impact of role models on self-esteem, stakeholders talked of the significance of the promotion of heritage and the maintenance of identity in the magazines, as well as providing a forum for recognising Indigenous people.

There were mixed messages when discussing role models and self-esteem outcomes. While many identified the positive impact of role models on self-esteem, there were a few who questioned the relevance to youth at risk, especially those in incarceration, of role models that may be difficult to relate to: 

“Local role models would be great, as otherwise they think “that’s never gonna happen to us. Need to be people they can talk to.” 
11.9 Awareness and recall of healthy lifestyle messages

InVibe stakeholders were very positive about the relevance and importance of the goals of InVibe in promoting physical, mental and emotional health, and it was felt that “any information helps in this area”. 

A few were proactive in utilising InVibe as a resource for young people, with some commenting that they pass on any stories they see about physical, mental and emotional health to young people, and those on smoking, drug use and general fitness. A few also suggested that the magazines’ focus on sport does reflect the health messages it is trying to convey, and that the area is of interest for many youth at risk, especially males.

Overall, most InVibe stakeholders identified health messages as an important aspect of the magazines, and feel this is a very important and useful aspect of the magazines. One stakeholder specifically recalled stories on alcohol use, obesity, positive role models and their achievements, indicating that this is likely to have a positive effect on youth at risk: 

“It does a good job, as it has specific issues that Indigenous people deal with on a day to day basis.” 
A few stakeholders said that they use the health information in the work they do with young people. 

In terms of health messages, stakeholders were aware of the health messages from InVibe and Deadly Vibe, and while it was generally agreed “that it is all there” in terms of health, sport, mental health and drug and alcohol information, it was noted that “you just can’t overload them.” This suggests that while the magazines provide a range of information in terms of health and wellbeing messages, there is a limitation in terms of cut-through because of the limit to what young people can absorb. 

Others also indicated the difficulty in being able to identify the health messages that young people are taking from the magazines, because they do not seek or have not noticed feedback on this area:

“I don’t really know how much of the other parts (such as the health sections) that they see, as I haven’t asked them.” 

11.10 Awareness and recall of social and emotional wellbeing messages

A few stakeholders identified the need for information on mental health, as well as highlighting the difficulty in providing this type of information to youth at risk and the appropriate caution that needs to be taken in this area. Few spoke specifically about the ability of the magazines to deliver messages about social and emotional wellbeing, although the discussion around self-esteem and role models did refer to the effectiveness of the magazines in encouraging young people to have a “can do” attitude: 

“InVibe provides positive messages about making a difference and changing their life status.” 

One stakeholder also referred to a story on depression that resonated with a young person they had worked with. A few others also talked about the mental health messages that are a key part of their organisation, and that this is reflected in the information provided in the magazines. One also commented that the mental health information is very good, and not only relevant for Indigenous youth at risk, but for all young people.

11.11 Awareness and recall of substance use prevention messages

A few stakeholders specifically referred to the messages within Deadly Vibe and InVibe in relation to substance use prevention (“there’s more to life than drugs)”, although the research did not provide clear findings with regards to the perceived effectiveness of these messages. While a few identified these messages as a key aspect of the magazines, and commented on the importance of providing these messages to young people, and in particular Indigenous youth at risk, there was little confidence in estimating the effectiveness of these messages. Many were pragmatic in that it is difficult to know what people take out of the magazine, and also unrealistic to expect that providing this type of information would have an impact on behaviour if other issues such as unemployment, boredom and mentoring were not included.

11.12 Promotion of primary health care

There was a consistent response in terms of the importance of promoting primary health care in the magazines, although again stakeholders found it very difficult to assess the effectiveness of this promotion. It was felt to be important for young people, so that they are aware of the health services “freely available” to them, but also for the services themselves, as it assists them in their role of “linking the community and health.”

From the outset, there were variations in responses towards the issue of whether youth at risk are accessing primary health care services. Several felt that youth are accessing health services, with specific mention of Indigenous specific health services, and services targeting youth at risk (for example, one of the youth services explained that young people see a doctor and a psychiatrist when they first access their service, and although some do not want to use this service, most do). On the other hand, there were a few stakeholders that felt that young people do not access health services as much as they should.

The barriers in accessing health services identified in this component of the research included:

· Reluctance to access Indigenous organisations because of confidentiality (“they don’t want people to know their business.”);

· Limited awareness of the health services available; and,

· Lack of faith in health services (eg. Co-Op, medical, counselling, housing) or negative experiences of other family members. 

11.13 Suggestions for improvement to InVibe by participants

Participants in the research identified a range of suggestions for improvement to InVibe.

11.13.1 Providing supported information

One of the main comments made with regard to health promotion for youth at risk was the need for supported information. While it is obviously critical that relevant information is provided in an easy to understand format, taking into account poor literacy levels for many youth at risk, the preference was for information to be provided in a supported fashion so that it can be delivered in a way that allows people to assess if young people understand the information. Support also referred to providing assistance to young people to achieve their goals (“whatever they want to do”), such as assisting access to traineeships, TAFE, and school. While this is outside the scope of the InVibe magazine, it does suggest that there may be opportunities for developing resources that encourage staff to work with InVibe when promoting key health messages. 

11.13.2 InVibe Format

Several suggestions were made relating to the format of InVibe, with many extensions to the InVibe product requested. For example, a few stakeholders requested audio information, DVDs, posters and comic books. A few also requested that a larger magazine be provided, as it was felt that people read through the magazines quite quickly.

11.13.3 InVibe Content 

Several suggestions regarding the content of InVibe were made:
· The message promoted should be to “encourage them to take a healthier look at life”;

· Should include more information on respect, and respecting your elders, as this was seen as an important issue and one that is very relevant and appropriate for InVibe;

· The magazine should direct readers to local Aboriginal councils, and local Indigenous organisations;

· There should be more local content, more local role models and a direct link to the community - “local heroes is a big goer, for everyone, they like local stories, someone has achieved something near them, they ask ’how did you get there?’, ‘what did you do? They like to look at kids who achieve locally (eg apprenticeships award), NAIDOC awards – getting someone in to talk about success.;”
· Provide examples of implementing and developing programs for building self-esteem;

· Provide information for older target audience (there is a gap in information for older Indigenous people that are incarcerated, and it was felt there is potential to expand the reach, as it was felt things like Hip hop and so on are not relevant for older Indigenous people in incarceration e.g. have a section or those over 50);

· Have a consistent segment with articles for staff working with Indigenous youth. One stakeholder commented that there is a huge turnover in staff in this sector, and because of this and information overload there are many skill gaps when dealing with young people, and articles providing information on working with young people, building rapport and tips for staff would be appreciated; 

· More information on substance issues (although this person was not sure how much this topic is covered currently). Examples included more statistics on hepatitis C, the number of people using different substances, myths (eg disputing the belief that more Indigenous and non-Indigenous people drink alcohol, as a proportion of the population); and,

· Puzzles – perhaps have two pages of puzzles to “pass the kids’ time and through this may give messages to the kids”. 

11.13.4 Wider distribution

One potential opportunity identified in the qualitative community audits is for increased distribution of InVibe through schools and Aboriginal Medical Services as a potential health information resource. However, it was noted that this would need to be handled in a sensitive manner, as some of the content of InVibe is unsuitable for Indigenous youth under certain ages.

12. Recommendations for InVibe

12.1.1 Limited differentiation between InVibe and Deadly Vibe

One of the major findings from this research was the lack of differentiation among stakeholders between InVibe and Deadly Vibe. Stakeholders working with youth at risk were in the main very positive about Deadly Vibe and InVibe, although there was clearly greater familiarity with Deadly Vibe, and the positive perceptions of the magazines appeared to be driven by the loyalty to Deadly Vibe rather than InVibe. 

It should be noted however, that this component of the research did not include youth at risk who are readers of InVibe, and therefore there are limitations in terms of the ability of the research to deliver definitive conclusions. Youth at risk were included in the qualitative community audits, however among this target group there was very little awareness of InVibe, which limited the feedback gathered directly form youth at risk. Stakeholders spoke of the response they had noticed from the youth at risk towards the magazines, and almost everyone agreed that the young people “love it”, although most stakeholders felt unable to comment on the impact and message take-out for youth, as they had not sought this information before.

Several community stakeholders felt that the messages in InVibe were relevant for many Indigenous young people, and should be distributed through AMS organisations and other youth organisations.

As with Deadly Vibe, there are also opportunities to tailor the distribution strategy to increase the accuracy and currency of the mailing list. Again, this is a labour intensive task, and the benefits this offers needs to be weighed against the cost of such a strategy. As well, the stakeholder research did not suggest that there was as much variation and inconsistencies in receipt of the magazines among these youth at risk organisations.

13. Deadly Sounds

13.1 Deadly Sounds context

13.1.1 Overview

Deadly Sounds is a weekly radio program that is distributed to roughly 150 radio stations nationally as well as through the National Indigenous Radio Stations network. Deadly Sounds is Australia’s only national weekly Indigenous music show. It supports Indigenous artists and music, and promotes well being and substance free lifestyles, utilising Indigenous musicians and role models to discuss and endorse health related messages on air. Deadly Sounds targets all Indigenous people, including young people aged between 10 and 18. Deadly Sounds is fully funded by OATSIH.

13.1.2 An audit of previous Deadly Sounds programs

In order to give this evaluation some context, CIRCA conducted an audit of a number of Deadly Sounds programs that had been broadcast over the 2005-2006 period. A summary of the content of five programs, randomly selected by CIRCA, is outlined in the table below. 

	Program: No. 565 (20/06/05)

Special guest on program: ‘Culture Connect’ (rap artist)

Nature of conversation with special guest: Focussed around musical achievements 

Other guests and nature of conversation: ‘Brother Black’ (rap artist) talking about his achievements and how he got into radio. Also talked about helping communities get onto community radio

Number of mentions, other Vibe products (via advertising or otherwise): Deadly Vibe magazine (3); Deadly Awards (3); www.vibe.com.au (3); 3on3( (1)

Number of mentions, health issues (including advertising): Drug/alcohol (3); High blood pressure (1); AMS’ (2)

Number of mentions, other issues (including advertising): Education (2); Family tax assistance / change of circumstances (4); Childcare tax rebates (2)

Other advertising: Koori Mail (1)

	Program: No. 575 (05/09/05)

Special guest on program: Luke Carroll (actor)

Nature of conversation with special guest: Nomination for a Deadly Award plus mention of other nominees; Pride in achievements in his acting career; Importance of accurate and positive representation of indigenous people in the media 

Other guests and nature of conversation: Representative from The Marvin Project, an arts initiative based in NT, talking about how positive a program this has been

Number of mentions, other Vibe products (via advertising or otherwise): Deadly Vibe magazine (3); www.vibe.com.au (3); Deadly Awards, nominees and categories listeners can vote in (7)

Number of mentions, health issues (including advertising): Dementia (1); Strokes (1); AMS’ (2)

Number of mentions, other issues (including advertising): Education (1)

Other advertising: Koori Mail (1)

	Program: No. 587 (28/11/05)

Special guest on program: Gordon Hookey (visual artist)

Nature of conversation with special guest: Nature of his achievements in the visual arts; Challenging stereotypes; Using visual art as a social commentary of issues salient to Indigenous people 

Other guests and nature of conversation: ‘Healthy living’ segment with Health Services Manager at an AMS in Perth. Conversation focussed on what work AMS’ do, what health assistance is available to people in this area and how the community can get involved with their local AMS

Number of mentions, other Vibe products (via advertising or otherwise): Deadly Vibe magazine (3); www.vibe.com.au (4); Deadly Awards (1)

Number of mentions, health issues (including advertising): HIV (1); Binge drinking (1); AMS’ (3)

Number of mentions, other issues (including advertising): Bushfire safety (3)

Other advertising: Koori Mail (1)



	Program: No. 603 (20/03/06)

Special guest on program: Les Beckett (musician)

Nature of conversation with special guest: Winning a Deadly Award; His experiences teaching Indigenous youth about music and touring around the country; How he got involved in music 

Other guests and nature of conversation: None 

Number of mentions, other Vibe products (via advertising or otherwise): Deadly Vibe magazine (1); www.vibe.com.au (3); Deadly Awards (2); 3on3( (1); Vibe records (2)

Number of mentions, health issues (including advertising): High blood pressure (1); Using a Medicare card (1); AMS’ (2)

Number of mentions, other issues (including advertising): None 

Other advertising: Koori Mail (1)

	Program: No. 618 (03/07/06)

Special guest on program: Groovy Lips (musician)

Nature of conversation with special guest: Roots and cultural aspects of their music/genre; Indigenous languages spoken; Mention of local community he originates from

Winning a Deadly Award; His experiences teaching Indigenous youth about music and touring around the country; How he got involved in music 

Other guests and nature of conversation: None 

Number of mentions, other Vibe products (via advertising or otherwise): Deadly Vibe magazine (3); www.vibe.com.au and the Vibe forum on the website (4); Vibe records (1); Mention of what is in health section of this month’s Deadly Vibe magazine

Number of mentions, health issues (including advertising): Bronchitis (1); Dermatitis (1); AMS’ (2)

Number of mentions, other issues (including advertising): New income support rules / looking for work (2)

Other advertising: Koori Mail (1)


As can be seen from the table above, each program features a special guest with whom Rhoda Roberts spends the bulk of the hourly program conversing with. Special guests generally have a musical background or have achieved in the arts (e.g. visual arts; drama) rather than have expertise or experiences to draw upon in the health sector. Some programs also feature a second guest who plays a more minor role in the show and is generally a ‘local person’ rather than a ‘celebrity’. All guests tend to talk about the work they do and their personal achievements.

Health announcements in Deadly Sounds are dispersed throughout the hourly show and vary from program to program. The way in which these health announcements are made is identical to how radio ads are placed in any mainstream broadcast. That is, they are placed between songs. Health messages appear to be a secondary focus of the program. 

In addition to the summary above, each program features between 6 to 10 songs, most of which are by Indigenous artists. The type of music played varies enormously, with pop music by Shakaya and Casey Donovan featuring often in the programs mentioned above, as well as music by Troy Cassar-Daly and other local country and/or hip hop artists. 

At several intervals in each program, OATSIH is thanked for their continued support in helping keep Deadly Sounds running. 

13.1.3 Limitations of using information from the community audits 

It is important to note that the ability to gather detailed qualitative feedback from the community audits about Deadly Sounds was limited. This is because of low levels of awareness of Deadly Sounds in most of the communities consulted. Even after playing the audio sample or ‘hear reel’ of Deadly Sounds in the community audits, discussion around the program’s content was limited as the audio was only five minutes in length. Within this time frame, and with such a small sample of audio for participants to base assertions upon, it was difficult to yield detailed information about the program in these audits. 

13.1.4 Nature of Deadly Sounds stakeholders consulted

As mentioned earlier in this report, a total of eight Deadly Sounds stakeholders were consulted to give specific feedback about the program. These stakeholders worked within radio stations that were sent the weekly program. All were either the primary contact for receiving copies of Deadly Sounds and/or were key decision makers within the organisation responsible for program planning. Several stakeholders worked in a voluntary capacity. 

Specifically, the following types of stakeholders were consulted: 

· Program and volunteer manager, Mildura Vic.;

· Program director, Bourke NSW;

· Station co-ordinator, Taree NSW;

· Station manager, Tasmania;

· Station co-ordinator, Yass NSW;

· Station manager, Port Pirie SA;

· Station manager, Coonamble NSW;

· Program director, Melbourne Vic; and,

· Station co-ordinator, Geeveston Tas. 

13.2 Perceptions / loyalty

13.2.1 Feedback from the community audits

As participants in the community audits were unaware of Deadly Sounds, it is difficult to analyse, in detail, perceptions towards the Deadly Sounds radio program. In the workshops, a five-minute sample of Deadly Sounds was played for participants. This audio sample included an introduction to the program, excerpts of songs by Indigenous artists (e.g. Shakaya and Casey Donovan), parts of interviews with celebrities like Troy Cassar-Daly, and three health messages.

In the locations with access to Deadly Sounds, there appeared to be little interest and therefore loyalty to the program. However, some participants in communities that did not broadcast Deadly Sounds expressed interest in having it aired in their community.

In all of the youth workshops, participants were played the sample of Deadly Sounds in order to gauge their interest in the program. Overall, young people seemed to engage more with the music and the aspects that were identifiably Indigenous, such as the didgeridoo and mention of Koori’s, Noongars and Indigenous celebrities. For example, in Melbourne a number of younger participants (aged between 8 and 12) became very animated when they heard snippets of music by Shakaya and Casey Donovan. However most tuned out altogether to the health messages when they were played, and this was often an opportunity for young people to discuss the music or celebrities that they had just heard:

“There’s too much talking on it (Deadly Sounds)” (Broome participant)
Interviews with stakeholders in communities a part of the audit (which broadcast Deadly Sounds) revealed that many did not consider it a ‘youth’ program as such. They felt that it was designed more for adults due to the content of the program (i.e. mainly interviews and spoken word). Comparatively, Deadly Vibe magazine was considered more relevant to youth as it is a more visual medium.

13.2.2 Feedback from Deadly Sounds stakeholders

Most of stakeholders were very positive about Deadly Sounds and felt it was an important piece of communication for the Indigenous community. This was particularly the case in communities where there was little, if any alternative Indigenous radio programming available: “It’s such a good program” (Deadly Sounds stakeholder, regional SA). 

Across the different stakeholders consulted, there were varied levels of engagement and loyalty towards the program. There were those broadcasters who were so involved with the program that they took home copies of the CDs to play again in their spare time and were considering airing a single program multiple times per week:

“We’re thinking of doing a second weekly broadcast, as it’s such a good program.” (Deadly Sounds stakeholder, regional SA)

Other stakeholders spoke of using the program interactively to facilitate the station’s own talkback sessions with the community: 

“I don’t put it on and just let it go. I like to interact with it. Play it, discuss a topic and then come back and play a track from it.” (Deadly Sounds stakeholder, regional NSW) 
Contrary to these types of stakeholders, there were others who were far less involved with Deadly Sounds, so much so that they only chose to play the program intermittently as a ‘filler’. Other stakeholders responsible for managing the station admitted to having no idea when the program was broadcast: 

“Truthfully, I haven’t really listened to it. I don’t know if it goes to air half the time.” (Deadly Sounds stakeholder, Tasmania)
In terms the target audience of Deadly Sounds, again there was diversity across the stakeholder interviews. The majority of stakeholders felt it was dually aimed at both younger and older Indigenous audiences, as it focussed on both hip-hop and country music. Others felt that the program did not convey a ‘youth feel’ strongly enough due to the type of content it included:

“It intends to appeal to younger audiences, but I don’t know if it does. You need younger voices presenting…it really only appeals to middle age audiences.” (Deadly Sounds stakeholder, Melbourne)
“It’s definitely (for) an older audience, young people here are really into hip hop. I guess they’re not really interested in interviews and stories. The program does sound a little, I don’t know, educational? Kids get turned off by that.” (Deadly Sounds stakeholder, regional NSW) 
It is important to note that across all of these interviews, no stakeholders drew upon research they had conducted with their station’s listeners. Rather, general assumptions about the types of listeners that engaged with their station were made. 

A few stakeholders cognisant of the literacy issues that existed within some communities also praised the fact that Deadly Sounds was an aural medium aiming to deliver health messages. However there were a few other stakeholders who felt this non face-to-face approach had limited ability to make any changes to its listeners lives as it was not ‘hands on’ enough. 

It should be noted that all Deadly Sounds stakeholders were impressed by the professionalism and ‘polished’ feel of the program. Many felt that compared to other Indigenous radio programs (e.g. programs on the Aboriginal program exchange, based in Victoria), Deadly Sounds was more reliable and the production was generally of a much higher quality. It was praised for not having a ‘community radio’ feel, which could often take away from the professionalism of programming. 

13.2.3 Feedback from the youth survey

As can be seen from the chart below, almost all youth survey participants aware of the program said they thought Deadly Sounds was ‘deadly’ (46%) or ‘OK’ (48%). 
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13.3 Awareness and access

13.3.1 Engagement with radio

Roughly half of the participants in the qualitative community audits claimed that they listened to radio. Within this, the programs that most said they listened to included commercial or community-based radio. It is important to note that there were few younger participants who said they listened to radio on a regular basis. It was more a medium that they engaged with in an ad-hoc fashion. 

The quantitative youth survey measured the proportion of Indigenous youth that listened to Aboriginal radio programs. As can be seen from the chart below, just over half of young people (55%) claimed to listen to this type of radio content. Youth aged 15+ years were most likely to engage with programming of this nature. There were no significant differences here between youth living in urban and regional locations. 
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13.3.2 Deadly Sounds - awareness

Deadly Sounds is broadcast in four of the communities visited as part of the fieldwork research (i.e. Broome, Nhulunbuy, Melbourne and Taree). 

There was very little awareness among youth, and stakeholders, in any of the communities consulted as a part of the qualitative community audits. Further, awareness was not higher in the communities where Deadly Sounds was broadcast. One or two participants had heard of Deadly Sounds in each location, though none claimed to tune in regularly. In Melbourne, the location with the most cluttered media landscape, there was also some confusion from stakeholders about whether they had actually heard the program before: “That voice (Rhoda Roberts) sounds familiar?”. 

Awareness of Deadly Sounds was measured quantitatively within the youth, readership and stakeholder surveys. As can be seen from the chart below, one third of youth (33%) had heard of the program compared with 51% of readership survey participants. 
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In the stakeholder survey, only seven participants said they had heard of the program before with the majority (n=25) not having heard of Deadly Sounds before. 

Among young people who said they listened to Indigenous programs in the youth survey, the types of programs they listened to are shown in the chart below. 
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Koori Radio in Sydney was the program mentioned by over one third of participants (36%) while 32% of youth survey participants also said they listened to Deadly Sounds. As per the feedback from the qualitative audits, community radio was also mentioned as another source of Indigenous radio programming that younger people listened to. 

13.3.3 Deadly Sounds - Access

An issue with regard to community access to Deadly Sounds concerned the distribution of the program. For example, when conducting fieldwork in Nhulunbuy, one of the stakeholders who worked at the local Indigenous Coordination Centre received the Deadly Sounds program regularly and was not sure why, as she was not involved with community radio. 

The other concern that was raised with regard to the Deadly Sounds radio program is the time that it was aired. In Nhulunbuy, Deadly Sounds was aired at 2pm on a Friday afternoon, when many are at school or work. While this was not the case for all Deadly Sounds stakeholders who were consulted separately, there were several stakeholders who also aired the program on weekdays during school hours: 

“I don’t know if our timeslot (Wednesday, 2-3pm) is that effective for youth. It’s just ended up at this timeslot because the Koori show used to be on at this time.” (Deadly Sounds stakeholder, Taree)

This lack of congruence between the availability of young people to listen to Deadly Sounds (as many are at school) and the timeslot that a number of stations are playing Deadly Sounds in (on weekdays during the day) is certainly an issue with regards to youth accessing the program. 

It is important to note that most Deadly Sounds stakeholders did not base the decision to air the program at a certain time on the type of audience that they felt would most likely be listening at that time. Rather, the rationale for which timeslot Deadly Sounds ‘lived in’ was often about what was most convenient for the station, or where there was a spare timeslot for the program to operate within. In one case, the program was being aired in no fixed timeslot as “…we play it intermittently. Deadly Sounds is a filler … our first priority is to produce our own programs” (Deadly Sounds stakeholder, Melbourne). 

Some Deadly Sounds programs sent to one stakeholder were not being played on a regular basis as they felt their other programs were a priority and it was “too difficult” to find a regular spot for the show based on their current schedule. 

13.3.4 Deadly Sounds – Frequency of listening

In the youth and readership surveys, among those that said they were aware of Deadly Sounds, the frequency of listening to the program was relatively low. Only 18% of youth survey and 25% of readership survey participants said they listened to the program with considerable regularity (i.e. “heaps”). Over half of those aware of the program in the youth and readership surveys tuned in to Deadly Sounds ‘sometimes’ (57% and 53% respectively). 
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13.4 Perceived impact on self-esteem

13.4.1 Feedback from the community audits 
Measuring the impact of Deadly Sounds on an individual’s self esteem is challenging from a qualitative perspective, particularly when about half of the participants in the community audit were unaware of the Deadly Sounds program. Of those who were aware of the show in this aspect of the research, a number of stakeholders felt that positive role models interviewed on the program may potentially lead to some listeners feeling more positive about their community. Beyond this however, no participants in the audits made an explicit link between listening to Deadly Sounds and positive feelings an individual (or a group) may have about themselves. 

13.4.2 Feedback from Deadly Sounds stakeholders

As per the community audits, feedback from Deadly Sounds stakeholders about the impact the program could have on self esteem was limited, especially due to the fact that a number of these stakeholders rarely spoke to the community about how they felt about the program. This was often a function of stakeholders being quite time poor, with some working on a voluntary basis. 

Despite this, one stakeholder pointed out that the positive, ‘feel good’ tone adopted by the program led to the potential for listeners of the program to, in turn, feel the same way. This stakeholder felt that this was refreshing given that other Indigenous media (namely press) often dealt with a range of (usually negative) ‘issues’ affecting the community, which could impact on one’s sense of self: “It (Deadly Sounds) doesn’t sit back and say ‘oh woe is me’. It says, look there is light at the end of the tunnel” (Deadly Sounds stakeholder, Yass). 

Another possible impact of the program around listeners’ self esteem was the increase in involvement with community radio that Deadly Sounds could instil. One stakeholder based in regional NSW mentioned that since he had started playing the program, he had noticed an increase in youth involvement with the station:

“There’s one young chap who’s 17 … He’s had a rough time, his mum and dad are both alcoholics. And he comes in regularly now and listens to the show. He’s recently started to say a few things on air too… he never used to even say a word, he just sits there”. 

The stakeholder who gave this example felt that this increase in involvement and confidence was, in part, due to the youth-focussed content for Indigenous people of Deadly Sounds. This is an important consideration, as several stakeholders mentioned that they had difficulty in getting the Indigenous community, and youth in particular, involved in producing local radio content. 

Overall, there was a general feeling that it was challenging for an aural medium to impact on the self-esteem of those listening to the program, particularly considering it was only aired once a week (for the most part). 

13.4.3 Feedback from the youth survey

As can be seen from the chart below, almost one half of youth survey participants (43%) said they agreed ‘a lot’ that when they listened to Deadly Sounds they felt good about themselves. This was among all those who had heard of Deadly Sounds. This is a very favourable result considering that a similar proportion (41%) of participants in this survey (who were aware of the Deadly Awards) also said that this event made them feel the same way (i.e. feel good about myself ‘a lot’). 
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13.5 Awareness and recall of healthy lifestyle messages

13.5.1 Feedback from the community audits 

At a spontaneous level, listeners of Deadly Sounds from the community audits did not mention that the program promoted healthy lifestyle messages. Rather, their recall of the program was focussed on the celebrities and music they had heard on the show. Stakeholders in the community audits who were not listeners of the program, but who did hear a sample of it during the group discussion, felt that the role models and artists mentioned on the audio sample had the potential to indirectly promote positive health and lifestyle messages through the types of achievements they had accomplished. 

Few, if any young people in the community audits made this link between Deadly Sounds and healthy lifestyle messages. After listening to the audio sample of Deadly Sounds, there were only a few young people who could recall some of the health messages they had heard in detail. There was a tendency for some participants to tune out to the health messages after listening to the sample and discuss the music and celebrities they had just heard. This is in-synch with observations of young people during the community audits, where participants tended to be more engaged with the music rather than the spoken parts of the recording. 

However, caution should be taken when interpreting these results, as they are not representative of wider community perceptions of Deadly Sounds. Rather, they offer a snapshot of potential interest and engagement with the program. Nevertheless, this does demonstrate the challenges in delivering health messages via radio, as a recording in a group discussion does not reflect the ‘noise’ that radio normally has to compete with.

13.5.2 Feedback from Deadly Sounds stakeholders

Upon prompting, most Deadly Sounds stakeholders agreed that they had heard messages directly promoting a healthy lifestyle (e.g. via health message announcements) as well as positive health messages promoted more indirectly (e.g. via interviewing role models). Among these stakeholders, there was also no doubt that these types of messages were important to promote as there were few (if any) alternative channels talking about these issues to the Indigenous community and specifically, Indigenous young people: “…any means of getting the message across has to be positive” (Deadly Sounds stakeholder, regional SA). 

In terms of whether stakeholders believed these messages were getting through to Indigenous people, including young people, no stakeholders could give any evidence or examples of the positive impacts of these messages in their community. Rather, there was an assumption from some that the program’s healthy lifestyle messages “must be getting through to some people, as there’s nothing out there doing this” (Deadly Sounds stakeholder, regional NSW). Others felt it was too difficult to link such specific messages to positive changes within the Indigenous community: “It’s difficult ‘cos it’s a just program really” (Deadly Sounds stakeholder, Melbourne). 
13.5.3 Feedback from the youth survey

Almost half of young people listening to Deadly Sounds (46%) strongly agreed that the program taught them about being healthy. Only 7% of these young people disagreed that the program achieved this objective. 
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13.6 Awareness and recall of social and emotional wellbeing messages

13.6.1 Feedback from the community audits 

It was challenging to gauge how effectively Deadly Sounds promoted messages around one’s social and emotional wellbeing in the community audits. This is due to the relatively low levels of awareness of the program and the fact that participants only heard a brief sample of the program. No young people or stakeholders participating in the audit spontaneously recalled messages promoting social and emotional positivity. 
Upon prompting, a few stakeholders in the audits mentioned that positive role models promoted in the program could help stimulate a sense of pride in one’s culture and, therefore, oneself. Beyond this however, no other links were made between this type of messaging and the Deadly Sounds program in the community audits. 

13.6.2 Feedback from Deadly Sounds stakeholders

Deadly Sounds stakeholders were mixed in their views about the potential for the program to impact on the community’s (or an individual’s) social and emotional wellbeing. 

As has been mentioned earlier in this report, a number of these stakeholders were not in a position to say whether Deadly Sounds was making this kind of impact on peoples’ lives as they were fairly disengaged from the program. Others could not comment here as they viewed Deadly Sounds as more of a music program and did not make such links. 

Alternatively there were also stakeholders who felt that by focussing on the achievements of Indigenous people, musically or otherwise, it was possible for listeners in the community to see the potential to achieve in their own lives. It was felt this was a particularly salient link for the social and emotional wellbeing of young people as it could affect the way that they see themselves:

“It shows the Aboriginal community that there’s more out there. For example, there are a lot of issues in the area…people not striving to their full potential, or thinking that CDEP is a career path and not a step towards something else … It shows that ‘if they can do it then I can.’” (Deadly Sounds stakeholder, regional NSW)
“Deadly Sounds is key in helping the Indigenous community take power … if you have a topic on education for example, Deadly Sounds can promote the issue in the community, it puts an enormously encouraging slant on it to get people to help themselves, to take the power to look after themselves.” (Deadly Sounds stakeholder, regional NSW) 
13.6.3 Feedback from youth survey

The youth survey measured participant responses to a number of different constructs that can comprise an individual’s social and emotional wellbeing. For example, the way a listener may feel when they hear the program is an important part of shaping their ‘social and emotional wellbeing’. The response to this construct was measured across all of the Vibe products, and the results for Deadly Sounds is shown in the chart below. 
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Over half of young people aware of Deadly Sounds (55%) said the program made them feel ‘happy’. This is the highest result (for the ‘happy’ response) within the youth survey of all the Vibe products, and demonstrates that from a young person’s perspective, the program has the potential to make some positive emotional inroads. 

Pride is also relevant, and the chart below shows that almost two in three young people aware of the program ‘agreed a lot’ that it made them feel proud of their Aboriginality. This is strong considering that other Vibe products achieved similar results here. 
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13.7 Awareness and recall of substance use/prevention messages

13.7.1 Feedback from the community audits 

For participants in the community audits, those who had heard the program previously were unable to recall any specific health messages about substance use prevention. Upon listening to a sample of the program and after some probing, a few participants mentioned they had heard a specific message about substance use/prevention. However with a sizeable proportion of participants unaware of the program prior to taking part in the research, is was difficult to ascertain the impact of messages around substance use and/or prevention as the ‘hear reel’ sample was so short (compared with the one-hour length of an entire program) and contained messages that were ‘obviously’ placed. 

Observationally, participants in the community audits tended to ‘tune out’ when the non-musical aspects of the ‘hear reel’ audio was played. Further, a number of young people felt that this was the ‘boring’ part of the audio and lacked the animation they displayed when, for example, a sample of Shakaya was played.

13.7.2 Feedback from Deadly Sounds stakeholders

There was no recall of specific substance use/prevention messages from stakeholders regarding the Deadly Sounds program. 

Upon prompting, some stakeholders could recall having heard these types of health messages being played though, as for other specific objectives around health, most were unsure as to what the impact of these types of messages were in the community. No stakeholders had heard any members of their local community discussing the substance use/prevention messages with others, or with the stakeholders themselves. One stakeholder felt that it may be more suitable to directly discuss issues like substance use/prevention in the program, to help stimulate conversation within the community. Another stakeholder felt the way in which messages were delivered needed to be more interesting and engaging, especially for younger listeners: 

“They’ve (Deadly Sounds) got their heart in the right place. I know , personally, those messages are there but I guess it’s just not getting out to them (younger people).” (Deadly Sounds stakeholder, regional NSW)

Stakeholders felt that messages around substance use/prevention were more likely to be absorbed by listeners less explicitly. That is, these messages would be implied by the nature of the positive role models being interviewed, particularly sports stars like Kyle Vander Kuyp and Cathy Freeman. Listeners would then feel that in order to achieve success in life, as per these role models, it was important to lead a substance free lifestyle. 

Across all Deadly Sounds stakeholder consultations, there was no doubt that messages around substance use/prevention were an important aspect of any communication that targeted Indigenous communities, particularly youth. One stakeholder in regional NSW pointed out that these types of messages were even more important in smaller communities where there was likely to be less to do than in urban environments. 

13.7.3 Feedback from the youth survey

From a youth perspective, there was considerable conviction that Deadly Sounds helped make listeners feel as though they should be careful with drugs and alcohol. Sixty-three percent of young people aware of Deadly Sounds ‘agreed a lot’ that the program made them feel this way, and only 6% disagreed that the program “made me think I should be careful with drugs and alcohol”. This data is shown in the chart below. 
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13.8 Promotion of primary health care

13.8.1 Feedback from the community audits 

There was no acknowledgement from the community audits, both spontaneously and prompted, that Deadly Sounds was making, or had the potential to make, an impact on the proportion of Indigenous people accessing primary health care services. The general feeling from community audit participants was that it was a difficult objective for a radio program to achieve. 

13.8.2 Feedback from Deadly Sounds stakeholders

Similarly, no Deadly Sounds stakeholders spontaneously mentioned that they were aware the program sought to increase visitation to primary health care facilities. It was also difficult for these stakeholders to have a clear sense of whether the program could achieve this objective as most worked exclusively in broadcasting and were unsure of the impact on ‘community traffic’ in primary health care facilities. 

As has been the case with other health objectives, stakeholders were mixed in their views as to whether Deadly Sounds could actually increase visitation to AMS’. For example, one stakeholder in regional NSW felt that it was simply “too hard to say” whether visitation to primary health services could increase as a result of the program. Another stakeholder in regional NSW mentioned that the local AMS was “always booked out” and that she saw “young ones go in and visit” therefore it was quite possible that this visitation was facilitated by some of the messages delivered via Deadly Sounds. 

One other stakeholder in regional NSW however gave an interesting example of how he believed Deadly Sounds was helping to increase access to primary health care facilities: 

"The more I'd think about it, the more I’d say yes (it’s making an impact). Talking to an Indigenous health worker in the community, they seem to be getting more people accessing the services they offer in the community. Maybe it’s because of the program?”

Beyond this, it was certainly felt to be an important objective for young people as “…they’re (young people) reluctant ‘cos their mates put them down as being wusses” (Deadly Sounds stakeholder, Tasmania). It was also felt to be a challenging objective for Deadly Sounds as it involved no face-to-face contact. 

13.8.3 Feedback from the youth survey

As can be seen in the chart below, in the youth survey just over one third of young people (35%) aware of Deadly Sounds ‘agreed a lot’ that the program helped them know where to go if they were not feeling well. Almost one in five of these young people (16%) disagreed with this however, which suggests that this aspect of the program’s objectives is indeed more difficult to communicate in a one hour, weekly radio program. 
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13.9 Value to young people / community

It is difficult to ascertain overall value of Deadly Sounds across all the communities in which it is aired. This is because the scope of this evaluation was limited in the number of communities that were consulted. As mentioned earlier in this section of the report, the number of radio stations that currently receive copies of the weekly program totals 150. Each community that Deadly Sounds reaches will no doubt have markedly different media environments. This will therefore have significant implications on a community’s perceptions of the value of Deadly Sounds.

For example, Broome is home to Goolari Media Enterprises, a fully owned Indigenous company that manages Indigenous-specific film, television and radio content in northern Western Australia, with much of this content dealing with local issues. Most young people consulted in Broome said they listened to Goolarri radio relatively frequently. In contrast, the media landscape in Mildura is such that there is currently no Indigenous-specific television, radio or press content available to this sizable community: “If you take it (Deadly Sounds) away, there’s nothing in Mildura for the Aboriginal community” (Deadly Sounds stakeholder, Mildura). In a community like Mildura, Deadly Sounds can act as an important link to the cultural heritage of its listeners, and may be one of the few ways that Indigenous residents in this area can get access to this type of information. Hence the need for a program like Deadly Sounds in Broome is undoubtedly lower compared with Mildura. This means the value to the community is enormously variable. 

13.10 Presence of health messages

13.10.1 Direct health messages 

The promotion of direct health messages on Deadly Sounds appears to have minimal impact on audiences listening to the program. As mentioned earlier in this section of the report, listeners of the program were unlikely to recall direct health messages. Further, listeners of the Deadly Sounds audio sample in the community audit workshops noticeably disengaged during this part of the ‘hear reel’ task. For example, a number of young people used the direct health messages in the ‘hear reel’ as an opportunity to start talking to their friends during the youth workshops. A more effective means of engaging listeners with these direct health messages is therefore required. Some examples of how this may be achieved include:

· Using well-known Indigenous ‘celebrities’ (musical or otherwise) to promote these health issues. This may help existing health messages appear more important and will ensure they are not simply viewed as community announcements;

· Using the special guests that feature in the program as the vehicle for delivering direct health messages. The guests currently featured on Deadly Sounds often focus their discussion on recent achievements. While this is important in terms of promoting positive Indigenous role models to communities (and young people), this type of promotion is strongly present in Deadly Vibe magazine. Guests specialising in different areas of health, for example, can be used to talk about specific health issues each week in a ‘question and answer’ style format; and,

· Deadly Sounds could use competitions/promotions as a means of promoting direct health messages in a more engaging way. For instance, listeners could be invited to send in poetry or song lyrics that talk about a health issue that has affected them (e.g. drug and alcohol use) or be invited to write a radio play/script that addresses a health issue/s they are worried about in their local community. 

At this stage, these are simply suggestions. They will certainly require further discussion between OATSIH and GJC in order to determine how feasible they are to implement within the current annual budget for producing and distributing Deadly Sounds. 

The 3on3( generally achieved a much more positive response from the community compared with Deadly Sounds, despite OATSIH funding each product in equal proportions. While it is important to acknowledge that these products are vastly different, this raises an interesting debate over whether it is more effective to adopt a strategy focussed on breadth (i.e. capturing as wide a target as possible with the low involvement medium of radio, as for Deadly Sounds) or depth (i.e. capturing a narrow target with the high involvement medium of face-to-face contact, as for 3on3(). This evaluation suggests that the 3on3( approach yields better results in this regard, as the event appeared to have significantly more impact in terms of promoting positive health messages. 

As the audit of Deadly Sounds content demonstrates, the promotion of direct health messages on the program comprises only a small proportion of a typical hourly show. Rather, the focus of the program tends to be the promotion of Indigenous celebrities and artists, as well as music by Indigenous artists themselves. 

13.11 Suggestions for improvements

Qualitatively, the only suggestions made by participants in the audits were to include more international hip-hop and rap artists in the program. It was difficult to get more specific ideas on how the program could be improved as audiences did not engage that closely with the program. 

In the youth survey, participants were asked to comment on what they would do to make a radio program for the Indigenous community “great” if they were “in charge” of it. The types of responses given are outlined in the chart below. 
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‘Deadly’ music (17%) is certainly important in terms of what young people feel would make a radio program ideal. Though from the community audits, this was an aspect of Deadly Sounds that was most popular among participants and therefore is less relevant. The call for more competitions (7%) and news (6%) from an Indigenous specific radio program identifies a possible opportunity for Deadly Sounds to use these elements in the non-musical aspects of the program. 

14. Recommendations for Deadly Sounds

14.1.1 More specific targeting 

As outlined earlier in this section of the report, there is some confusion about which audience Deadly Sounds is currently targeting. Some stakeholders working in radio broadcasting felt the program was targeting young people while others felt the program was not particularly youth oriented. The nature of music played on the program also suggests some ‘blurriness’ with regards to who the target of the program is. Combined with the fact that the program, according to OATSIH’s original brief, targets youth as well as the wider community, Deadly Sounds currently appears to be ‘all things to all people’. This means that the Deadly Sounds brand is not clear in what it stands for, which can have negative effects on the level of engagement towards the program. 

While we have acknowledged earlier in this report the difficulty in engaging audiences, particularly youth audiences, with radio content, this is not an impossibility. Deadly Sounds is certainly achieving this to some extent, however this level of engagement can certainly be built upon. 

14.1.2 Strengthen relationships with key stakeholders

Another important consideration in moving Deadly Sounds forward, and helping to better engage its target audience, is to strengthen relationships with those stakeholders receiving the program. This research has identified that there are some stakeholders who do not place much importance on the program. Therefore broadcasting the program regularly (if at all), and during times when younger audiences in particular are able to tune in, tends to suffer in these communities. CIRCA acknowledge that it may be challenging to get these stakeholders ‘on board’ to act as stronger advocates and promoters of the program. However the research suggests that for those communities where broadcasters are ‘on board’ and believe in the program, they in turn take more care in considering when the program should be aired and how it can be used in a way to maximise audience engagement (for example, Yass, NSW). 

14.1.3 Building Deadly Sounds brand awareness

There is an opportunity to increase the general level of awareness of Deadly Sounds among Indigenous audiences. A part of this recommendation also involves strengthening the level of brand awareness, as there were those who had heard the program but had no idea what it was called. Considering the wide reach of Deadly Vibe magazine and the level of engagement and ‘love’ of 3on3(, there is an opportunity to cross promote Deadly Sounds further using these Vibe products. 

Another means of increasing awareness of the Deadly Sounds brand, that may also have positive implications on the uptake of direct health messages, is to consider the possibility of sending the program to AMS’ or health centres so they can play the program on their telephone ‘hold’ music or in their waiting rooms. It was mentioned in the research that Redfern AMS in Sydney currently plays the program. However another stakeholder, based at the Illawarra AMS in NSW, said that she was unaware that playing the program within the health facility was a possibility. 

Music played as a part of the program could certainly act as the ‘hook’ to get visitors in AMS’ to engage with the content. Any health messages peppered throughout the hourly program would then have more of a chance of being listened to, as they would be relatively ‘hidden’ in what would primarily be seen as a music program. 

14.1.4 Health messages

The fieldwork research suggested that many view the health messages contained within the Deadly Sounds radio program as advertisements and as a result many tuned out to them.
15. Deadly Awards

15.1 Deadly Awards context

15.1.1 Overview 

The Deadly Awards are an annual awards ceremony that recognises the achievements of Indigenous people in music, sport and the arts and promotes positive role modelling. An award is also given for excellence in Indigenous health service delivery.

OATSIH funds 25% of the Deadly Awards. Other sponsors include the Office of Indigenous Policy Coordination, the Department of Education, Science and Training (DEST), NSW Department of Aboriginal Affairs (DAA), the Australasian Performing Rights Association, Macquarie Bank, NSW Aboriginal Land Council and other minor contributors.

15.1.2 Nature of the participants consulted

This research explored attitudes towards the Deadly Awards among stakeholders and young people across all components of the research. As well, six nominees were interviewed to assess the impact of the Deadly Awards for themselves, their family and their community. 

The nominees included in this aspect of the research were:

· Dr Mark Wenitong - nominated for a Deadly award for the last three years, in the ‘Outstanding Achievement in Aboriginal and Torres Strait Islander Health’ category;

· Peter Buckskin - nominated for a Deadly Award for the last three years, and received the Deadly Award in 2005, in the ‘Outstanding Achievement in Aboriginal and Torres Strait Islander Education’ category;

· Rayma Johnson - won the Deadly Award for ‘Dancer of the Year’ in 2005;

· Stephen Hagan - won a Deadly Award for ‘Outstanding Achievement in Literature’ in 2005;

· The Donovans - nominated for a Deadly Award six times, and in 2004 won the Deadly Award for ‘Band of the Year’; and

· Mick Adams - nominated for a Deadly Award for ‘Outstanding Achievement in Aboriginal and Torres Strait Islander Health’ in 2004 and 2005.

This section of the report incorporates the results from all aspects of the research, and the results for community stakeholders, young people and the nominees are separated to aid analysis and interpretation. Appendix One provides detailed case studies for the six nominees included in the research. 

15.2 Awareness and access

There were varying levels of awareness of the Deadly Awards across the research, although it was clear that awareness was higher among community stakeholders when compared to young people. Most of the younger participants in Wollongong and about half of the participants in Gladstone had heard of the Deadly Awards, whereas only a few youth in Melbourne knew of the awards. A few participants recalled seeing the Awards on television. In Taree, Nhulunbuy, Yirrkala and Broome, only one or two of the younger participants were aware of the Deadly Awards.  This is interesting given that Deadly Vibe magazine promotes the Deadly Awards quite heavily.

Most of the stakeholders in all of the communities included in the research were aware of the Deadly Awards, although the Awards were seen to have greater awareness in Sydney and NSW than other locations. Data from the stakeholder quantitative survey found that there were high levels of awareness of the Deadly Awards, with 73% aware of the awards (caution small base – n=33).

Data from the youth survey found that around half (46%) of the young people that responded were aware of the Deadly Awards, with far greater awareness in urban as opposed to non-urban locations (64% in urban locations compared to 37% in non-urban locations). 
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The readership survey provided similar results, although as you would expect there were higher levels of awareness, given that the Deadly Awards are heavily promoted in Deadly Vibe. Around two-thirds of the respondents were aware of the Deadly Awards, with higher awareness among adults, and similar levels for urban and non-urban residents. This suggests that access to the Deadly Vibe magazine may address awareness levels for non-urban residents. Higher awareness among adults also reflects the results from the community qualitative audits, where there were higher levels of awareness among community stakeholders when compared to young people.
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Clearly, all nominees included in the research were aware of the Deadly Awards, and most of these indicated that within their communities there is a high level of awareness. It was also suggested that there is a high level of awareness of the Deadly Awards within the health sector. 

The research suggests that a Deadly Award nomination increases both the level of awareness of and engagement with the awards within the community of the nominee. Nominees spoke of their community being very aware of their nomination, with many in their community voting and following the lead-up and presentation of the Deadly Awards. As a result of this community response, nominees felt that the current approach to promotion is adequate, as the level of awareness in the communities is quite high. There were opportunities identified though in promoting the event more heavily to the non-Indigenous community.

Participants in the qualitative community audits in Broome also spoke of high levels of awareness of the Deadly Awards as a local band (Fitzroy Express) and a Broome organisation had been nominated. 

15.3 Perceptions / loyalty

Perceptions of the Deadly Awards varied across the research. For those who were aware of the Awards attitudes were very positive, with the common response being that the Deadly Awards are an important celebration of Indigenous achievement:

“It is important for Aboriginal people, that they got out there and achieved big things.” (Taree stakeholder)
Results from the stakeholder quantitative research found that perceptions of the Deadly Awards were very positive, with 63% rating the Awards as excellent and a further 29% rating them as good. Similar numbers rated the Awards positively in terms of helping young Indigenous people feel good about themselves, with 63% rating the Awards as excellent in this regard, and 21% rating the Awards as good. The main value of the Awards identified in this aspect of the research was for entertainment (54%) and Indigenous pride (21%). Caution should be taken with these figures however due to the small sample size of n=24. 

Nominees had extremely positive attitudes towards the Deadly Awards, and again the major theme was that the Awards are a “central celebration of Indigenous achievement.” Nominees spoke of a wide range of benefits that the Deadly Awards delivered both personally and professionally, as well as highlighting the positive impact for the wider Indigenous community. The Deadly Awards were seen as both unique and prestigious, as it was felt there are few other avenues for recognition.

The most common benefits identified by nominees of the Deadly Awards included:

· Personal pride and a sense of achievement and recognition;

“I inspire others, and encourage them to never give up, I’ve done it” 

“Proud of what I have achieved” 

“Acknowledges and shows you that the hard work pays off. I feel acknowledged, recognised”

“I felt great, even though I didn’t win I was recognised as contributing to health, and I was up against some great people”

“It’s great for ordinary people to be recognised. They don’t normally put themselves on a pedal stool, whereas sports people are always in the limelight” (especially positive for health and education nominees)”

· Enhanced levels of motivation professionally in response to being recognised and appreciated;
“Makes me want to keep going, doing what I do” 

“I have been more active since the award, I want to inspire the younger generation, I feel it is important – I need to do further work, such as getting out to country towns and helping out there. You need to give back to the younger kids – culture is going to make a difference and strengthen them” 

“Gave men’s health the prompt it needed – now the issue has more coverage”

“I felt encouraged to write more books after the nomination, ‘cause people enjoy it [the nomination showed him that people enjoyed his books]” 

· Pride within their family and community of their achievement;

“Overwhelming for them [family], they know I’ve done the hard yards, quite proud”

“Kids seeing me get the award made them feel proud”

“Family were ecstatic”

“Within the community provides pride in our people”

Increased personal and family pride and enhanced levels of motivation professionally were the most significant benefits identified in the research with nominees. There were also many other positive benefits identified, although these were not mentioned consistently across the research. One person identified that the Deadly Award improved their profile within the industry (author), while others talked about the positive impact within their workplace. Related to improving their profile, several nominees spoke of the exposure in the media nationally (e.g. 2GB and ABC) and also within their community. Some of the nominees had been profiled in local newspapers and radio, which it was felt “can inspire kids in country towns”.  This also offered the benefits of highlighting the achievements of Indigenous people to the non-Indigenous people in the community.

The research with nominees also suggests that the Deadly Awards potentially have an impact on the levels of pride for the broader Indigenous community, through the promotion of achievement, and the motivation of the nominees and award winners to inspire others. For several nominees, their community involvement increased as a result of the nomination, with greater involvement in talks, and most also said that others always mention the Deadly Awards nomination/win when they are introduced. Others also said that they are more motivated to try and inspire others, including young people, as a result of the award.

“It makes Indigenous people proud of themselves because we have an awards system – recognition, pride, self-esteem, it reinforces identity"

“The Deadlys aim to inspire youth – says to them “you can do anything you want”, which is very important”

Several community stakeholders also referred to the benefits the Deadly Awards offer in bringing a broad spectrum of Indigenous people together who have achieved in a wide variety of areas: 

“It’s amazing how you can get so many black people together to celebrate recognition.” (Broome stakeholder)
While overall perceptions of the Deadly Awards were positive, especially among the nominees, several criticisms of the awards were identified, primarily from community stakeholders. 

In the qualitative community audits, several stakeholders suggested that the Deadly Awards were mainly relevant to Indigenous people living in Sydney, New South Wales or the ‘Eastern states’. This view was based on the fact that the awards are held in Sydney and can only be viewed, after the event, on SBS, often in a late night timeslot:

“It’s more of a city thing than a country thing.” (Taree stakeholder)
“It’s not much of a Melbourne thing. It’s almost like Melbourne’s not black enough for the Deadlys.” (Melbourne stakeholder)
Another community stakeholder (Broome) agreed that while the Deadly Awards have increased in their salience and awareness within the community, it was felt the impact on communities is limited. 

The community consultations also identified a need for a greater focus on localised Indigenous achievement, rather than ‘celebrities’. In response to this, the awards were perceived to be elitist and irrelevant to the majority of Indigenous people:

“I have never watched it [Deadly Awards] or attended. It’s only for Idols and famous people.” (Wollongong stakeholder)
One stakeholder who had previously been nominated for a Deadly award questioned the legitimacy of the Deadly Awards, and felt that the Awards do not offer any cultural benefits to the community, or any personal benefits to those nominated. 

A few community stakeholders also queried the impact of the Deadly Awards for the nominees and winners, although the research with the nominees does suggest that both personally and professionally there are significant benefits:

“It’s not like if you won a Deadly, you have a new pathway beyond that. It’s almost like, ‘who cares?’ “ (Melbourne stakeholder)
Respondents of the youth quantitative survey were asked about their perceptions of the Deadly Awards. The vast majority of young people who were aware of the Deadly Awards feel proud or happy when watching the Deadly Awards, with 65% who rated the awards as ‘Deadly’. Very few young people who were aware of the Deadly Awards responded negatively (1% did not like it and 9% said that they did not feel anything when watching the awards). 
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15.4 Levels of engagement

Vibe provided details of the voting levels for the 2005 Deadly Awards. This data indicated that in 2005 3,766 people voted, and on average everyone voted for ten categories (in total 40,076 votes were recorded across the various categories, with 3766 people voting). The votes across the categories varied, with the greatest number of votes received for music (13,677) and sport (12,526), followed by the arts category (8,642) and the community category (5,231). However, this does not accurately reflect the level of engagement with the different categories, but reflects the number of awards within the categories. In music there are seven Deadly Awards given, for sport there are six, for the arts there are five and for community there are three. Indeed, for each individual Deadly Award, the number of votes received varied from 1,578 (Film) to 2,884 (female sportsperson). For the community categories, 1,872 votes were received for the broadcaster category, 1,673 for the health category and 1,686 for education, indicating that participation in these categories is at a similar level as for sports and music. If looking at the average number of votes for the Awards within the four categories, it can be seen that the participation levels are reasonably consistent across the board, with an average level of voting for the sports categories at 2,088, for music at 1,954, for community at 1,744 and for the arts at 1,728. Overall these results suggest there are significant numbers of people engaging with the Deadly Awards, including voting for the community categories. 

The youth quantitative survey and the readership survey measured levels of engagement with the Deadly Awards. As the following graph shows, around two-thirds of those who were aware of the Deadly Awards watched the television broadcast of the Deadlys, and around half knew of someone who had been nominated or won a Deadly Award. Around one-third had voted, with lower levels of engagement with regards to attending the Deadly Awards. 
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Results from the stakeholder quantitative survey found that the level of engagement among stakeholders was high, as about three quarters of those who were aware of the Deadly Awards had watched it on television, 58% had been part of the audience, and just over half had voted (caution small sample size of n=24). 

15.5 Perceived impact on self esteem 

The research aimed to explore the impact of the Deadly Awards on self-esteem, in particular the self-esteem of Indigenous youth. It is difficult to measure the impact on self-esteem of the Deadly Awards across the Indigenous community, although it is clear, based on the consultations with nominees, that for these individuals the impact on self-esteem and pride, for themselves, their family and to a lesser extent their community, is positive:

“It’s more than just a celebration of achievement, it’s really useful for Indigenous pride, you know there are so many other people out there who work so hard, you feel less alone.”

“For our [Indigenous] identity – it’s really good and strong.” 

In the community consultations, for those who had heard of the Deadly Awards, perceptions were that it’s importance related to the promotion and celebration of Indigenous role models, both well-known celebrities and local ‘heroes’ who had made important contributions to their community. Community stakeholders felt that the Deadly Awards represented an important celebration of Indigenous culture and had positive outcomes in terms of pride and self-esteem for both award nominees and the wider Indigenous community.

The research also suggests that the impact of the Deadly Awards on self-esteem and Indigenous pride is especially relevant given the often negative press coverage that Indigenous people receive: 

“The Deadlys are an achievement of what we have done, rather than the negative stories in the press of what we haven’t done.” 

This was a consistent theme across the research identified in response to many of the Vibe products, with a high level of appreciation for products that promote and celebrate Indigenous achievement.

The youth quantitative research also highlights the positive impact on self-esteem of the Deadly Awards. Of those who were aware of the awards, the vast majority agreed that ‘the Deadly Awards tell them what deadly stuff other Aboriginal and Torres Strait Islander people are doing’ (69% agree a lot and 20% agree a bit), and that ‘the Deadly Awards make them feel proud to be Aboriginal’ (68% agree a lot, 15% agree a bit). The perceived impact on their personal levels of self-esteem was lower, although still positive, with 41% agreeing a lot that they feel good about themselves when watching the Deadly Awards, and a further 41% agreeing ‘a bit’. 
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Community stakeholders also identified positive self-esteem messages that are delivered through the Deadly Awards. The Deadly Awards were seen to deliver the message that “you can do anything, and when you do there’ll always be people watching it and who will give you recognition” (Melbourne stakeholder). 

15.6 Awareness and recall of healthy lifestyle messages

It was difficult within the research to assess levels of awareness and recall of healthy lifestyle messages associated with the Deadly Awards. While several stakeholders talked broadly about the impact of the awards in inspiring and motivating others, direct recall of healthy lifestyle messages was limited.

The research did identify positive benefits in response to the consultations with nominees, especially nominees for the health awards. The Deadly Awards were seen to be very positive for health workers, as it “encourages people to give their best, and to see that success can happen.” For those individuals nominated, this recognition had a positive impact on their levels of motivation professionally, which are likely to have positive impacts on the communities with regards to health. One nominee specifically stated that the award promoted men’s health, and gave it the boost it needed to receive greater priority within Indigenous communities. 

15.7 Awareness and recall of social and emotional wellbeing messages

Again, it was difficult within the research to assess levels of awareness and recall of social and emotional wellbeing messages associated with the Deadly Awards. Indirectly, the Deadly Awards are seen to inspire others, enhance levels of Indigenous pride, and potentially generate a stronger sense of identity, which all deliver social and emotional wellbeing messages. However, the extent of awareness of these messages among the Indigenous community, and young Indigenous people in particular, is difficult to measure.

15.8 Awareness and recall of substance use prevention messages

There was no direct recall of messages of substance use prevention associated with the Deadly Awards.

15.9 Promotion of primary health care

The research did not identify connections between the promotion of primary health care and the Deadly Awards, although a few participants recalled that health was an award category. For those individuals working within the health sector that were nominated, it was felt awareness of the health service within their local community was improved, although broader messages were not identified in the research.  

15.10 Stakeholder quantitative survey

Almost three quarters of stakeholders from the quantitative survey were aware of the Deadly Awards. Of those who were aware of the Deadly Awards, three fifths had watched the ceremony on television, two-fifths had attended the event and one third had voted as part of the event. Three-fifths felt that all or most young Indigenous people watch the Deadly Awards and it was felt that most young people know about the awards. Most agreed that the Deadly Awards has a positive effect on making young people feel good about themselves. In terms of the main value of the Deadly Awards, respondents perceived this to be entertainment value (n=17), increasing Indigenous pride (n=14), makes people feel good about themselves (n=5). Health and education were each nominated by one respondent. Five respondents did not answer the question.

Overall the research suggests that while there were varying levels of awareness of the Deadly Awards, especially among youth, the Deadly Awards are very important within the Indigenous community to acknowledge, celebrate and reward achievement. 

15.11 Suggestions for improvement

The research asked community stakeholders, young people, and nominees if there are any opportunities for improving the Deadly Awards. Most people were very positive about the Deadly Awards, and therefore the suggestions identified generally related to the administration of the event, rather than the overall concept.

15.11.1 Hosting the event outside Sydney

A few participants expressed interest in attending the Deadly Awards, although it was felt that this is not possible for many who live outside the Sydney area, while others felt that the Deadly Awards were very “Sydney-centric”, and therefore less relevant to those living outside Sydney. In response to this there were suggestions for the Deadly Awards, or one component of the event, to be held in an area other than Sydney. For example, there was considerable interest in Nhulunbuy and Yirrkala to hold the sporting awards component in Darwin or somewhere in the Northern Territory, and that this could be combined with awards for youth as well.

Others also identified the NAIDOC ball as an example of an event that has a greater local focus. Another suggestion was to have the Deadly Awards in other capital cities, as these are easier to access, although Alice Springs was also identified as an area that offers considerable symbolism. While several stakeholders identified a preference to change location, if this is financially viable, it was acknowledged that the Opera House as a venue is very symbolic.

15.11.2 Increased promotion 

There were suggestions that the Deadly Awards need more promotion, particularly as there was very little awareness amongst youth. Mainstream media such as television was identified as the best medium for this promotion. Other promotional suggestions included posters, signs at bus stops, flyers, and the internet. 

Others also suggested increasing the promotion to cover past award recipients (“where are they now?”), and to provide the story of the development of the Deadly Awards. It was felt that Deadly Vibe could run an article on the history of the Deadly Awards, as it was seen to be a very interesting story, and one that would demonstrate the benefits of hard work, given that a lot of work has gone into the development of the Deadly Awards.

There were also opportunities identified for promoting the event to the non-Indigenous community, with greater emphasis given to promoting the event in the mainstream press and media, as the coverage in these mediums was seen to be limited. There was a clear desire for this positive story of achievement, celebration and Indigenous pride to be promoted within the mainstream media.

When discussing promotion and coverage of the Deadly Awards, a few nominees suggested that the SBS television coverage could be improved, as all the nominees are not recognised because the footage is cut. 

15.11.3 Format of the Deadly Awards

It was suggested that the Deadly Awards could include a dinner, with the NAIDOC week celebrations given as an example where this works well. It was felt a dinner would offer greater opportunities for socialising and “mingling” (“everyone gets a chance to catch up, and you could talk to the stars”), and would also add more prestige to the event. However, this may have a negative impact in terms of the number of people that could attend, due to cost restrictions and also venue capacity.

15.11.4 Nominations

One of the nominees discussed the nomination process with regards to the health awards, questioning the appropriateness of individual versus organisational nominations. This nominee felt that it was difficult where individuals run against organisations. However, it should be noted that this was only mentioned by one participant, and that while this participant identified this as a potential issue, they were unable to suggest the ideal solution.
15.11.5 Community focus

There was a suggestion in the research that the Deadlys may be viewed as “a bit elitist”, and that “the same people get nominated”. Therefore, it is important that the Deadlys keeps their community base, to maintain levels of community support - “it needs to be grounding for people achieving”.
In relation to this, a few people suggested that there should not be a separate VIP section at the after party, as this reinforces this elitist image. 

15.11.6 Other Suggestions

A few other suggestions were made, although these were only identified by one or two stakeholders:

· Provide accommodation for nominees/winners, as the cost of travel can be prohibitive. In relation to the costs of attending the Deadly Awards, one nominee suggested that the cost of the tickets could be lower for elders, as the cost prohibits many elders from attending the Deadly Awards;

· There are also opportunities to make the tickets available to AMS’ and schools to be given out as awards;

· Ensure that the after-party is at a comfortable venue. There were mixed responses to the Burdekin as a venue, with some saying that it was much better than the Hard Rock Café as it was larger, while others said that having the party on four floors was not appropriate for elders and others who “did not want tot walk to the top floor.”;
· A few participants felt that voting was only possible via the computer, commenting that this is not appropriate for many people in remote areas. This suggests there needs to be greater promotion of the ways that people can vote for the Deadly Awards;

· It was suggested that nominations could be in honour of important achievers (e.g. The Russell Page Award for Dance). It was felt that it is important to remember “people who have done the hard yards and enabled us to have the Deadlys”. Similarly, it was also suggested that elders should be acknowledged more in the Deadly Awards, as “older people have done us proud”. The perception was that if elders and important figures in the development of the Deadlys were acknowledged, “there would be a greater community feel, and [the Deadly awards] would feel more respectful.”; and,

· One nominee suggested that there could be photos taken on a red carpet, “to make people feel special”. Interestingly, the research results do suggest that there are contradictory responses with regards to the image of the Deadly Awards. While a few were concerned that the awards are seen as elitist, it was also clear that the glamour of the event is critical to the image of the Awards as appropriately celebrating Indigenous achievement.

While there were several suggestions for improvements identified among stakeholders with regards to the Deadly Awards, overall the research suggests that these awards are a very important avenue within the Indigenous community to acknowledge, celebrate and reward achievement. This was seen as significant for not only those who are nominated for and/or awarded with a Deadly, but for their family, colleagues, friends and community, as well as the broader Indigenous population. While health outcomes were more difficult to identify in the research, it was clear that the impact on self-esteem, pride and identity were significant. 

Sponsorships of mainstream organisations and media outlets would offer an opportunity to expand the reach of the Deadly Awards, and across the board it was suggested that it would be beneficial for more Australians to be aware of the success and achievements of Indigenous Australians. It should be noted though that this did appear to be happening on a local scale, as local media outlets often published articles on their residents who were nominated for or received a Deadly Award, and this was seen as an important benefit of the Awards.


	
	
	


16. APPENDIX ONE - Case Studies of nominees and winners of Deadly Awards

This section summarises the feedback from interviews with recent nominees and winners of Deadly Awards. Each case study provides information on the nominee, as well as the research results in terms of the perceived impact for themselves, their family and their community.

16.1 Mark Wenitong

Dr Mark Wenitong has been nominated for a Deadly award for the last three years, in the ‘Outstanding Achievement in Aboriginal and Torres Strait Islander Health’ category.

Mark is a GP and administrator with the Wuchopperen Aboriginal Medical Service in Cairns. The youngest of six, he grew up on the outskirts of the Queensland town of Gladstone. His mother, Lorna, was one of Queensland’s first Aboriginal health workers. He was the only one of his siblings to finish high school. 

Mark completed his medical studies in the early 1990s when he was one of the first Aboriginal medical students at the University of Newcastle in New South Wales. A mature student with four children to support, he paid his way through medical school by playing in a reggae and hip hop band. He now plays music purely for enjoyment while his daughter Naomi has gone on to sing with the successful pop group Shakaya. 

After medical school, Mark worked for World Vision in Central Australia, where he was involved in training health workers. During his time in 

Central Australia Mark also had the privilege of learning from traditional Elders and gained a new insight into traditional healing. 

Mark is a senior lecturer at James Cook University’s Medicine, Health and Molecular Sciences Faculty and the incoming president of the Australian Indigenous Doctors Association and he maintains a strong involvement in policy making. He sits on several national health committees as a ministerial appointee. He has published reports on Aboriginal and Torres Strait islander health, and works with Indigenous men’s groups in various communities. He also works with the David Wirrpunda Foundation for Aboriginal children. 

When discussing Mark’s nominations for the Deadly Award, he spoke very positively about the impact this had on him both personally and professionally. 

“It was great, fantastic. For me, as an Indigenous doctor, it’s really a good thing, it’s very positive. It’s great to get community recognition and appreciation.”

In discussing the impact of the Deadly Award nomination, the most positive benefit Mark identified was in regards to his children. While Mark always lists the Deadly Award nomination on his resume, he feels that the recognition from his son and daughter on being nominated has been more significant. 

“It’s been very useful for my son – he sees it becoming more prestigious”

The other significant benefit that Mark identified was in providing additional motivation and encouragement to continue working, striving and achieving in Indigenous health. 

“It definitely makes you want to stick around, there’s a whole other side, it’s positive, and it puts the focus on our mob. You realise that there are so many other people working so hard for our community, and you feel less alone. It is great for health workers.”

When discussing the Deadly Awards, while Mark spoke very positively about the impact of the nominations for him personally and professionally, he also identified the significance of the Deadly Awards for the broader Indigenous community. Mark commented that the Deadly Awards are “central to the celebration of Indigenous achievement, but are more than that, as they are really useful for Indigenous pride. The celebration helps reinforce Indigenous identity – you feel really good and strong”. Given the negative media coverage of Indigenous issues in the mainstream media, Mark felt this celebration of achievement is even more relevant and important, as it demonstrates “what we have done, and is not negative, always about what we haven’t done.”
Mark also spoke very positively about the night itself, reminiscing about the great atmosphere of the Deadlys and the pride and humbleness of the Indigenous people attending the awards. 

“The night is great, Our mob, we’re just so understated, everyone just walks up casually. Everyone is Vibed.”

In the interview, Mark emphasised the significance to the Deadly Awards in maintaining community support. Mark was concerned that there is a growing perception that the awards are “elitist”, and he suggested that it is important that the Deadly Awards “keep their community base, and keep grounded”. He gave the example of several Indigenous doctors that have been nominated, rather than health workers, and he noted that for some this created an elitist image.

When asked about any opportunities for improvement for the Deadly Awards, Mark offered a few suggestions. 

One area that he felt needed further consideration was with regards to nominations, as he felt it was not fair that individuals run against organisations. 

Mark also commented that the NAIDOC ball provided a good example in terms of enhancing the local capacity of the Deadly Awards, involving different Indigenous people in the Awards, and allowing the Deadly Awards to be hosted outside of Sydney. However, Mark acknowledged the significance of having the ceremony at the Opera House. 

Mark suggested that dinner could be provided as part of the Deadly Awards, and that this would improve the social atmosphere of the event and offer a greater chance for people to “catch up”. However, he did identity the potential negative implications of this approach in limiting the number of people that could attend this type of event due to the difficulty in catering for large numbers. 

In terms of awareness and promotion of the Deadly Awards, Mark commented that within the Indigenous community awareness is very high, having noticed the awareness levels in Cairns, and in the health sector, increase over the last three years that he has been nominated. Mark did suggest though that there could be greater levels of promotion and coverage in the mainstream media, as this would offer considerable benefits in providing positive stories of Indigenous achievement to the wider Australian community, especially given the prevalence of negative stories about Indigenous people in the mainstream media.

16.2 Peter Buckskin

Peter Buckskin has been nominated for a Deadly Award for the last three years, and received the Deadly Award in 2005, in the ‘Outstanding Achievement in Aboriginal and Torres Strait Islander Education’ category.

Peter has been professionally involved in Indigenous education for over 20 years and has worked as a teacher in Western Australia and South Australia. He has held posts as chair of the South Australian Aboriginal Education Consultative Committee, ministerial adviser, superintendent of schools in South Australia and a senior administrator. For 12 years Peter was an officer in the Commonwealth’s Senior Executive Service where he occupied a number of strategic positions. 

From 1982 to 1987 Peter was a member of the principal policy advising group to the Federal Government, the National Aboriginal Education Committee (NAEC), while chair of the South Australian Aboriginal Education Consultative Committee. During this time Peter was appointed to the Australian Commission to UNESCO for one term. 

In the 2001 Australia Day Honours Peter received the Commonwealth Public Service Medal in recognition of his outstanding public service in pursuing equality in education for Australia’s Indigenous people. 

In 2002 Peter was promoted to group manager of the Indigenous Education Group within the Commonwealth Department of Education, Science and Training. In August 2002 Peter was appointed Chief Executive of the South Australian Department for Aboriginal Affairs and Reconciliation and at the time of reporting he is responsible for the delivery of the Government’s new Aboriginal Affairs policy – Doing it Right. This policy seeks to have all areas of government take into account Aboriginal Affairs as part of their everyday operations. 

Peter was extremely positive when discussing the Deadly Awards, and spoke of many benefits that he received both personally and professionally. One of the most significant outcomes of the nominations and win for Peter was the impact on his children. 

“It was very close to me – my 13 year old daughter was over the moon, and talking about it to all her mates at school, and my son was pretty pleased too. They knew all about it as they read about the Deadlys all the time in Deadly Vibe.”

Indeed, given Peter’s interest in Indigenous education and young people, it is not surprising that he spoke passionately about the significance of the awards for youth, especially with regards to pride and self-esteem.

“I hope they [the Deadly Awards] go on forever, as you can see the pride on people’s faces. It really is our Academy Awards, everyone styles up, everyone looks so beautiful on the night, and we’re faced with something positive, a real celebration of us – you can’t get enough of it, because our kids are in a dark, dark place at the moment, and it’s important for them to see this positive face of Aboriginal achievement. That’s why I love the magazine as well, as young kids need positive stories. Our kids really need to see the positive stories.”

As well as discussing the impact with regards to his children, and young people more broadly, Peter spoke about the impact personally in terms of pride and self-esteem. Several aspects of the Deadly Awards appeared to play an important part with regards to personal pride, although the key themes that emerged were the focus on being recognised by your peers, feeling that what you had achieved was very worthwhile, and realising that you were known in the community. 

“It’s important because your own peers are doing it (voting). It is black fellas patting each other on the back…I was chuffed that my own people were giving me an award, especially as I was up there with excellent nominations.”

“One thing that’s special about being nominated and winning it last year, was the fact that I’d been out of education for a long time, and still people were talking about my legacy. The culture I left behind was still around.”

“The fact that I get a lot of hits on the nomination process was great – I was really thrilled and surprised to win it.”

For Peter, winning the Deadly Award instigated many celebrations in his community, as well as generating greater recognition within the broader Indigenous community. Peter spoke of many functions that had been hosted to celebrate his Deadly Award win, including a surprise party at the Aboriginal college, and parties at his workplace. 

“The Aboriginal college put on a surprise function for me, and it wasn’t until I drove into the driveway that I realised what was happening. My kids were there, and they were able to participate, which was great (Peter has teenage children). At the college they also had my photo with the word Deadly underneath it on a badge, and people were walking around with my photo.”

“At work they had a photo up and streamers. The workplace is majority white, with just three or four Aboriginal staff, and they were all over the moon.” 

“I was real shamed – when they picked me up from the airport, they had signs saying congratulations in Koori colours.”

Interestingly, Peter also noted that he is often asked to bring the Deadly Award along to functions and community visits, as people want to see the trophy.

“A lot of people came to see what a Deadly looks like. I’ve been asked to take it out when I go out to places.”

Peter identified the high level of community awareness surrounding the Deadly Awards, and the positive impact that the awards have on the community, especially in terms of the education and health awards. Peter gave many examples of the impact that this high level of awareness has had for him. When Peter is travelling in Indigenous communities, he said that he is often introduced as “One of the fellas that won a Deadly”. 

“If you work in Aboriginal affairs, you can understand the impact that the Deadlys have. It’s really good that they have education and health awards.”

“Whenever people introduce me they always say Deadly Award winner. I have a public service medal and an Australian day honour, and two international awards for teaching, but people usually put up the Deadly as the number one thing – even with the principles in the schools – it’s even recognised in the white community.”

Peter spoke of awareness of the Deadly Awards in the non-Indigenous community, referring to a few people who were interested in Indigenous affairs watching the Deadly Awards. Peter also plays his part in promoting the Deadly Awards to the non-Indigenous community, and enjoys explaining the meaning of ‘Deadly’ and therefore the significance of the Deadly Awards.

In discussing the Deadly Awards, Peter had many positive comments to make about the Deadly Vibe magazine. He has noticed this magazine in many places, including schools and AMS organisation, and feels that because of the cross-promotion of the Deadly Awards in the Deadly Vibe magazine, there are high levels of awareness of the awards among readers. The magazine was viewed positively, as an important vehicle to support health, literacy and numeracy outcomes, and Peter was “pleased to see education and health playing a strong part in the magazine.“
In summary, Peter was extremely positive about the Deadly Awards, and he felt the awards are important in celebrating success, and reflect his personal philosophy from his “teaching days” of the importance of acknowledging and rewarding success and/or “moving forward”. Not only did Peter identify several benefits for himself in being nominated and winning a Deadly Award, he also highlighted the significance for the wider Indigenous community.

“It is a positive story, and we’re great story tellers. The best thing we can do as a culture is share and talk about our successes – it surprises me really, given that we are such a small percentage of the Australian population, yet there is so much talent.”

16.3 Rayma Johnson

Rayma won the Deadly Award for Dancer of the Year in 2005.

Rayma Johnson is from Griffith in NSW. She is a Descendant of the

Wiradjuri Nation. She began her Dance Training with Redfern Dance

Theatre in 1987 and later with AIDT which in later years became

NAISDA. 

Rayma’s Dance performances include the Atlanta Olympic Games Flag Handover Ceremony in the United States, as part of Bangarra’s Fish, Albert David’s Bipotim performed as part of Bangarra Dance Theatre and GIZ performed at the Performance Space. She has also performed at the Opening Ceremony and in Wiridjirribin the Lyrebird for the Festival of the Dreaming, at the launch of the Centenary of Federation, Jason Pitt’s Scars and Sydney Dreaming at Bicentennial Park. 

One of Rayma’s career highlights was in 1998 when she performed the duet Catch with Russell Page (deceased), her then partner and father to her three children Rhimi, Rikarli and Rininya in Bangarra’s production of Fish. 

Rayma has worked with many choreographers, including Mathew Doyle, Raymond Blanco, Albert David , Bill Pengelly, Marilyn Miller and Bernadette Waylong. She also choreographed for and danced in a segment for the 2003 Opening of the Rugby World Cup.

Rayma has also appeared in the television series, Farscape and Water Rats, and in a series of short films – One Born Every Minute for Tropfest, and Inasmuch for Indigenous Short Films. Rayma has also appeared in The Matrix Reloaded, and she is also choreographer and dancer for Garrabarra Dance Company under the Direction of Rhoda Roberts. 

When discussing the Deadly Awards with Rayma, words like overwhelming, very emotional, proud and role model were used. Rayma spoke of many benefits from receiving the Deadly Award, and these focused on the positive impact on her family, the enhanced motivation professionally, and the pride of being recognised and acknowledged in the community. Rayma was “proud to be recognised, and proud of what she had achieved.” As well, Rayma mentioned that the dancer category was only recently introduced to the Deadly Awards, and that the addition of this award came about due to conversations that Rayma and Russell Page had with Vibe, and this had the effect of enhancing the pride Rayma felt with winning the Deadly Award.

“I am doubly honoured to receive it and to support Indigenous dancers.”

Professionally, Rayma felt that the Deadly Award reinforced the importance of her work. She spoke of the award making her “want to keep going, doing what I do, and that the hard work has paid off.” More importantly however, it appears that for Rayma the Deadly Award has also encouraged her to become more active in the community. 

“My satisfaction is that I inspire others, inspire them to never give up, I’ve done it. You can give back to the community, tell them that ‘you can achieve anything’. I have been more active since the award – I want to inspire the younger generation, I feel it’s important, I’ve thought about it – you can’t just shelf the award and go on, you need to do further work, getting out to country towns to help them. You need to give back to younger kids.”

“The Deadly Awards have acknowledged us, it is now up to us to change the future. There are heaps of people who go unrecognised, so if your are recognised, you should aim to inspire youth and tell them that ‘you can do anything you want.’”

Coverage as a result of the Deadly Award win was seen to assist in generating interest within the community. Rayma discussed an article on her that had been published in Griffith (where Rayma grew up), and she felt this was positive as “it inspires kids in country towns, and is also really positive for the non-Indigenous community to acknowledge Indigenous people.”
As with all the nominees, the impact of the award on family was seen as an important benefit. Rayma noted that for her children, seeing her win the award, “made them feel proud.” As well, her extended family also benefited.

“My family know I’ve done the hard yards, it was overwhelming for them, they were quite proud.”

In terms of impact on the broader Indigenous community, Rayma felt it generated “pride in our people”. 

“To see all these people in the one place, can only inspire you – people talk about it for months.”

Rayma also felt that the awards have an impact on Indigenous youth, and that the awards can help strengthen young people, and also discourage the use of drugs.  

“Culture is going to make a difference, strengthen them (younger kids), help them get away from drugs.”

When asked about suggestions for improvement, Rayma identified a few opportunities. In terms of promotion, Rayma acknowledged that the level of awareness within the Indigenous community had grown significantly in recent years, although she suggested that more could be done to increase awareness levels, such as through posters, signs at bus stops, and flyers. Rayma also suggested there were opportunities to increase the level of promotion and awareness of the Deadly Awards in the mainstream community.

Other suggestions included:

· Including awards in honour of key people in the relevant field (eg Russel Page for dance). 

“You can’t forget the people who have done the hard yards and enabled us to have the Deadlys”.
· Have more references to elders “as they’ve done us proud”. Rayma suggested that this would generate a more positive community feel, as well as be seen as more respectful.  

· Offer discount tickets for elders, as the ticket cost is often prohibitive for older members of the community.

· Provide dinner and table service as part of the award ceremony.

· Ensure the after-party is in a comfortable venue. Rayma felt that having the party over four floors was not convenient for older members of the community.

16.4 Stephen Hagan

Stephen won a Deadly Award for Outstanding Achievement in

Literature in 2005.

Stephen Hagan is a descendant of the Kullilli and Kooma people of

south-west Queensland. Born in 1959, his early years were spent living

in a fringe camp on the outskirts of Cunnamulla. 

When he was seven, Stephen’s father moved his family into a brand

new house in town. This was a defining point in Stephen’s life, as he became conscious of the huge socioeconomic gaps between Aboriginal kids and white kids.

Stephen’s achievements in high school saw him go to boarding school in Brisbane where he was one of only a few Aboriginal students. In 1979 he took up teacher training, however he soon became disillusioned with being forced to teach what he regarded as racist government-approved texts. 

Stephen made a career move to Canberra to work under leader Charles Perkins. He received a posting as a Foreign Affairs attaché in Sri Lanka and became Australia’s first-ever Aboriginal diplomat. In between business ventures and his stint as a diplomat, he worked as a government bureaucrat in education and Aboriginal affairs with State and Federal institutions in the ACT and Queensland. 

In recent years Stephen has been best known as a commentator on race relations, in particular for his relentless legal battle to remove the word “Nigger” from a sign at a sports ground in the Queensland town of Toowoomba. In 2005 he launched his autobiographical book The N Word – One Man’s Stand.

He is married with two children and is currently a lecturer at the University of Southern Queensland, where he is also studying for his PhD. 

When discussing the Deadly Awards, Stephen spoke about the event being both unique and prestigious, as there are few other avenues for celebrating Indigenous success. Stephen also identified the positive impact on his family, explaining that they were very proud.

When asked about the benefits of receiving a Deadly Award, for Stephen the impact professionally had been very significant. Although Stephen acknowledged that prior to receiving the award he had a profile in the community, the award had the effect of making him feel “more established as a writer.” He mentioned that he was profiled in front page articles in the local newspaper and also on the local radio station, with people in the community becoming aware of who he was. Since receiving the Deadly Award Stephen has written two more books, and he feels that the Award encouraged him to do this, as he “felt that people enjoyed his writing.” Stephen also mentioned that the Award made him feel that the field he has chosen professionally is worthwhile. 

Stephen highlighted the positive benefits that the Deadly Awards offer for the broader Indigenous community. He feels the Deadlys are important because they reward people who are gifted in the Indigenous community, and that the Awards are very well respected within the Indigenous community. Stephen mentioned that receiving the Deadly Award is always included in any introduction of him when he is doing talks in the community.  As well, the award is standing proud in Stephen’s house, “and everyone who visits looks at it.”

It was also acknowledged that the Deadly Awards have special significance because they are given by Indigenous people to Indigenous people.

“I feel proud because it’s the first award I have won, and because it came from the Indigenous community.”

When discussing the Deadly Awards, Stephen also made several positive comments about Deadly Vibe. He felt the magazine is important because it promotes the Deadly Awards to young Indigenous people (including informing people of who is nominated and how and when they should vote), and because it encourages “kids to look up to their own Indigenous role models.”
When asked about opportunities for improvement, Stephen made a few minor suggestions. He thought the Awards were fantastic, and very well organised, and the only opportunities for improvement related to the after-party. He suggested that this could be more organised, and that it should not have a separate VIP section, as this did not create the right image for the awards. 

Overall, for Stephen the Deadly Award had a significant impact professionally and personally.

“I now feel established as a writer…I feel proud because it’s my first award, and it came from the Indigenous community.”

The Donovans
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The Donovan’s have been nominated for a Deadly Award six times, and in 2004 won the Deadly Award for Band of the Year.

The Donovans have been around for a number of years. The band consists of Michael Donovan on bass guitar and lead vocals, Ashley Donovan on rhythm and lead guitar and backing vocals, Merv Donovan on lead guitar and backing vocals and Troy Russell on drums. 
The Donovans have played with the likes of Col Hardy, Jimmy Little, Rodger Knox, Vic Simms and Troy Cassar Daley. Michael has toured Australia with the legendary Brian Young Show and is the musical director for the Aboriginal Showcase held annually at the Tamworth Country Music Festival.  Michael was also a member of the Band Runaway Train which was nominated for a Golden Guitar in 1998.

The brothers are multi-talented, sharing drums as well as lead and rhythm guitar. The band plays a mixture of music, but still manages to keep it country. 

The Donovans were nominated for two Deadly Awards in 2003. Recent gigs have included the 2004 Tamworth Country Music Festival, the 2004 Survival Concert at La Perouse and the 2004 Yaban Concert at Redfern in Sydney.

As part of the research Michael Donovan was interviewed. He was extremely positive about the Deadly Awards, and spoke of the benefits professionally, personally and for his family. From the outset, it was clear that Michael was very proud of their nominations and win.

“Winning the Deadly was fantastic – it shows you are recognised throughout Australia – it is something you can put down on your resume, and it is something I’ll talk about for the rest of my life, and that goes for all the boys. We’re sharing the trophy, and it’s currently at my brothers house.”

One of the main aspects of the Deadly Awards that resonated strongly with Michael was the recognition from the Indigenous community that the awards represent. 

“It’s a special time getting nominated by Indigenous people and getting votes from your peers, community, family and friends. We’ve been in the industry for 25 years – it is icing on the cake to win it, especially because we were nominated with a lot of big name bands…We have been nominated six times, and that makes me think we have a big following out there. To be nominated is such a buzz, and even if you only win once, it makes you think a lot of people must like our music. It’s amazing to be recognised by Aboriginal people.”

The award had a direct impact for the Donovans in terms of performing. Michael mentioned that after receiving the Deadly Award in 2004, the band had 15 gigs in three months. As well, the NAIDOC celebrations following the 2004 Deadly Award win, they had 14 gigs in eight days (from Liverpool to Batemans Bay). Michael noted that winning the Deadly Award had a lot to do with the increase in the performances they were doing at the time. 

In discussing the Deadly Awards, Michael identified the level of participation in the awards among the community. Michael works in the Redfern area, and he said that as soon as the nominations start “it’s a buzz in Redfern, as people are on their computer voting.” Michael also felt awareness in the country areas is also quite high, noting that awareness in Macksville (where Michael grew up) was very high. Given that the Donovans have been nominated six times, it is not surprising that awareness in Macksville is high. 

Michael spoke of the impact of the nominations and win on his family. 

“The whole family and extended family got tickets for the Awards. It was a buzz. It’s a very special thing – goes right through to all our family, brothers, sisters, kids, even the family back home in Macksville.”

Another benefit of the Deadly Awards that Michael identified was the positive impact in terms of community work. Michael feels that having a Deadly Award increases the level of interest shown by the community, and therefore encourages broader participation. 

“I do a lot of community work and fundraising, especially on the block (in Redfern), and whenever I’m introduced they always say 2004 Deadly Award winner. People still come up to me and ask if I still have my ring. The Deadly Awards have helped a lot with the community work.”

Recognition of the Deadly Awards was seen to be high. Michael said that it was identified on a poster for their band at the Tamworth Country Music Festival.

When asked about opportunities for improvements, Michael felt that the Vibe team are currently doing an excellent job, and that there is very little room for improvement.

“Vibe excel, and it continues to get bigger and better. I think the Vibe team is excellent – they do so much to make it happen.”

Michael also noted that the venue for the after-party has improved, as the number of people attending the after-party has grown enormously, and therefore it is appropriate that a large venue be used. 

16.5 Mick Adams

Mick was nominated for a Deadly Award for Outstanding Achievement in Aboriginal and Torres Strait Islander Health in 2004 and 2005.

Mick Adams has over 30 years experience in Aboriginal and Torres Strait Islander affairs and has published a number of books and articles on health and wellbeing related issues. Mick has qualifications in the fields of social work, Aboriginal community development and management and a Masters in Indigenous Research and Development. 

Mick is currently studying for a Doctorate in Public Health. This will enable him to undertake a survey to better understand the prevalence and impact of male sexual and reproductive health disorders on Aboriginal and Torres Strait Islander communities. It is the first time such a study has been undertaken by an Aboriginal man. 

Mick is chairperson of the National Aboriginal and Torres Strait Islander Male Health and Wellbeing Reference Committee Working Group, which has been responsible for drawing up a national framework for improving the health and wellbeing of Indigenous males. He is also currently involved in community consultation focusing on Suicide Prevention, Intervention and its impact on family and community. He is an Indigenous representative for the Advisory Screening committee of Breast Cancer and Cervical Cancer, National Heart Stroke Vascular Health Strategies, National Diabetes Strategies and the NH&MRC Cardiac Rehabilitation Working Committee. Mick is also the Chairperson of Aboriginal and Islander Community Health Service (AICHS) Brisbane and the Secretary of the Queensland Aboriginal & Islander Health Council (QAIHC) 

Mick attended the Deadly Awards in 2004 and 2005, and spoke fondly of being nominated for the Outstanding Achievement in Aboriginal and Torres Strait Islander Health both times. Being recognised by the community was seen as very significant for Mick, as was the pride felt by his family and work colleagues who “were ecstatic.”
“It felt great. Even though I didn’t win, I was recognised as someone contributing to health, and I was up amongst great people. It was great as a milestone and an achievement, it’s good to be recognised by other people for the work I was doing. I was surprised at the attention – I have always watched the Deadlys and never thought I’d be nominated.”

In discussing the Deadly Awards, Mick noted that they were a prestigious event that recognised good leaders and role models. It was felt that this was very important given the constant barrage of negative stories about Indigenous people. Mick also highlighted the benefits in recognising “ordinary” people, with a clear preference for the health and education awards. Mick believed that sports people, for example, are often in the limelight, which is why the Deadlys are important for recognising other important areas of achievement.’

“People don’t go out of their way to get put up on a pedal stool – it is great for ordinary people to be recognised…Makes Indigenous people proud in themselves because we have an awards system – recognition, pride, self-esteem”

Professionally the Deadly Awards were seen to have a positive impact with regards to health, as the nomination provided a forum for promoting men’s health, and Mick felt that this “gave men’s health the prompt it needed.” As a result of his nomination Mick was also promoted on national radio (2GB and ABC), discussing the work he was doing in the community.  
Mick spoke of the growing awareness of the Deadly Awards in the community, commenting that most people in Brisbane are aware of the Deadly Awards. 

Mick was asked whether he felt there were any opportunities for improvement. Most of Mick’s suggestions related to the television coverage, as he felt this offered considerable opportunities in enhancing awareness both among the Indigenous and non-Indigenous community. In relation to the television coverage, the following suggestions were made:

· Mick felt that the televised event had a lot of the Awards ceremony “cut out”, but that this should not happen as people in the community wanted to see it all. In particular he was concerned that the televised program did not recognise all of the nominees. 

· Mick also felt there are opportunities to increase exposure by having a segment leading up to and following the Deadly Awards that promotes Indigenous achievement (for example, have a story on someone who won the award three years ago, and show where they are now).

Another suggestion regarding promotion included having a story in Deadly Vibe on the history and development of the Deadly Awards. Mick noted that a low of work has gone into the development of the Awards by the Vibe team, and this would be an interesting story to highlight in the Deadly Vibe magazine.

Mick also suggested that the evening could include a gala dinner, providing more opportunities for people to socialise and “talk to the stars”, as well as adding prestige to the event. Mick also felt photos could be taken on a red carpet to again emphasise the glamour of the event and “make people feel special”. One final suggestion was to offer free accommodation to nominees and/or winners, as this may increase the attendance levels at the Awards.

The other suggestion made by Mick, and many other participants in the research, was to promote the Deadly Awards more widely to the non-Indigenous community.

17. Appendix 2: Key points of interest in each community audit

The following sections detail key points of interest and difference in the locations visited as part of the community audits.

17.1.1 Broome

Awareness of all the products was lowest in Broome, despite the fact that the community had hosted the 3on3( basketball competition in 2004. Roughly half of the participants had heard of Deadly Vibe magazine and the 3on3(, a few had heard of the Deadly Awards and none had heard of InVibe magazine or Deadly Sounds. The lack of awareness of the Vibe products may be explained by the presence of Goolarri Media in Broome. Goolarri Media is an Indigenous media organisation that produces community radio and television that is broadcast across the Kimberley region. Participants in Broome were much more likely to access Goolarri Media than other forms (such as some of the Vibe products), as they are locally produced and considered more relevant.

The youth workshops in Broome revealed that many youth were familiar with and regularly accessed youth services such as the PCYC and the youth drop in centre. All participants were aware of the local AMS in Broome (BRAMS – Broome Regional Aboriginal Medical Service), and most had accessed this service at some point in the past. Interestingly, in all of the youth workshops, participants mentioned the ‘Kids Helpline’ as an organisation they would speak to if they were in need of assistance about a health or personal issue. This suggests a high level of awareness of this service by youth.

17.1.2 Yirrkala

Yirrkala is a remote Indigenous community located in East Arnhem Land, approximately 20km from the town of Gove (Nhulunbuy). The 3on3( basketball competition was held for the first time in Yirrkala in 2005. Research was conducted with youth and stakeholders in both Yirrkala and the town of Nhulunbuy in order to compare the impact of the Vibe products in both communities.

Research with youth in Yirrkala required the use of an interpreter as English is usually the second, third or fourth language spoken. In Yirrkala, youth were very positive about the 3on3( and the event was clearly of great importance to the whole community. Stakeholders in Yirrkala explained that the 3on3( was extremely important to young people in Yirrkala as there were no other youth-specific events run throughout the year. The community was also very under-resourced and this often meant that young people did not have many opportunities to take part in organised sporting competitions or teams / events.

Roughly a quarter of young people had seen Deadly Vibe magazine previously, though teachers felt that the magazine was less relevant to youth due to lower levels of English language proficiency. Nevertheless, youth reacted positively to the magazine and were particularly engaged with images of football players and the Garma Festival that is held in Yirrkala. There was less awareness of many of the Indigenous personalities featured in the magazine. None of the young people had heard of InVibe or Deadly Sounds radio program and many youth required an explanation of what radio was, as the community does not have radio reception. One participant in Yirrkala was aware of the Deadly Awards. Stakeholders in Yirrkala were aware of the 3on3(, Deadly Vibe magazine and the Deadly Awards but unaware of Deadly Sounds and InVibe magazine.

With regard to youth in Gove / Nhulunbuy, the results were fairly similar although slightly more participants had heard of Deadly Vibe magazine and one or two youth had heard of Deadly Sounds radio program.

Both Nhulunbuy and Yirrkala have Aboriginal Medical Services and youth appeared comfortable with accessing these if needed. However, feedback from stakeholders in Yirrkala indicated that youth in Yirrkala were less likely than young people in Nhulunbuy to access these services when they are ill.

17.1.3 Melbourne

Numerous participants consulted as a part of this research felt that Melbourne was a relatively small but close-knit community compared with other urban cities, particularly Sydney. Also, compared with other communities, it was felt to be a more diverse Indigenous population as the city was home to those who had “come from all over”. Participants felt there was more flexibility to ”be who you want to be” in Melbourne as the Indigenous community was small enough to be a part of, but large enough to ‘hide’ in. 

Overall awareness of the Vibe products in Melbourne was generally quite strong, though for some of the Vibe products whose delivery was tied to geography (for example, 3on3( and, to a lesser extent, the Deadly Awards) awareness was, not surprisingly, lower. 

Melbourne represented the most cluttered media environment of all the communities consulted as a part of this research. That is, there was a wide range of media channels available to the community both in terms of mainstream media and Indigenous-specific channels. In this context, it therefore becomes more challenging to engage the community with radio programming which is traditionally thought of as a less engaging media channel. 
17.1.4 Gladstone

Gladstone is located on the Central Coast of Queensland, south of Rockhampton. The Vibe 3on3( basketball competition was held in Gladstone for the first time in 2006 and was attended by CIRCA consultants as part of this research. The 3on3( competition was held in Rockhampton in 2005 and members of the Gladstone community approached Vibe directly to request the event be hosted in Gladstone. 

The Gladstone 3on3( competition was well attended by both Indigenous and non-Indigenous youth from Gladstone and Rockhampton, and there were clearly high levels of enjoyment and engagement by all youth involved with the event.

Almost all of the youth in Gladstone had heard of Deadly Vibe magazine and regularly accessed it at school. There were high levels of interest shown in the magazine, but some requested that more Indigenous people from the Gladstone area be featured in the magazine as it was considered to focus on Indigenous people from the Northern Territory and northern Australia.

Most of the participants were aware of the Deadly Awards, although no-one was aware of InVibe magazine, and one participant had heard Deadly Sounds before when visiting Rockhampton. It is important to note that Deadly Sounds is not broadcast in Gladstone. Stakeholders in Gladstone were aware of 3on3(, Deadly Vibe Magazine and the Deadly Awards but were unaware of InVibe magazine and Deadly Sounds. 

Most youth participants were unaware of the local AMS and indicated that they had not visited the service before.

17.1.5 Taree

The Vibe 3on3( competition was held in Taree in March 2005 and stakeholders reported that it was well attended by Indigenous and non-Indigenous youth from the community. Stakeholders and youth were very positive about the 3on3( and were eager to host the event again in 2007.

Most of the youth in Taree were aware of Deadly Vibe magazine and older participants were more likely to have seen it than younger participants. Only one youth participant had heard of Deadly Sounds, despite the fact it is broadcast in Taree. None of the youth participants had heard of InVibe magazine or the Deadly Awards. Stakeholders in Taree were aware of 3on3(, Deadly Vibe Magazine and the Deadly Awards but were unaware of InVibe magazine and Deadly Sounds.

Youth participants in Taree were aware of the AMS and nominated it as one of the places to visit if they were sick.

17.1.6 Wollongong

Most participants in Wollongong had heard of Deadly Vibe magazine, though there was very little awareness of the Deadly Awards and only one or two participants were aware of the3on3( basketball competition, as it is not held in the Wollongong area.

Deadly Sounds is not broadcast in Wollongong and therefore only one participant had heard of it before. None of the participants were aware of InVibe magazine.

Most of the stakeholders in Wollongong were aware of Deadly Vibe magazine and the Deadly Awards, though none were aware of the 3on3( basketball competition, InVibe magazine or Deadly Sounds:

“I can’t believe I’m an Indigenous person, and work in Indigenous health, and don’t know about many of these things. I’d liked to see more promotion [of these products] as they are definitely worthwhile.” (Stakeholder Wollongong)
Wollongong has an important youth network called the Koori Youth Network. The Koori Youth Network (KYN) is a youth program developed by the Illawarra Aboriginal Medical service (IAMS). The Illawarra Aboriginal Medial Service supports KYN in all their activities and programs. The focus of the group is healthy lifestyles, drug and alcohol free and Indigenous leadership. As a result of the KYN, many youth participants are well acquainted with their local AMS.
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Total: Awareness of Deadly Sounds
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Youth survey: Feelings towards Deadly Sounds
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Youth survey: Attitudes towards The Deadly Awards
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Youth survey: What programs do you listen to?
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Readership survey: Suggestions for Deadly Vibe
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Readership survey: 3 best things about Deadly Vibe
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Readership survey: Access to Deadly Vibe by location





% Total Sample (n=320)

Where?

At school

At my home

At a health service

At someone else’s house

At work

At a community centre

Somewhere else

Urban Difference vs. total (n=93)

Regional Difference vs. total (n=223)











CULTURAL & INDIGENOUS
RESEARCH CENTRE AUSTRALIA




63


57


15


15


7


7


6


-10


8


-2


7


1


4


3


4


-4


2


-3


0


-2


-1





_1223193766.ppt
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6


12


4


3


2


8


Total  6-11 yrs 12-14 yrs 15+ yrs Urban Non-urban


No answer 


I don't like it


It's OK


It's deadly





_1223193742.ppt


Youth survey: Frequency of reading Deadly Vibe





Base: All youth survey respondents aware of DV (n=195)

Age

Location

Total
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23


35


17


20


33


18


53


43


48


60


50


54


21


16


33


19


15


24


3


6


2


1


2


4


Total  6-11 yrs 12-14 yrs 15+ yrs Urban Non-urban


No answer 


Hardly ever


Sometimes


Heaps





_1223193205.ppt


Ever attended a 3on3  ?





Base: All survey respondents aware of 3on3  (n=116 youth; n=144 readership)

79% of these participants recalled hearing stuff about being healthy at 3on3
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36


73


Total youth survey Total readership survey


% Yes
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Youth survey: Attitudes towards 3on3 





Base: All youth survey respondents aware of 3on3  (n=116)
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57


47


66


74


29


30


19


13


5


14


5


3


9


9


10


9


When I'm at the 3on3, I


feel good about myself


3on3 helps me know


where to go if I'm sick


3on3 teaches me about


being healthy


3on3 makes me think I


should be careful with


drugs and alcohol


Agree a lot Agree a bit Don't agree No answer





_1223193389.ppt


Youth survey: Awareness of Deadly Vibe





Base: All youth survey respondents (n=248)

Age

Location

Total
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79


72


75


86


79 79


17


25


17


10


13


18


5 3


8


4


8


4


Total  6-11 yrs 12-14 yrs 15+ yrs Urban Non-urban


No answer


No


Yes





_1223193214.ppt


Youth survey: Feelings towards 3on3 





Base: All youth survey respondents aware of 3on3  (n=116)

“When I ‘m at the 3on3 I feel…”

Proud

Happy

Nothing

“What do you think of 3on3?”
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47


38


3


Youth Survey (n=116)














71


21


3


Youth Survey (n=116)


I don't like it


It's OK


It's deadly





_1214980793.ppt


Youth survey: Magazines / newspapers participants like to read





Base: All youth survey respondents (n=248)

		 Higher for those 15+ years (64%)

		 Urban 64% vs. Non-urban 44%
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12


2


2


2


5


6


8


11


18


25


26


28


50


44


42


Other


K Zone


Cleo


NT News


Who Weekly


NW


National Indig. Times


Streetwise comics


Motor


TV Week


That's Life


Koori Mail


Girlfriend


Dolly


Deadly Vibe





_1223191520.ppt


Youth survey: Attitudes towards 3on3 





Base: All youth survey respondents aware of 3on3  (n=116)
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74


75


65


13


13


19


4


3


8


9


9


9


3on3 is a fun way to


learn new skills


3on3 is fun because


you can play in a team


3on3 makes me feel


proud to be Aboriginal


Agree a lot Agree a bit Don't agree No answer





_1223191836.ppt


Youth & readership surveys: Sources of health information





Base: All youth and readership survey respondents; (n=248; n=320)

		 Skew towards ‘school / teacher’  for younger participants

		 Skew towards Vibe Magazine for older participants
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7


14


15


25


27


42


45


53


56


58


67


9


14


16


53


18


19


25


28


23


50


46


36


44


44


23


34


34


Deadly Sounds


Aboriginal co-op / CDEP


Festivals / Community events


Vibe Magazine


Internet


Radio


Magazines


Hospital


Friends


AMS / Health clinic


Doctor


TV


Family


School / teacher


Youth survey


Readership survey





_1215194350.ppt


Ever read InVibe?





Base: All survey respondents aware of InVibe (n=53 youth; n=83 readership)

9% “Heaps”; 47% “Sometimes”; 38% “Hardly ever”
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75


58


Total youth survey Total readership survey


% Yes





_1215195139.ppt


Youth survey: Attitudes towards InVibe





Base: All youth survey respondents aware of InVibe (n=53)
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40


53


40


28


19


30


8


6


6


25


23


25


InVibe is a fun way to


learn new things


InVibe tells me what


deadly stuff other ATSI


people are doing


InVibe is good because


it tells it how it is


Agree a lot Agree a bit Don't agree No answer





_1215194180.ppt


Readership survey: Awareness of InVibe





Age

Location

Total

Base: All readership survey respondents (n=320)
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26


21


33 33


16


25


26


25


71


73


66


65


81


71 69


72


3


5


1


3


3


4


5


3


Total  6-11 yrs 12-14 yrs 15-17 yrs 18-30 yrs 31+ yrs Urban Non-urban


No


answer


No


Yes





_1215172484.ppt


Youth survey: Feelings towards The Deadly Awards





Base: All youth survey respondents aware of DA (n=113)

“When I watch The Deadly Awards I feel…”

Proud

Happy

Nothing

“What do you think of The Deadly Awards?”
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50


36


9


Youth Survey (n=113)














65


32


1


Youth Survey (n=116)


I don't like it


It's OK


It's deadly





_1214378053.ppt


Readership survey: Frequency of reading Deadly Vibe





Base: All readership survey respondents (n=320)

Age

Location

Total
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53


44


40


43


77


75


56


52


39


45


49


50


23


23


37


40


6


9 9


8


1


6


6


2


3


2


1


2


Total 6-11 yrs 12-14 yrs 15-17 yrs 18-30 yrs 31+ yrs Urban Non-


urban


No answer 


Hardly ever


Sometimes


Heaps





_1214388374.ppt


Attitudes towards Deadly Vibe





Mean score

2.4

2.6

“Deadly Vibe teaches me about being healthy”

Nett Agree: 86%

Nett Agree: 80%
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39


59


41


27


8


4


11


10


Youth survey


Readership survey


Agree a lot Agree a bit Don't agree No answer





_1214653952.ppt


Youth survey: Attitudes towards Deadly Sounds





Base: All youth survey respondents aware of DS (n=83)
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35 37 16 12


DS helps me


know where to go


if I'm sick


Agree a lot Agree a bit Don't agree No answer





_1214897406.ppt


Youth survey: Ideal ATSI radio program 

Base: All youth survey respondents (n=248)

“If you were in charge of a radio program for ATSI people, what would you include in it to make it great?”

		
Base: All youth survey respondents		%
(n=248)

		Deadly / good songs & music		17%

		Indigenous / tribal music		13%

		Interviews with famous ATSI people (e.g. Cathy Freeman)		10%

		More songs		9%

		More competitions / prizes to win		7%

		More news		7%

		Rap music		6%

		R‘n’B songs		6%

		Country songs		5%

		Mention of youth (e.g. youth segment)		2%
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_1214396029.ppt


Attitudes towards Deadly Vibe





Mean score

2.5

“I like to read the stuff in Deadly Vibe about getting a job or planning for your future”

Nett Agree: 81%
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51 30 7 12 Readership survey


Agree a lot Agree a bit Don't agree No answer





_1214381308.ppt


Frequency of listening to Deadly Sounds





Base: All survey respondents aware of DS (n=83 youth; n=163 readership)
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18


25


57


53


23


7


Total youth survey Total readership survey


Hardly ever


Sometimes


Heaps
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Youth survey: Awareness of 3on3 





Base: All youth survey respondents (n=248)

Age

Location

Total
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47


68


39


38


46


47


48


31


52


58


45


51


5


1


9


4


9


2


Total 6-11 yrs 12-14 yrs 15+ yrs Urban Non-urban


No answer


No


Yes





_1214371291.ppt


Youth survey: Do you listen to Aboriginal programs on radio?





Base: All youth survey respondents (n=248)

Age

Location

Total
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55


58


45


60


58


55


Total  6-11 yrs 12-14 yrs 15+ yrs Urban Non-urban


% Yes





