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Executive summary 

The Alannah and Madeleine Foundation (AMF) was funded through the Online Safety Grants 
Program to develop and implement a program that reduces technology-facilitated harm of a 
sexualised nature (i.e. online abuse) perpetrated by young men aged 15-17. The AMF commenced 
work in December 2020, and began collaborative activities with the Swinburne research team in 
March 2021, with the working title Improve Your Play.  
 
Partnering with Swinburne University of Technology, AMF aimed to co-design an innovative and 
evidence-based intervention that focuses on increasing the capacity of young men to make ethical 
decisions when initiating, responding to and/or sharing online communications of a sexual or 
intimate nature.  
 
The project’s output, Crushed But Okay, was released in April 2022. It seeks to build young men’s 
capacity to manage their feelings in response to perceived rejection and to model respectful and 
ethical online communication. This innovative approach seeks to complement existing resources 
that aim to change attitudes around masculinity, increase awareness of the impact of image-based 
abuse and online harassment, or to model bystander intervention.  
 
This project involved the development of four videos where Australian influencers (social media 
content creators) aged 17-21 react to social media posts and direct message (DM) screenshots 
involving rejection. The videos were distributed through a social media campaign on Instagram and 
TikTok, including paid advertising targeted to young men aged 15-17 on Instagram, and organic 
distribution via the participating influencers accounts on Instagram and TikTok. An accompanying 
website houses a resource kit that encourages young people to normalise their experiences of 
rejection by sharing their experiences and/or creating content online. 
 
Resource production adopted Agile and Human-Centred Design approaches to co-design with 
young men and women aged 15-21. This participatory approach is particularly significant given that 
young men aged 15-17 have been a hard to reach cohort for sexuality and relationship educators 
(McKee et al., 2014). To embed youth perspectives within the campaign, six young people were 
involved throughout the co-design (including the development of the intervention) as Creative 
Advisors. 
 
This report takes the form of a process evaluation, assessing the design and implementation of a 
program. The purpose of a process evaluation is to assess the extent to which a program’s design 
was implemented as planned.  
 
While the evaluation shows there are strong opportunities for improvements in facilitating ongoing 
and meaningful involvement of young people in the design of resources, many of the challenges 
experienced in this project relate to the innovative project approach used by AMF. 
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Key innovations and challenges identified within this evaluation include: 
 
1) The findings and recommendations from the literature review, Expert Advisory Board, expert 

consultations and accompanying social media analysis were well-embedded throughout the co-
design process, and the production of the Crushed But Okay intervention and resources. Both 
co-design activities and project outputs reflected key recommendations from this research, 
including: 
◼ Adopting a non-stigmatising or shaming approach to online communication; 
◼ A focus on modelling ethical online behaviours; and   
◼ Alignment with contemporary digital cultural practices (including advice-seeking and ‘making 

and doing’ in digital cultures). 
 
2) Ongoing issues with recruiting young people to participate in the co-design process 

(exacerbated by prolonged COVID lockdowns in Victoria) limited the socio-economic diversity of 
youth participants. Most were recruited from schools ranked in the top third of the Index of 
Community Socio-Educational Advantage (ICSEA). This reflects a known limitation in historical 
violence-prevention research and interventions, which have been found to primarily recruit 
white, middle-class youth.  
 

3) Limitations in the diversity of youth participants were offset by the depth, duration and quality 
of youth partnership. A core group of six youth participants were consulted throughout the co-
design process, and in late 2021, these young people were employed by AMF as paid Creative 
Advisors. The engagement with Creative Advisors played a significant role the project’s success. 
The processes that were established through this co-design process offer a model of successful 
and authentic youth engagement that can be adapted by other youth-focused projects and 
organisations.  
 

4) Staff turnover throughout the duration of the project meant that the project team experienced 
some difficulty due to gaps in knowledge and expertise. While the initial AMF team leader had 
content expertise, and direct experience of the men’s health and wellbeing sector, she moved 
on to a new opportunity mid-year. The new lead had expertise in education, and project 
management, but no direct content expertise. There was also substantial turnover among AMF 
staff responsible for youth liaison and co-design, reducing AMF’s capacity to internally 
synthesise research evidence and co-design insights. 
 

5) This process exemplified the overarching challenges of balancing leadership with engagement 
in co-design. While the young people in this project had considerable lived experience, they did 
not have access to systemic, evidence-based insights into the problems posed by online 
relationships and intimate communication in digital environments. The research team and 
Expert Advisory Board were not involved in co-design activities, and consequently could not 
directly lead the process of analysis and synthesis of co-design outputs with research evidence. 
Future AMF projects would benefit from the identification of an internal team member with 
capacity to bridge this gap between co-design processes and research translation. 
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6) As noted above, staff turnover and knowledge gaps meant that the AMF team necessarily 
focused on the production of campaign assets (i.e. the influencer videos). This led to missed 
opportunities to integrate the many additional insights from the youth-led co-design sessions 
into the final project resources via the project webpage.  
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Additional recommendations for future project planning: 
 
An ongoing commitment to youth participation has implications for all aspects of a project – from 
human resourcing to project management. We recommend that: 
◼ AMF develops a systematic, organisation-wide approach to support youth-centred projects and 

campaigns, including (but not limited to): recruitment, onboarding and payment; youth-friendly 
team communication strategies; trauma-informed processes for supporting youth advisors; and 
professional training and mentoring pathways. 

 
In addition to developing streamlined onboarding and payment processes for Youth Advisors, we 
recommend that: 
◼ Future project scoping activities - including timelines and communication approaches - are 

undertaken in collaboration with youth team members to enable them to make meaningful 
contributions to all stages of projects. 

 
Not all young people are well engaged by schools and schooling. Recruitment and partnership strategies 
focused on schools will limit opportunities for youth participation. We recommend that: 
◼ AMF actively seeks partnerships with diverse youth peak bodies that engage young people in out of 

school settings. These might include faith-based organisations; and organisations currently 
engaging ‘hardly reached’ and marginalised young people, including young people of colour and 
young people from low SES communities. This relationship-building should take place outside the 
bounds of a specific project, with the aim of building trusted and reciprocal partnerships before the 
need for specific recruitment activities arise. 

 
Digital-first youth-focused content must compete with the target audience’s existing interests and 
pastimes within the digital ecosystem of social media, apps, games and other platforms. In contrast, 
formal educational resources must align with curricula or learning outcomes, and should be tailored to 
the needs of adult facilitators. We recommend that: 
◼ AMF consider the different skillsets required to create the diverse project and campaign outputs 

best suited to adult and youth audiences in diverse settings and contexts. Staff with relevant 
expertise in developing evidence-based digital content might be sourced from the fields of digital 
health promotion, digital health communication or social marketing. Staff with expertise in 
education are best suited to developing workshop-based resources, or programs and campaigns 
that align with curricula. 

 
Iterative youth co-design partnerships produce rich insights, but not all of these are immediately 
relevant to core project deliverables. We recommend that: 
◼ AMF commits to retaining and re-visiting co-design workshop documentation - specifically youth 

participant’s suggestions for meaningful project outputs and activities. These insights can be 
analysed and synthesised to inform the development and design of future ancillary resources (i.e. a 
‘playbook’ for adults who want to use core project outputs in teaching or other youth support 
settings). 

 
While these recommendations are specifically drawn from the Crushed But Okay process evaluation, 
they have broader implications for non-government and government organisations, social enterprises, 
and other organisations seeking to adopt participatory and co-design-based approaches to resource 
development. Key process recommendations include: 
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◼ Youth Advisors should be recognised as essential members of a co-design project team. As such 
they should be formally employed, and included in all stages of the design and implementation 
process. Gift cards are not appropriate remuneration. Meaningful youth partnership should extend 
beyond focus groups and tick-box ‘validation’ sessions. 

◼ Projects seeking to combine a scholarly research evidence base with co-design should employ core 
team members (or team leaders) who are able to translate and synthesise both research and co-
design insights. Youth Project Advisers and external creative agencies are unlikely to have these 
specific skills. 

◼ Project teams should include staff with skills and expertise best suited to the proposed project and 
campaign outputs. Campaigns that are intended to be accessed and shared organically by young 
people in digital environments demand expertise in youth-centred digital content production. 
Similarly, specialist knowledge and skills are required to develop educational resources that can be 
used easily and effectively by adults in classroom settings or youth-groups. One size does not fit all. 

 
This report concludes that the project’s outputs align with its stated aims and objectives.  
 
The Crushed But Okay intervention and resources are youth-focused, offering informal peer-to-peer 
advice, and modelling supportive behaviours for young men dealing with rejection (minus shame or 
blame). The accompanying resources and referrals are action-focused (as recommended in the 
literature review and expert consultations) 
 
Despite considerable challenges, a precedent has been established that can be adopted within future 
AMF projects, and in other youth-focused projects and organisations. 
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1. Introduction 
In 2020 the eSafety Commissioner made funding available to support the development and 
implementation of innovative online safety education programs. The Alannah and Madeleine 
Foundation (AMF) was funded through the Online Safety Grants Program to develop and implement 
a program that reduces technology-facilitated harm of a sexualised nature (i.e. online abuse) 
perpetrated by young men aged 15-17. The working title of this project was Improve Your Play (IYP). 
Partnering with Swinburne University of Technology, AMF aimed to co-design an innovative and 
evidence-based intervention that focuses on increasing the capacity of young men to make ethical 
decisions when initiating, responding to and/or sharing online communications of a sexual or 
intimate nature.  
 
The resulting intervention (Crushed But Okay) advocates for healthier online intimate relationships, 
where rejection can be talked about without stigma. This program involved the development of four 
videos where Australian influencers (social media content creators) aged 17-21 react to social 
media posts and direct message (DM) screenshots involving rejection. The videos are distributed 
through a social media campaign on Instagram, that included paid advertising targeted to young 
men aged 15-17 as well as distribution via the participating influencers. The campaign is supported 
by an online resource kit that encourages young people to normalise their experiences of rejection 
by sharing their experiences of rejection and/or creating content online (such as making a meme, or 
sharable image).  
 
The intervention seeks to build young men’s capacity to manage their feelings in response to 
perceived rejection and to model respectful and ethical online communication. This innovative 
approach seeks to complement existing resources that aim to challenge harmful attitudes around 
masculinity, increase awareness of the impact of image-based abuse and online harassment, and/or 
model bystander intervention.  
 
Resource production adopted Agile and Human-Centred Design approaches to co-design, in 
collaboration with a diverse group of young men and women aged 15-21. This participatory 
approach is particularly significant given that young men aged 15-17 have been a hard to reach 
cohort for sexuality and relationship educators (McKee et al., 2014). To embed youth perspectives 
within the campaign, six young people were involved throughout the co-design (including the 
development of the intervention) as Creative Advisors. 
 
This report presents a process evaluation of the design and implementation of this project. It 
outlines the evidence base, co-design process and assesses the resulting intervention against the 
program logic.  
 

1.1 Background 
Digital technologies are increasingly being used as channels for abuse. Offending follows a 
gendered pattern, with most cases of image-based abuse in Australia being perpetrated by 
males against female victims (Henry et al., 2017; Office of the eSafety Commissioner, 2017). 
Women are more likely than men to fear for their safety after image-based abuse and online 
harassment, while men have also been found to be more likely to minimise the harms and to 
blame the victims of image-based abuse than women (Henry et al., 2017). Additionally, young 
people aged 16-19 are at a higher risk than older age groups, with 1 in 3 having experienced 
image-based abuse (Henry et al., 2017). While several recent interventions promote bystander 
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intervention (Kettrey et al., 2019; Salazar et al., 2014) and support for victims (such as Supré 
Foundation and AMF’s Share This: Image-Based Bullying So Not Okay campaign), no Australian 
campaigns or resources to date have promoted the primary prevention of online abuse by 
directly addressing young men. 

 

1.2 Organisations involved in the project 
This project was completed as a partnership between AMF and Swinburne University of 
Technology.  
 
AMF Program Design, Innovation and Advocacy team (see Appendix 6.1) led the management 
of the project, including the design and implementation the intervention, resources, and social 
marketing campaign. AMF contracted Today (a design agency) and Banalarama Studios (a 
video production agency) to support the final phase of co-design. In this final phase of co-
design, Today facilitated rapid prototyping sessions which resulted in the development of the 
four videos and social media content (which were produced by Banalarama Studios).  
 
Swinburne University of Technology worked with AMF to establish an Expert Advisory Board 
(see Appendix 6.1), and conducted independent research to build the evidence base that 
informed project design, co-design processes and resource development (see Section 2). This 
team also evaluated the design process of the campaign and associated resources. 
Information on the Swinburne team can be found in Appendix 6.2. 
 
The AMF and Swinburne teams met with each other fortnightly from April 2021 until April 
2022, with additional meetings and check-ins at key points in the production process. The 
Expert Advisory Board met five times in 2021, to inform and sense-check the development of 
the project’s evidence-base and design.  
 

1.3 Project timeline 
The project involved three iterative stages: 
◼ Research stage (March to October 2021) where Swinburne defined the problem through 

the development of a literature review, expert consultation and social media scrape, 
◼ Co-design stage (April 2021 to February 2022) where AMF led the recruitment and 

facilitation of co-design session with support from Today. It included three phases that 
iteratively informed the content and direction of co-design sessions: 
◼ Direction phase (April to June 2021) where AMF refined the scope of the project and its 

co-design approach through small co-design sessions with young men and young 
women; 

◼ Detail phase (July to November 2021) where AMF worked with young men and women 
to develop a greater understanding of the problem; and 

◼ Design phase (November 2021 to March 2022) where Today worked with young men 
to design potential interventions and then worked with Creative Advisors and AMF to 
develop the intervention. 

◼ Implementation stage (April 2022): AMF distributed the video and resource kit through a 
social marketing campaign. 
 

https://supre.com.au/the-supre-foundation/supre-foundation-amf-hub/
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1.4 Evaluation approach 
This report takes the form of a process evaluation. This type of evaluation assesses the design 
and implementation of a program. The purpose of a process evaluation is to assess the extent 
to which a program’s design was implemented as planned. It involves documenting the 
program’s inputs, activities and outputs as well as identifying any contextual barriers that 
restricted the expected output from occurring. Process evaluations may also include 
recommendation for improvements relating to the design and implementation of the program.  
 
While an impact evaluation assessing the outcomes of the intervention is considered the gold 
standard, this is not always possible at the time of delivery. There is also a growing 
understanding of the importance of undertaking a process evaluation when assessing complex 
interventions (McGill et al., 2020; Moore et al., 2014, 2015; Oakley et al., 2006). Process 
evaluations provide contextual information (i.e. external context, program management 
approach, organizational processes) that supports the assessment of whether the success or 
failure of the project results from its design or implementation (McGill et al., 2020; Moore et al., 
2014; Oakley et al., 2006). This mode of evaluation can also help other organisations to 
replicate and learn from the intervention (McGill et al., 2020; Moore et al., 2015; Munro and 
Bloor, 2010). The process evaluation approach taken in this report also draws on the principles 
of utilisation-focused evaluation, which prioritises attention to a program or campaign’s 
suitability for its “intended use by intended users” (Patton, 2008, p. 37). 
 
This evaluation draws on the UK Design Council’s Evolved Double Diamond design model, as 
illustrated in Figure 1 (Design Council, 2022). The Double Diamond offers a useful scaffolding 
for naming and evaluating the iterative stages of problem-posing and sense-checking 
(Discover/Define) and the design and implementation process (Develop/Deliver). The research 
stage of this project aligns with Discover/Define diamond, and the different phases within the 
co-design stage sit across both diamonds. The direction and detail phases sit in the 
Discover/Define, while the design phase sits in the Develop/Deliver. 
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These project elements are supported by design principles (which in the case of Crushed But 
Okay included Agile and Human-Centred Design) and methods (which included a range of 
design and research methods including interviews and co-design sessions). The Double 
Diamond model also articulates the necessity of balancing engagement (”connecting the dots 
and building relationships between different citizens, stakeholders and partners”) and 
leadership (“creating the conditions that allow innovation including culture change, skills and 
mindset”) (Design Council, 2022).  
 
This evaluation draws on observational data gathered via Research Team’s participation in 
fortnightly combined team meetings, formal Expert Advisory Board meetings and ad hoc 
consultations with the AMF project team. Examples of ad hoc consultations include: 
◼ The iterative development of project’s program logic following a formal workshop with 

senior AMF staff. 
◼ Meetings with the combined AMF and Today teams, including  

◼ April 2021 meeting to ensure the Human-Centred Design process was aligned with the 
project’s evidence base; and 

Figure 1. Double Diamond model 
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◼ November 2021 attendance at Today’s presentation of two potential interventions to 
AMF. 

These observations were supplemented by AMF project teams written reflection of the co-
design process, including notes taken during co-design sessions and weekly process reports 
on the development of intervention. Finally, sense-checking conversations were conducted 
with current and past AMF team members during the preparation of evaluation report. 
 

1.5 Report structure 
This report is divided into three sections.  
 
The first section evaluates how evidence was developed and used within the design of the 
intervention. It focuses on the initial scoping of the project and the development of its program 
logic.  
 
The second section assesses how well the project was planned, including the effectiveness of 
the chosen design and program management approaches. This section also undertakes a 
deeper dive into the co-design process with young people and evaluates its success from an 
organisational perspective. While the evaluation shows there are strong opportunities for 
improvements in the ongoing and meaningful involvement of young people in the design of 
resources, many of the challenges experienced in this project relate to the innovative project 
approach used by AMF. 
 
The third section evaluates the videos and associated web resources against the evidence 
base of the project (including the program logic) and reflects on the broader Australian political 
context in which this project was developed. 
 
The conclusion shares key contributions to policy and practice innovation for similar youth-
focused government and non-government organisations. 
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2 Use of evidence 
This section outlines the research process that supported the design of the project. It first outlines 
the initial project scoping through a literature review and a social media scrape before explaining 
how this evidence fed into the design of the project, including its program logic. 

 

2.1  Literature review and expert consultation 
A narrative (or non-systemic) literature review (see summary in Appendix 6.3.1) was developed 
iteratively by the Swinburne University of Technology research team between April and August 
2021. This literature review focused on identifying best practice in the design, implementation, 
and evaluation of Digital Behavioural Change Interventions (DBCI) (particularly those aimed at 
young men and focused on violence prevention) and engaging young men in online contexts. 
This was sense-checked though interviews with expert stakeholders (see Appendix 6.3.2). 
 
The literature review and expert consultations aimed to ensure that the project outputs did 
not ‘re-invent the wheel’ or duplicate existing campaigns and resources (for example, 
interventions focused on masculinities or promoting bystander intervention). Additionally, it 
was determined that an intervention directly targeting current perpetrators of image-based 
abuse and online aggression would require ongoing staffing and resourcing (as opposed to 
project-based funding) and was therefore beyond the scope of the current project brief. The 
literature review and expert consultation identified a gap around practical interventions that 
support young men to develop self-reflexivity and build capacity to respond respectfully and 
ethically when experiencing disappointment or perceived rejection in online interactions.  
 
As the project outputs were to be delivered online and focused on modelling behaviours (not 
raising awareness), the literature review focused on understanding best practice in DBCIs. 
However, as of August 2021 (when the literature review was delivered), there were no 
published evaluations of DBCIs that directly addressed young men with the aim of preventing 
online abuse. Additionally, there was limited evidence about what works and why when 
engaging young men in informal (non-school-based) learning within online environments.  
 
The review concluded that existing public health DBCIs primarily focus on changing attitudes, 
rather than supporting the development of practical skills. Despite this, there was clear 
potential for a DBCI that focused on modelling the skills and vocabulary that promote self-
regulation, and respectful communication. Both the literature surveyed, the expert 
consultations and Expert Advisory Board consultations emphasised the necessity of peer 
engagement and co-design. It was also evident that multi-session/multi-pronged interventions 
are more effective than one-off interventions for supporting demonstrated behaviour-change. 
Findings recommended taking a strengths-based and action-oriented approach that meets 
young men in the places of their interest (such as online gaming and sports), and noted that 
online interventions should demonstrate understanding of digital and youth cultures in which 
many young men are immersed.  
 
The review findings, expert consultation and Expert Advisory Board consultations also noted 
the importance of recognizing intersectional aspects of cultural diversity beyond gender. 
Interventions which resonate strongly with young white men, and young men from middle 
class and upper-class backgrounds may not be relevant for young men from culturally and 
linguistically diverse (CALD) communities or low socio-economic status (SES) backgrounds.  
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The findings and recommendations from the literature review and expert consultation were 
well-embedded within the co-design process, and the production of the Crushed But Okay 
intervention and resources. Both co-design activities and project outputs encouraged 
reflection and focused on ‘making and doing’ in digital cultures. As both the literature review 
and expert consultations supported mixed-gender facilitation of conversations regarding 
online environments (and online harm), co-design groups were facilitated by program advisors 
of diverse genders and one young woman (who was also a Creative Advisor) was included in 
the video production process. Similarly, to avoid the potential risks of centring young white 
men’s experiences and perspectives, AMF actively sought to recruit visibly diverse young men 
for the Crushed But Okay videos. 
 

2.2  Social media data analysis 
The aim of the social media data analysis was to better understand the types of dating and 
relationships issues that young men seek advice about in online environments and the nature 
of advice that they receive. The use of social media data offers a proxy for natural or ‘in situ’ 
conversations between young men, providing insight into the type of content and language 
used when young men discuss these issues.  
 
Following Human Ethics approvals, Swinburne University of Technology team scraped and 
analysed data from four dating and relationships themed communities on Reddit, a website in 
which users post and discuss questions, opinions, images, videos, and links to news or other 
web pages. Reddit was chosen as its Australian user base is predominately male (Office of the 
eSafety Commissioner, 2018). Previous research has analysed Reddit forums as a means of 
better understanding the ways that misogynist views and language are both expressed and 
challenged by participants in online communities (see Maloney et al., 2019; Trott, 2020). A 
detailed overview data and methods used in this analysis can be found in Appendix 6.3.3.  
 

2.2.1 Advice sought by teenage males on Reddit 
A computer-generated ‘topic model’ consisting of 80 ‘topics’ (sets of contextually related 
words) was used to compare the issues discussed by male and female teenage authors 
in the four communities surveyed. The top 20 topics used by teenage males are listed in 
Figure 2. There is substantial overlap in the issues raised by male and female submitters. 
However, some topics are used more often by one gender or the other.  
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One group of topics used more by teenage males than their female counterparts 
concerns the overlap between friendship and courtship. The ‘having and confessing a 
crush on a friend’ topic in Figure 2 relates to the complications that can arise from 
confessing your feelings to a friend or classmate, especially if these feelings are not 
reciprocated. While this report does not include verbatim quotes to protect the privacy 
of forum users, a typical post in this vein might read: “I (15M) have a crush on a girl (15F) 
at my school. She’s always really friendly, and I think she has feelings for me too, but 
what if I ask her out and she says no? Will it ruin our friendship?” 
 

Figure 2. The 20 topics most used by teenage males in submissions to the four subreddits 
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The theme of rejection runs through many posts. While some discuss the fear of 
rejection as a barrier to confessing feelings, others describe the anguish that can result 
from rejection. An example of such a post might read: “I (16M) had a secret crush on my 
best friend (16F) and decided to tell her. She said she doesn’t feel the same way. It hurts 
so much, and I don’t know how we can be friends now. I can’t even look at her.” 
 
The Reddit data indicates that teenage males are more likely than females to seek advice 
about how to message or talk to their romantic interests. Posts using ‘text messaging via 
SMS, Snapchat or Instagram’ typically include requests for advice about how to start or 
maintain a conversation with a girl, often with the assumption that the conversation will 
happen over text messages. Text messaging and social media messages are particularly 
important in the courtship process for teenagers under the age of 18 as they have 
limited access to dating apps (such as Tinder or Bumble). 
 

2.2.2 Advice given to teenage males on Reddit 
Figure 3 shows the topics most used in advice offered to teenage males who posted in 
one of the four subreddits. 

Figure 3. The 10 most used topics in replies to posts by teenage males in the four subreddits 
 
While most of these topics are used in equal measure in response to males and females, 
the ‘encouragement to take a chance and ‘shoot your shot’’ is applied slightly more often 
to males, especially those under 18. This topic relates to words of encouragement, 
suggestions about what the submitter should try next, or egging them on to ‘shoot their 
shot’ and take a chance in confessing their feelings or asking for a date. 
 
The topic on ‘considering the needs and interests of the other party’ can be interpreted 
as a more philosophical counterpart to the pragmatic first topic. Replies using this topic 
tend to be more judgemental and focus on the needs of the person of interest rather 
than the person seeking advice. An example of such a post might read “She said no, and 
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you need to accept that. Ultimately, you can’t change the way another person feels. The 
only person you have control over is yourself”. 
 
The nuance and maturity in these examples are typical of most of the replies offered to 
teenagers seeking advice in the examined subreddits. Many replies came from older 
users whose advice seems to be gained from age and experience.  
 
The Reddit analyses indicated that young men aged 15-17 seek relationship advice 
online and are open to receiving advice from beyond their immediate peer group. They 
further demonstrated that, while anonymous online spaces can be a site where online 
harassment and image-based abuse is encouraged or enacted, they can also be spaces 
of positive peer-support where respectful relationship skills are promoted and 
modelled. These findings directly informed the development of the outputs (as detailed 
in Section 3.1), with videos depicting reactions to Reddit forum content. 
 
In addition to collecting textual content from four dating and relationships themed 
subreddits, a sample of relationship-themed memes from the r/memes subreddit was 
also collected. Memes are digital cultural texts (i.e. image, video, text, sound) that 
culturally situated and shared from person to person (Shifman, 2013). These images 
informed the co-design process, where they were used as discussion prompts during 
Phase 2 and inspired a meme-making activity included on the Crushed But Okay website. 
 

2.3  Program logic 
The logic model (see Figure 4) that guided the program design and this process evaluation 
was developed based on the literature review, expert consultations and the advice of Expert 
Advisory Board. The Swinburne research team facilitated an intensive workshop with AMF 
project team leaders on 8 June 2021 in which an initial logic model was drafted. This was 
iteratively refined in a dialogue between Swinburne and AMF, sense-checked by the Expert 
Advisory Board, and finalised on 20 August 2021 
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The above diagram represents a simplified version of the model. The complete program logic 
model is included in Appendix 6.4. 
 
Key assumptions underpinning the program logic are:  
◼ The intervention will target young Australian men aged 15-17 years old.  
◼ The intervention will be evidence-based and designed in consultation with young people 

through a series of iterative activities.  
 
Due to the iterative nature of activities and the ongoing nature of the COVID-19 pandemic 
throughout this period (particularly the prolonged Melbourne lockdowns), activities may be 
amended to reflect new evidence and/or changing contexts. No substantive changes were 
made to this logic model, although the methods for co-design and outputs were amended to 
reflect the constraints of the external context and learnings gained during the co-design 
process.  
 
As the campaign release coincided with the delivery date for this evaluation, a discussion of 
campaign reach and project outcomes and long-term impacts are outside of its scope. The 
following sections evaluate project activities and outputs (excluding the social media 
campaign). 
 
While an evaluation of outcomes is beyond the scope of this report, we did recognise that the 
successful actualisation of the one planned project outcome (i.e. co-design participants able to 
discuss rejection with peers) is evidenced on the Take Action page the Crushed But Okay 

Figure 4. Simplified version of the program logic for the Crushed But Okay project 
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website. This page includes audiograms where Creative Advisors explicitly reflect on the 
enhanced knowledge and skills for discussing rejection and online relationships that they 
developed from project participation. 
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3. Design approach 
This section outlines the activities within the co-design stage of the project. In doing so, it outlines 
the design process, changes made to the timeline and scope of the project and the project 
approach. It then explores the challenges and innovations evident in the co-designs process. 

 

3.1 Design process 
The design process implemented by AMF was an iterative process that comprised of three 
phases (see Figure 5).  

Figure 5. Breakdown of participation across different phases within co-design stage 
 

The first phase (direction) of co-design focused on defining the scope of the co-design and 
developing a broader understanding of the content of the project. During this phase, AMF 
Program Advisors worked with a mixed-gender and two single-gender groups of young people 
to explore central topics and issues identified by the Expert Advisory Board and the literature 
review. Participants explored the broad range of factors that might make online 
communication, flirting or dating easier or more difficult for young people. These factors 
included (but were not limited to): 
◼ A lack of vocabulary for expressing and understanding intimacy and emotion, leading to an 

overreliance on gender stereotypes as templates for the ‘right’ way to communicate online;  
◼ Seeing heterosexual dating and relationships as an adversarial process, and/or 
◼ Framing online communication as a competitive ‘game’ that could be won or lost.  
 
The second phase (detail) of co-design explored specific scenarios relating to flirting, 
relationships, and rejection in online environments. These included harms resulting from 
assumptions about the ‘right’ way to flirt or date, and the ways an ‘all or nothing’ mindset might 
influence online behaviour. They also explored the ways young men did (or did not) express 
feelings of sadness, shame or disappointment resulting from perceived or actual rejection. This 
phase involved sessions conducted with two mixed gender groups and two groups of young 
men. 
 
The final phase (design) of co-design involved Today (a design agency) running three online 
rapid prototyping sessions with young men which then informed their work with the Creative 
Advisors to design the Crushed But Okay videos. The first rapid prototyping session focused on 
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creating a shared understanding with the designers and the young men about the problem 
space and the desired behaviours (see Figure 6). In the second session, the young men 
brainstormed a range of possible approaches and interventions. In the third session, these 
young men were asked to vote for their favourite campaign interventions. These interventions 
where then validated with a group of students in a face-to-face setting in Adelaide.  
 

 
 
 
Based on the rapid prototyping sessions, Today presented the top two potential interventions 
to AMF. The first intervention was an interactive relationship game that allows users to learn by 
doing and re-doing. The second intervention was a web series featuring influencers sharing 
their real-life experiences of rejection. As the resources required to develop a game were 
beyond the scope of the initial project agreement and budget, AMF chose to move forward 
with the second intervention. In December 2021, it was decided that the video series would be 
based on the reaction video genre, and that advice-seeking content that Swinburne had 
scraped from Reddit would be used within the videos. 
 
In early January 2022, the AMF project team and Creative Advisors created a list of 50 
Australian influencers who resonate with the target audience of young men aged 15-17 who 
could be approached to be in the web series. This ‘long list’ included people from sport, media, 
music, and social media. Eight of these influencers were then shortlisted for AMF to approach. 
Influencers were shortlisted based on whether they were part of (or close in age to) the target 
audience of the campaign, had existing connections to AMF or shared content on dating 
and/or mental health.  
 
AMF experienced some difficulties with recruitment of influencers for the videos. One Creative 
Advisor, Ruby Sheohmelian, has a sizeable following on both TikTok and Instagram, and her 
expertise and contacts helped the AMF facilitate recruitment. Another AMF Youth Ambassador 
was also central to facilitating recruitment. Participating influencers were offered $750 to 
compensate for their time and expenses.  

Figure 6. Screengrab from the first rapid prototyping session 
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The following influencers featured in the Crushed But Okay videos: 
◼ Ruby Sheohmelian (aged 21, Instagram = 17k followers, TikTok = 138k followers) 
◼ Tafara Mhindurwa (aged 18, Instagram = 3k followers) 
◼ Max Callahan (aged 17, Instagram = 1k followers) 
◼ Jay Chabz (aged 21, Instagram = 10k followers, TikTok = 157k followers) 
 
An additional influencer, Nick Robinson (aged 23, Instagram = 29k followers, TikTok = 223k 
followers), initially agreed to participate in the project but was unable to continue for personal 
reasons. 
 
In January 2022, Today co-designed the mood and visual branding for the Crushed But Okay 
campaign with the Creative Advisors. AMF conducted 12 meetings with these six individuals, 
who were also involved in developing the stimulus stories that the influencers react to within 
the videos. AMF also worked with the Creative Advisors to develop audiograms and memes 
that share their learnings around rejection and provide a call for action for other users. These 
resources formed the basis of the Crushed But Okay website, which were drafted by Project 
Manager Katie Costello. Aspects of the website copy were sense-checked by the Creative 
Advisors, with some additional feedback provided from the Swinburne research team. The 
website finalised in March 2022 ahead of the April 2022 project launch (which included paid 
advertising on Instagram).  
 

3.2 Changes made to timeline and scope 
The timeline outlined within the grant agreement anticipated that design of the project 
(including development of the evidence-base) would be conducted between December 2020 
and March 2021. This would then be followed by two months of face-to-face co-design with 
young men (15+) to develop an intervention and social media campaign. The intervention 
would then be distributed to young men and organisations supporting young people (including 
sporting clubs) through an advocacy campaign that would run between May 2021 and 
February 2022. While the initial project proposal specified that adult ‘role models’ (including 
professional athletes) would feature in campaign outputs, this element of the project was re-
negotiated with eSafety at the end of 2021. This re-scoping partly reflected the strong direction 
from youth co-design participants that supported ‘authentic’ communication from peers as 
opposed to adults. It also reflected broad concerns within the project team regarding the risks 
of aligning the project with a specific celebrity, and was particularly pertinent for AMF given its 
existing partnership with Cricket Australia. Tim Paine (then Australian men’s cricket captain) 
was publicly stood down in November 2021 due to allegations of inappropriate online 
communication.  
 
The co-design stage of the project took significantly longer to undertake than expected. The 
research stage was completed in October 2021 while the co-design stage was completed in 
February 2022. There were significant delays to the first and second phases of co-design due 
to University Ethics hold-ups, AMF staffing changes and organisational restructures, and 
hurdles presented by the 2021 Melbourne lockdowns. In comparison, the final phase of co-
design (the development of the project outputs) moved rapidly. These delays led to the launch 
of the campaign being pushed back to April 2022.  
 

https://www.instagram.com/ruby.vs/
https://instagram.com/t.afara?utm_medium=copy_link
https://instagram.com/official_maximus_?utm_medium=copy_link
https://www.tiktok.com/@jay.chabz?lang=en
https://www.instagram.com/_nickrobbo/?hl=en
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There were some small but significant changes made to the scope of co-design for this project. 
The grant agreement specified that co-design sessions for this intervention would only involve 
young men. However, several young women were involved through the co-design stage. This is 
because, while targeting young men, the project explored heterosexual relationship dynamics. 
As such, young women were recruited to be involved in a single-gender and mixed gender 
sessions to discuss their experiences of online abuse in the first phase of co-design. 
Participants in the initial stages of the project reported that mixed-gender discussions helped 
them better understand and challenge gendered expectations and assumptions relating to 
online communication. Consequently, mixed gender groups were included alongside ‘young 
men only’ groups in the second phase of co-design. Similarly, the Creative Advisors employed 
in phase 3 were mixed gender. 
 

3.3 Project approach 
The project drew on a combination of co-design, Human-Centred Design and Agile program 
management approaches. These approaches are relatively new approaches to program design 
for AMF and, as such, they posed both challenges and opportunities in their implementation 
(these are respectively discussed in Sections 3.4 and 3.5). 
 

3.3.1 Co-design 
Co-design refers to a set of design practices that incorporate the knowledge and 
experiences of end users into the design process. The term co-design has been 
defined as “collective creativity as it is applied across the whole span of a design 
process” (Sanders and Stappers, 2008, p. 6). For IYP, this involved collaboration 
between designers, researchers, and the intended users. The specific structure and 
approach of co-design process depends on the issue, context, and the intended users 
of the final output. However, approaches typically conceive the intended user as the 
‘expert’ whose experiences and needs drive the design of the product/service. 

 

3.3.2 Human centred design 
AMF and Today both drew on Human-Centred Design methodologies to inform the co-
design process for this intervention. Human-Centred Design is increasingly used within 
service and software development and focuses on the experiences of the intended 
user of the product or service. In this approach, designers work to design with (rather 
than for) the intended users by developing an understanding of and empathy with the 
intended users. Human-Centred Design rests on the “the belief that all people have 
something to offer to the design process and that they can be both articulate and 
creative when given appropriate tools with which to express themselves” (Sanders, 
2002, p. 2). This approach was used for this project to develop authentic resources 
that resonate with the target audience.  
 
While used throughout the co-design process for this process, Human-Centred Design 
process was particularly key to the design of phase 1 and 2 of co-design, where AMF 
sought to understand the experiences and needs of young men navigating intimate 
relationships online.  
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3.3.3 Agile program management 
The integration of Human-Centred Design principles with Agile program management 
approach initially gained popularity in software development. It has increasingly been 
embraced more widely across government and non-government organisations. Agile 
project management is an interactive approach to the design and implementation, that 
involves continuous adjustment to the product (and its development) based on the 
feedback from end users.  
 
Agile is based on the ‘fail fast, learn fast’ framework where practitioners are given short 
time frames to deliver outputs. This approach works well when designing products 
where there is little existing evidence to inform the product’s design, as the design and 
the development process can be iteratively amended to incorporate new evidence. 
This contrasts with the traditional/linear waterfall model of program management 
which allows limited opportunity for feedback from the intended users to be gathered 
and implemented back into the design of the intervention.  
 
Agile focuses on four core values: (1) individuals and interactions over processes and 
tools; (2) working prototype over comprehensive documentation; (3) customer 
collaboration over contract negotiation; (4) responding to change over following a plan 
(Agile Alliance, 2001). While this approach is more effective at designing 
products/services that meet the needs of its intended audience, it has only recently 
started to be used within government and non-government organisations (Mergel et 
al., 2020). While an Agile approach was used throughout the design process (such as 
the redesign of the co-design approach based on learnings from phase 1), it was 
particularly evident in the three rapid prototyping sprints that Today conducted in late 
October and November 2021 (see Figure 7). 

 
 
 
 

Figure 7. Screengrab of affinity mapping during the second rapid prototyping session 
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3.4 Challenges to project approach 
The project experienced several significant challenges during the co-design process. Some of 
these related to challenging external circumstances that could not be changed. The rest of the 
challenges result from the innovative project approach. These insights can be used to 
strengthen future co-design projects undertaken by AMF and other groups working with young 
people. 

 

3.4.1 COVID pandemic 
Undertaking this project during the COVID-19 pandemic (and the associated 
restrictions on in-person work) significantly constrained the approaches that could be 
used within this project. The AMF team were very experienced in facilitating face-to-
face co-design. As Melbourne lockdowns were prolonged, it became clear that there 
would be limited (if any) opportunities to work this way. While it was initially expected 
that young men would be less likely to share vulnerable experiences online, AMF found 
participants were comfortable with the pivot to online co-design. 
 
However, both Today and AMF recognised that online co-design was quite different to 
face-to-face co-design, with facilitators relying more on conversations and discussions 
rather than completing physical (creative) activities. Additionally, AMF reported that 
internet issues (such a buffering and the internet dropping out) sometimes affected 
the flow of conversations. However, where young people had greater privacy (i.e. they 
had their own physical space), they seemed to be more comfortable sharing 
experiences of uncertainty and vulnerability. 
 
COVID also impacted the AMF and Swinburne teams’ capacity to undertake formal 
consultations and workshops during the co-design process. Many of the members of 
the Expert Advisory Board and both project teams were balancing home schooling 
with remote work. This meant that formal meetings were often shortened and informal 
forms of consultation (i.e. emails, one-on-one calls) were implemented to supplement 
formal meetings. 
 

3.4.2 Recruitment of young people  
Recruitment was a significant challenge for the co-design of this project. Previous AMF 
projects had run through schools and thus AMF lacked an active non-school network 
to lean on for recruitment of young people for this project.  
 
It was initially hoped that the project might network and partner with football clubs, 
with assistance from members of the Expert Advisory Board affiliated with the AFL. 
However, as community-based sport was affected by Victorian lockdowns, clubs were 
unable to assist with recruitment.  
 
Attempts were made to expand the recruitment for rapid prototyping sessions 
through advertising through Youth Affairs Council of Victoria (YACVIC) networks and 
Discord (a social messaging platform) gaming servers. AMF also continued to work with 
football clubs to distribute recruitment information to young men within their networks 
with limited success. Additionally, recruitment of the rapid prototyping sessions was 
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affected by the sessions coinciding with VCE exams which occur in late October and 
early November; this meant that those recruited were slightly younger (aged 14-16) 
than the target audience of the intervention. 
 
Throughout phase 1 and 2 of the co-design process, concerns about a perceived 
homogeneity (in terms of ethnicity and SEO status) within recruited participants was 
raised by Swinburne researchers and members the Expert Advisory Board. The 
importance of actively including diverse voices (particularly CALD and low SES 
background voices) within the co-design process was highlighted at the first Expert 
Advisory Board meeting, as existing research on what works within violence prevention 
has been primarily informed by the voices and experiences of white and high SES 
young people.  
 
Due to challenges within recruitment, most young people involved in phase 1 were 
described as coming from higher SES backgrounds. Similarly, most young people 
involved in phase 2 where drawn from schools from the top third of the Index of 
Community Socio-Educational Advantage (ICSEA). To counteract the lack of diversity, 
Swinburne suggested that recruitment could be conducted in other jurisdictions (not 
subject to lockdown) and AMF contracted the Learning Future to conduct face-to-face 
sessions with more diverse groups in Adelaide. However, there were more challenges 
with recruiting face-to-face than expected and only one validation session was 
scheduled with year 10 and 11 students from Woodville High School.  
 
Due to ongoing issues with recruiting young people to participate in the co-design 
process, a core group of six participants (who were later employed by AMF as Creative 
Advisors) were consulted throughout the co-design process to ensure that the project 
was authentic to the needs and experiences of young men. 
 

3.4.3 Evolving youth engagement models within the co-design process 
Co-design is an emergent and evolving field. The term implies that end users are fully 
integrated within the design process. However, researchers and practitioners have 
pointed out that too often co-design process involve implicit hierarchies in which end 
users are junior partners who are ‘consulted’ tokenistically rather than having a real say 
in content and design decisions (Farrington, 2016; Moll et al., 2020).  
 
During the second phase of the co-design process, in response to feedback from the 
Expert Advisory Board and the Swinburne research team’s reflections on the literature 
review, members of the AMF project team identified a need to cede additional control 
around messaging to the young people participating in the co-design process. This was 
particularly evident in August 2021 when the AMF project team shared a draft of 
‘guidelines on navigating sexual relationships online’ with the group of young people 
who were subsequently employed as Creative Advisors,  based on a co-design session. 
The young people provided detailed feedback that demonstrated that the condensed 
material drafted by the adult facilitators lacked the nuances of the messaging that they 
had previously developed via co-design.  
 



 

Process evaluation of Crushed But Okay campaign Page 25 
Prepared by: Kath Albury 
Monday, October 10, 2022 

Process evaluation of Crushed But Okay campaign Page 25 
 
 

This experience caused the AMF team to rethink how final content and project outputs 
should be developed, resulting in the innovative decision to formally employ youth 
participants as Creative Advisors in order to facilitate meaningful youth involvement in 
the iterative design of the project outputs. This decision aligned with a 
recommendation made by the Expert Advisory Board in April, which suggested young 
people should guide both the initial development of content, and the design of the 
final product.  
 

3.4.4 Conflict between the pace of Agile process and existing 
organisational structures  

As noted above, the appointment of the Creative Advisors was a significant innovation, 
demonstrating AMF’s leadership in the evolving field of youth sector co-design. 
However, this was the first time that AMF had paid young people to provide ongoing 
systematic feedback on a project (rather than providing a gift voucher for one-off 
participation in a focus group or workshop session). As such, AMF had no existing 
policies and procedures to support the recruitment, onboarding and payment of 
young people aged under 18. 
 
The development of these new policies and procedures took longer than anticipated. 
The initial discussion with the People & Culture team occurred in November 2021 and 
the majority of the Creative Advisors were onboarded in late December 2021. Despite 
substantial internal recognition and support for this innovation, AMF’s organisational 
shut down over the Christmas break meant that the final Creative Advisor was not 
onboarded until mid-January 2022. This restricted the ability for the Creative Advisors 
to be actively involved in the early design process for the final campaign resources. 
 

3.4.5 Balancing engagement versus leadership in the co-design process 
As mentioned in Section 1, while the Double Diamond design model did not inform the 
design of the IYP project, it is salient in this evaluation. This model suggests that 
iterative design processes require a conscious negotiation or balancing of engagement 
(i.e. ”connecting the dots and building relationships between different citizens, 
stakeholders and partners’”) and leadership (i.e. “creating the conditions that allow 
innovation including culture change, skills and mindset”) (Design Council, 2022) 
 
The initial IYP Program Manager Catherine Shepherd, had prior experience with 
aspects of the project’s content and evidence-base (specifically in relation to young 
men’s mental health and wellbeing) but moved on from the project in mid-2021. She 
was replaced by an AMF program manager who had more generalist expertise, 
focused on project management. The project team included staff with expertise in 
engaging young people and drawing out their experiences via sensitive facilitation. 
However, these staff were not experts in the project’s content area.  
 
The Creative Advisors had lived experience of rejection and online harassment. As 
such, they were highly capable in terms of reflecting on their personal observations 
and experiences, making recommendations for content development, and providing 
input on whether co-designed content would likely resonate with their peers. However, 
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they (understandably) did not have a ‘big picture’ (or evidence-based) view of these 
issues, and did not have expertise in drafting content that supported behaviour-
change. 
 
Finally, both the literature base and expert consultations offered higher level views of 
‘what works and why’ in existing strength-based interventions targeting young men. 
However, the Expert Advisory Board and Swinburne research team did not participate 
in the co-design and Human-Centred Design sessions, and could not draw directly on 
Creative Advisors’ experiences to offer advice on translating more abstract 
recommendations within research literature into the kinds of outputs recommended 
by the Creative Advisors.  
 
Unsurprisingly, throughout the co-design process, there were difficulties in balancing 
the limits of the Creative Advisors’ lived experience with the evidence-based expertise 
required to create clear, actionable messages in project outputs. This challenge 
became acute towards the end of the rapid prototyping session when outputs were 
being finalised.  
 
The program logic emphasised the importance of producing a ‘playbook’ or resource 
that could model skills for young people and provide resources and links for adults 
who support them. This has subsequently become the Crushed But Okay website, a 
portal that archives and complements the videos and the social media campaign.  
 
While this skill-building resource was central to the program logic, it was de-prioritised 
during phase three of co-design, including the rapid-prototyping sessions. This led to 
the copy of the website being developed very quickly by the Project Manager. There 
was limited opportunity for sense-checking with the Creative Advisors and Swinburne 
research team, and no opportunity to consult with the Expert Advisory Board.  
 
This process exemplified the overall challenges of balancing leadership with 
engagement in co-design. As noted throughout, the IYP process was both agile and 
innovative. But there was a gap in the AMF project team’s skills base that may have 
resulted from staff changes throughout the project. 
 
The AMF has some history of delivering content to high-school students in classroom 
settings, and has previously engaged with influencers (for example in the Share This: 
Image-Based Bullying So Not Okay campaign). From its inception, the IYP project aimed 
to develop ‘sharable’ resources that young people might conceivably choose to engage 
with, as opposed to educational content aligned with a formal curriculum that might be 
supplied by a teacher. However, the IYP team did not include a staff member with 
expertise in bringing together co-designed youth content with scholarly research to 
create social marketing (as opposed to educational) content.  
 
While educational content prioritises alignment with formal curricula, social marketing 
focuses on engaging target audiences via their existing interests, with the aim of 
promoting behaviour-change by “rewarding good behaviours” (Lee and Kotter, 2016, p. 
9). Importantly, social marketers are skilled in creating evidence-based content with the 
recognition that they are actively competing for their audiences’ attention.  
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While the IYP project was outstanding in terms of innovation and engagement, the gap 
in relation to social marketing skills posed a challenge to the final program delivery. 
While this was successfully overcome, we recommend that the design of future 
projects should consider the skillsets within the project team. Teams should be 
assembled with an eye to including a broad skills base that encompasses both end 
user engagement (through co-design) and leadership (through research translation 
and synthesis, resulting in evidence-based content creation).  
 

3.5 Opportunities and innovations within the project approach 
While the AMF project team experienced numerous challenges throughout the project life 
cycle, many of these can be best understood as the growing pains associating with innovation. 
The innovative ideas, policies and practices developed within this project can be used to 
improve future youth engagement and participation, including the design of evidence-based 
projects within AMF and other organisations working with young people. 
 

3.5.1 Development of innovative and authentic approach to youth 
participation 

Six young people who had been involved in the project on a voluntary basis since 
phase one of co-design were later employed by AMF as Creative Advisors between 
December 2021 and February 2022. Creative Advisors were employed to ensure the 
authenticity of the intervention to the target audience. This role involved more than 
just validation of concepts and approaches, with young people being involved in 
decision-making about the structure, design, and direction of videos as well as 
determining who would be involved in the campaign. This is a significant innovation 
within the youth sector as adults have historically determined what young people 
‘need’, which can result in interventions that do not resonate with experiences and 
wants of the target audience.  
 
While there are opportunities to improve the co-design process as it was implemented, 
it is important to recognise that co-design is a new practice for AMF (and other youth-
focused organisations). The process designed and implemented by AMF provides 
some good practice to guide how similar organisations engage and (fairly pay) young 
people in meaningful work through the design and implementation of an intervention.  
 
Examples of successful policies and practices implemented to support youth 
participation include (but are not limited to): 
◼ Appointment of a university student intern in a Program Advisor role. The Program 

Advisor, Lucas Karlson, facilitated recruitment and ongoing communication, acting 
as a mediator and advocate for the Creative Advisors within AMF. This was seen by 
the project team as creating a safer and more understanding space for young 
people to work in. 

◼ Offering numerous formal and informal options for Creative Advisors to provide 
input to the project (as opposed to a small number of formal consultations or focus 
groups). The AMF’s project team and Today adapted consultation approaches to 
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suit participants’ availability and communication preferences. This was found to be 
useful to supporting continued inclusion and engagement. 

◼ Development of policies and processes to formally employ Creative Advisors. 
Creative Advisors were paid $40 per hour to fairly compensate them for their time 
and expertise. This rate was benchmarked by the Program Advisors against existing 
policies on the payment for youth participation within Australian mental health 
organisations. While youth-support organisations (including AMF) have historically 
reimbursed co-design participants with shopping vouchers, evidence suggests that 
young people prefer formal recognition for this work (Coates and Howe, 2016).  

 
While the Expert Advisory Board and Swinburne research team raised concerns 
regarding the limitations of consulting a smaller and less diverse sample of young 
people than initially proposed in the project application, these concerns were somewhat 
alleviated by the duration, depth and quality of the engagement with the Creative 
Advisors. 
 

3.5.2 Innovative youth-focused approaches developed through  
co-design process 

The co-design process allowed young men and women to construct innovative 
interventions that could be used to engage their peers. Examples of innovative content 
proposed by co-design participants included: 
◼ Development of online spaces for young men to talk openly and honestly with each 

other about emotions raised by relationships (particularly feelings of 
disappointment and shame in response to perceived rejection).  

◼ Peer/influencer-led interventions that provides dating advice (although this 
approach was unsuitable for IYP’s stated aims).  

◼ Games focused on dating and intimacy. 
◼ Conversation-based mixed-gender forums that break down perceived distance 

between gendered expectations of online intimacy, and fostered empathy around 
shared expectations, experiences, and understandings (like the mixed-gender co-
design sessions).  

 
Many of these interventions resonated with evidence included in the Literature Review, 
Expert Advisory Board consultations and expert consultation. 
 

3.5.3 Embedding of evidence base within project design 
The iterative process of design and implementation allowed the Swinburne research 
team to be actively involved in the creation of an evidence-based intervention. At 
strategic points throughout resource development, the Swinburne research team 
brought content knowledge and skills to the project that complemented the program 
design, facilitation, education and program management skillsets within the AMF 
project team.  
 
For example, Alexia Maddox and Kath Albury joined a meeting with the AMF and Today 
teams in late October 2021 where they answered questions regarding the ways the 
project evidence-base might be applied to the Human-Centred Design process, and 



 

Process evaluation of Crushed But Okay campaign Page 29 
Prepared by: Kath Albury 
Monday, October 10, 2022 

Process evaluation of Crushed But Okay campaign Page 29 
 
 

suggested examples of ‘open’ (as opposed to closed) prompts grounded in qualitative 
research methodologies. As a result, scenarios were offered to participants that invited 
them to share possible solutions or workarounds in situations involving conflict and 
rejection. Joanna Williams and Kath Albury also provided feedback to the website copy 
to support clear, unambiguous messaging. This collaborative approach differs from 
many interventions, where a scholarly evidence-base and research expertise may only 
be consulted and applied during the initial scoping of the project, rather than 
throughout the project’s life cycle. 
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4. Final output 
This section describes the video and resource kit on the Crushed But Okay website and considers 
opportunities for improvements in future campaigns.  
 

4.1 Description of outputs 
Crushed But Okay includes four episodes that are individually themed around a key concept for 
the campaign:  
◼ Episode one: Not Interested 
◼ Episode two: A clear no  
◼ Episode three: Compliments gone wrong 
◼ Episode four: Friendzoned 
 
The videos are described on the Crushed But Okay website as “fun and authentic reaction 
videos featuring talented influencers talking about real life rejection scenarios, with practical 
tips on how to manage this normal experience. They champion the strengths talking about it 
from a young age – early and before harmful attitudes can develop.” The videos range in length 
from 2:54 (episode four) to 4:15 (episode one). 
 
These videos, and the supporting website, is informed by the project’s approach to ethics 
which draws on the Sex & Ethics framework (Carmody, 2015) explored within the literature 
review. This model understands ethics in terms of reflexivity, involving both care of others and 
self-care.  
 
The episodes take the format of curated, collective reaction videos, where four social media 
influencers, respond to questions or ‘real world’ scenarios. The influencers are filmed 
individually and address the camera directly (see Figure 8). They are framed by a domestic 
setting (bedrooms, studies, and living rooms rather than studios or workplaces) and non-
professional lighting and video equipment. These scenes are not just reflective of the ‘remote’ 
digital environment produced by COVID lockdowns, but keep with the influencer approach of 
relatable and stylised “snippets of the ‘backstage’” (Abidin, 2015).  

Figure 8. Screengrab of Jay Chabz in episode 2 
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The videos are edited together with campaign branding, which follows a “retro cool” aesthetic 
that leans on visual regimes associated with early videogames and microcomputers (without 
alluding to a particular videogame genre or series) (see Figure 9), as well as contemporary 
neo-soul music. 

 
Drawing on the critiques of the Expert Advisory Board and Swinburne research team regarding 
the homogeneity of co-design participants, these videos provide a more diverse 
representation of young men. 
 
An important factor in the campaign’s communicative style is the way that the influencers are 
presented individually and edited together. Each video features montaged excerpts from the 
four influencers giving advice direct to camera, evoking the social media genre of the ‘reaction 
video’. It is implied that we are seeing a curated view of four separate advice sessions that 
audiences are never directly privy to. This approach provides variety for audiences, and can 
maintain attention and engagement via comparison and contrast. 
 
The montage approach also has implications for how authenticity is harnessed in the 
campaign. Reaction videos are performances of affect, and viewers familiar with the genre 
often seem to take pleasure in the performed reaction despite, or perhaps because of an 
awareness of their staged intimacy (Golding, 2019; Kennedy and Smith, 2012). 
 
However, without sustained engagement with any individual advice-giving participant in 
Crushed But Okay, the viewer is kept at a distance from the influencers. The backstage is not 
curated by the influencer, but by the campaign producers. Accordingly, perhaps the strongest 
individual voice in the Crushed But Okay videos is not that of any of the influencers, but rather 
that of the editor/curator who moves the viewer between each of them.  
 
It could be argued that this approach impacts on the authenticity of the videos. It implies the 
existence of an actor at a remove from the content who has not just assembled the videos but 
instigated their creation. However, this is also a strength as it legitimises the authority of the 

Figure 9. Screengrab of the title in episode 1  
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videos, demonstrating that content is not simply the opinions of authentic (but non-expert) 
young people.  
 
Each video is bookended by opening and closing title screens that confirm the choreography 
behind the otherwise intimate advice. Although each video opens with an attention-focusing 
participant grab, the rapid appearance of a series logo and musical sting suggest a level of 
professionalism and expertise behind each video. The final title screen confirms this, crediting 
“eSafety Online Safety Grants Program – an Australian Government initiative” as well as the 
logos of Alannah & Madeline Foundation, Swinburne University of Technology, the Australian 
Government, and the eSafety Commissioner (see Figure 10). This approach is validated by 
Evers et al. (2013), who found that some young people are more receptive to sexual health-
promotion media content that clearly signals trustworthiness or authoritative origins via 
‘government’ branding. 
 

 
The Crushed But Okay videos successfully deal in authenticity, intimacy, and authority, which 
are balanced against each other through curation and editing. Additionally, the use of the 
reaction video genre, and the intercut snippets of text that evoke the Reddit forum interface 
content, directly reflect engagement with evidence presented in the literature review and social 
media scrape. There is clear resonance with contemporary digital cultures in terms of the 
video aesthetics as well as the ‘backstage’ presentation and first-person intimacy of the four 
influencers. 
 

4.2 Alignment with the program logic 
The project’s program logic identified three outputs:  
◼ Co-designed guidelines for navigating intimate relationships.  
◼ A resource ‘playbook’ underpinned by the co-designed guidelines and an ethical framework.  

This playbook would contain co-designed advice and content as well as linking to credible 
support services; and  

Figure 10. Credits for each Crushed But Okay episode 
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◼ A social media awareness/advocacy campaign with messaging by youth-identified role models.  
 
This output was revised in response to feedback from the Creative Advisors, who found the 
approach to be inappropriate for the project’s aims, as guidelines were too abstract and didactic. 
The guidelines were replaced by the four Crushed But Okay reaction videos, which offer multiple, 
personalised perspectives on dealing with rejection. This output forms the central pillar of the social 
media campaign.  
 
The resource ‘playbook’ became the Crushed But Okay website. The resources were initially planned 
as a downloadable pdf but was later developed into a mobile-friendly micro-site hosted by the 
Alannah & Madeline Foundation. This change was made to make the content more appealing and 
useful for young people. The site contains suggested digital ‘making’ activities – including making 
memes and sharing stories on social media – that can be used by young people, or by adults 
facilitating workshops or discussions. The site links to free third-party resources (such as the graphic 
design resource platform Canva) that support digital media production. These resources are aligned 
with the findings of the literature review and expert consultation that suggested young men are 
more likely to engage meaningfully with activity-based interventions.  
 
In keeping with recommendations from the literature review and Expert Advisory Board, as well as 
feedback from the Creative Advisors, the website copy does not promise ‘top tips’ or easy solutions 
for managing rejection. Instead it states that “being rejected is no one’s fault and there is no “right 
way” to do dating or relationships. You can do everything ‘right’, but it still might not work out the 
way you want, and that’s okay”.  
 

4.3 Areas for improvement 
Due to time constraints, the website’s copy was primarily authored by the Program Manager, rather 
than drafted through a facilitated co-design process. Similarly, the social media copy was written by 
the Program Advisor immediately prior to the program launch. As noted in Section 3.4.5, there were 
some challenges in balancing engagement and leadership within the co-design process, which led 
to a time crunch in the production process.  
 
The need to progress the production of the reaction videos and social media content between 
January and March 2022 meant that other ideas generated by the Creative Advisors (outlined in 
Section 3.5.2) could not be further explored. With more time, it is possible that some of these ideas 
could have refined and incorporated into the suggested activities on the Crushed But Okay website. 
This observation should not be understood as a criticism of the web resources, which successfully 
meet the aims of the project and received a positive response from adults working with young 
people when it was launched.  
 
However, it is recommended that future projects of this kind consider the range of creative 
possibilities that may arise via co-design processes that focus on idea generation and content 
development with young people. These include embracing the opportunity to re-work concepts that 
are not suitable as primary campaign outputs into secondary supporting resources to diversify 
engagement with and uptake of key messages.  
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4.4 Reflections on program useability in context  
The first combined AMF and Swinburne team meeting was held in late March 2021. At the time, 
there was considerable public conversation around consent in Australia, following activist Chanel 
Contos’s survey of school students where many young women reported they had been sexually 
assaulted by school-aged young men. During this period, there were also news reports of school-
aged young men participating in abusive and misogynistic Facebook groups, and other forms of 
online abuse. A campaign to include consent as a compulsory aspect of the high school curriculum 
was launched in February 2021. In April 2021, news reports emerged expressing surprise and 
disappointment over what came to be known as the ‘milkshake video’ - a consent education 
resource funded by the Commonwealth Government as part of the Good Society educational 
resource.  
 
Key criticisms of the ‘milkshake video’ included:  
◼ An apparent lack of engagement with relevant evidence and expertise; 
◼ The absence of clear and grounded calls to action relating to consent in intimate relationships; 

and  
◼ The lack of youth engagement and creative input in the design and production process. 
 
These issues shaped early conversations with the Expert Advisory Board regarding the design 
process for the project. These conversations highlighted that program outputs should evidence-
based and grounded in co-design principles, and contain clear and constructive modelling of 
positive online communication. While the project primarily aimed to produce resources that could 
be easily and informally accessed by young men via social media, it was agreed that project outputs 
might also be integrated into more structured conversations facilitated by adults working in a range 
of contexts and settings, such as youth workers, sports coaches and classroom teachers. 
 
While an evaluation of resource uptake and usability among young people is beyond the scope of 
this report, there is evidence to suggest that the videos and supporting ‘making’ activities are 
appropriate for use by adults working with young people. The Australia’s National Research 
Organisation for Women’s Safety (ANROWS) shared the Crushed But Okay website on their social 
media channels on April 5 2022, endorsing the campaign as a resource for preventing online harms. 
Leading researchers and practitioners in the field of sex and relationships education (including 
Professor Jessica Ringrose (University College London), Professor EJ Reynold (Cardiff University), 
Associate Professor Debbie Ollis (Deakin University) and Professor Mary Lou Rasmussen (Australian 
National University) also praised (and shared) the Crushed But Okay link via social media. In 2022, 
the Crushed But Okay resources formed the core of the Nepean Blue Mountains Local Health 
District Sexual Assault Service (NSW) activities for the Sexual Assault Day of Action (August 25).  
 
These endorsements suggest that not only did Crushed But Okay avoid the pitfalls of the ‘milkshake 
video’, it actively succeeding in producing innovative and useful resources that will help adults 
facilitate formal and informal conversations promoting consent, and respectful online relationships. 
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5. Conclusion 
The IYP design process was subject to several significant challenges. The impact of Victorian COVID 
lockdowns on the participating organisations, the Expert Advisory Board, and youth participants 
(who were predominantly Melbourne-based) cannot be underestimated.  
 
Despite these challenges, the project was highly successful producing outputs (the Crushed But 
Okay campaign and resources) and designing a design process which aligned to the project’s stated 
aims, objectives and program logic. There is clear resonance with contemporary digital cultures in 
the Crushed But Okay resources, which draw on young people’s authentic practices of seeking 
relationship advice in digital environments (as identified in the social media data analysis). The video 
resources are youth-focused, offer informal peer-to-peer advice, and model supportive behaviours 
for young men dealing with rejection (minus shame or blame). The accompanying resources and 
referrals are action-focused, as recommended in the literature review and expert consultations. 
 
As noted in this report, some challenges in the design process arose due to gaps in the project 
team’s skillset. Future projects seeking to draw on the learnings generated from this process will 
benefit from considering the differences between educational content and social marketing 
content, particularly in terms of integrating co-design outputs with content based on scholarly 
research. Educational content is designed to delivered in a classroom or other formal setting. It is 
adult-led, aligns with formal curricula, and has measurable learning outcomes. In contrast, 
successful social marketing content targeting young people is more likely to be informal, and open-
ended in both content and approach.  
 
In addition, digital-first content must compete with the target audience’s existing interests and 
pastimes in the ‘natural’ environment of social media apps and platforms. We recommend that 
future youth-led co-design projects should consider the different skillsets required to create diverse 
project outputs required to target adult and youth audiences in diverse settings and contexts. Staff 
with relevant expertise in developing evidence-based digital social marketing content might be 
sourced from the fields of digital health promotion and digital health communication. Education 
experts are required to contextualise this content in relation to curricula. In some cases, a single 
individual has capacity to undertake both forms of content design and production - but this cannot 
be taken for granted when recruiting and assembling project teams. 
 
Despite challenges, the IYP design process resulted in significant positive innovation. The project’s 
evidence-base – which included a review of research literature, consultations on professional 
practice, and an analysis of social media data – was integrated throughout all stages of the design 
and implementation of the project. While it is not possible to quantify this as a factor in the project’s 
success, the resulting project outputs have been extremely well-received by experts in the field of 
violence-prevention and sex and relationships education. This reception speaks to the project’s 
alignment with what is known about best-practice in the prevention of online harms, and its success 
in filling a known gap in online harm-prevention interventions targeting young men. 
 
The AMF’s responsiveness to evidence regarding best practice in co-design with and for young 
people is evidenced in the organisation’s responsiveness to the contributions of the young people 
who participated in the project. Crushed But Okay has set a precedent that can be adopted within 
future AMF projects, and in other youth-focused projects and organisations – a result that 
demonstrates not only innovation, but leadership within the broader youth-support sector. 
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6. Appendices  

6.1 People involved in the development of IYP  
The AMF project team comprised of:  
◼ Katie Costello, Program Manager (May 2021 – April 2022) 
◼ Daniel Donahoo, Senior Program Advisor (from project commencement – February 2022) 
◼ Molly George, Program Advisor (from July 2021 – April 2022) 
◼ Lucas Karlson, Program Advisor (Intern) (from projection commencement – January 2022) 
◼ Catherine Shepherd, Program Manager (from project commencement – May 2021) 
 
The Today team comprised of: 
Rapid prototyping sessions 
◼ Athalia Foo 
◼ Zev Powell 
◼ Liviana Baldino 
◼ Karen Gallagher 
 
Campaign development 
◼ Athalia Foo 
◼ Tait Ischia 
◼ Jacob Zinman-Jeanes 
◼ Helena Rosebery 
◼ Alex Bennett  
◼ Karen Gallagher 
◼ Nick Clarke from Banalarama Studios (a video production company subcontracted to 

produce and edit the videos) 
 
The Expert Advisory Board comprised of: 
◼ Adam Karg, Swinburne University of Technology 
◼ Amy Harvison, Top Blokes Foundation 
◼ Brent Hedley, Football Futures Foundation 
◼ Chelsea Roffey, AFL 
◼ Clifton Evers, Newcastle University, UK 
◼ Emma Witkowski, RMIT 
◼ Jes Kane, Google 
◼ Julia Baron, Youth Affairs Council of Victoria (YACVIC) 
◼ Nicola Henry, RMIT 
◼ Steven Roberts, Monash University  
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6.2 Swinburne research team  
 
Professor Kath Albury 
Kath is Professor of Media and Communication in the School of Social 
Sciences, Media, Film and Education at Swinburne University of Technology. 
She is an Australian Research Council Future Fellow (2022-2026), leading the 
'Digital and data literacies for sexual health policy and practice' research 
project. Kath is also an Associate Investigator in the Swinburne Node of the 
Australian Research Council Centre of Excellence for Automated Decision-
Making and Society (ADMS) and co-leads the Digital Inclusion Program in 
Swinburne's Social Innovation Research Institute (SIRI). 
 
Associate Professor Dan Golding 
Dan is an Associate Professor and Deputy Chair of the Department of Media 
and Communications at Swinburne University of Technology. As a researcher 
and teacher, he is interested in the intersection of technology and media, 
including history, cinema, videogames, and digital music. In 2016 he co-
authored his first book, Game Changers: From Minecraft to Misogyny, the Fight 
for the Future of Videogames for Affirm Press with Leena van Deventer. He has 
published academic work on special effects, VR, videogames, and blockbuster 
cinema in journals like Convergence, TEXT, Senses of Cinema, and Continuum. 

 
Professor Anthony McCosker 
Anthony is Professor of Media and Communication in the School of Social 
Sciences, Media, Film and Education, and Deputy Director of the Social 
Innovation Research Institute. He leads the Swinburne Node and is a Chief 
Investigator in the ARC Centre of Excellence in Automated Decision Making 
and Society (ADM+S) (2020-2027). Anthony's research addresses digital 
inclusion and participation, and the impacts and uses of new communication 
technologies, particularly in relation to health and wellbeing and social 
inclusion.  
 
 
Dr Angus Veitch  
Angus is a researcher and data analytics consultant with a special interest in 
the use of digital data and computational methods in social science, including 
the analysis of textual data from social media and digital archives. Angus has 
also undertaken research into the social acceptance of new energy 
technologies, both past and present, in Australia. In a consulting capacity, 
Angus helps businesses and non-profit organisations to integrate data 
analysis into their operations and decision making. He also has experience in 
the public sector, having worked in the Queensland Government at the 
intersection of water and energy policy. 
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Dr Alexia Maddox 
Alexia is a Research Fellow on the Digital CBD Project. With a background in 
the sociology of technology, Alexia brings her research interests in socio-
technical transformations and digital community. She applies a social lens to 
questions of how emerging technologies are involved in the processes of 
social change and a research methods lens to how this can be studied. Her 
research focuses on the cultures surrounding digital frontiers and 
investigates how their values and practices shape the development, use and 
social implications of emerging technologies.  
 
 
Joanna Williams  
Joanna is a current PhD candidate at Swinburne University of Technology, 
where she researches the production process for sexual health promotion 
campaigns that are distributed to young people through social media. This 
work draws on her experience of leading the production of the Bits and Bods 
web series, which talked to teen girls and gender diverse teens about sex, 
bodies and all the bits in between. The seven episodes of the web series can 
be viewed at https://www.youtube.com/c/bitsbods. Joanna has a Master of 
Public Health and a background in health promotion and evaluation. 

 

6.3 Methods used in the research stage of the project 

6.3.1 Literature review 
While there are a range of innovative interventions and research partnerships emerging 
globally (including those drawing on arts-based and creative methods), the review limited 
discussion to programs and campaigns that have been evaluated. Literature surveyed 
focused on programs and campaigns that targeted young men. Consequently, case 
studies of comparable DBCIs and social media campaigns were included as guides for 
practice and implementation.  
 
Literature surveyed included: 
◼ Government and industry reports outlining best practice for primary prevention of 

sexual violence. 
◼ Research literature presenting best practice in intervention design, implementation, 

and evaluation, particularly as this relates to engaging young men. 
◼ Conceptual literature focused on engaging young men in sexual learning and scholarly 

literature addressing masculinities, sexual ethics, online cultures, violence prevention 
and prevention of image-based abuse.  

◼ Relevant research into what works for DBCIs and social media campaigns.  
◼ Research into the digital cultures and online practices of young men, particularly in the 

areas of online gaming, sport, and online peer group dynamics.  
 
Iterative drafts of the review were sense-checked by the Advisory Board, and expanded in 
response to suggested additions, and in response to requests and queries from the AMF 
project team. Following Human Ethics approvals, Professor Kath Albury also conducted 
one-to-one interviews with Expert Advisory Board members and additional expert 

https://www.youtube.com/c/bitsbods


 

Process evaluation of Crushed But Okay campaign Page 39 
Prepared by: Kath Albury 
Monday, October 10, 2022 

Process evaluation of Crushed But Okay campaign Page 39 
 
 

stakeholders (including scholars and practitioners) to learn more about what is - and isn’t - 
known about best-practice primary prevention campaigns and interventions targeting 
with young men. Additional material was added to the review based on these expert 
recommendations. The final Improve Your Play intervention design and evaluation: 
Literature review (Maddox et al 2021) was delivered to the AMF in September 2021. 
 

6.3.2 Expert consultations 
Following Swinburne Human Ethics approval, thirteen one-on-one expert consultations 
were conducted by Kath Albury in April and May 2021 with a mix of industry practitioners 
working with young men and academics researching young men, masculinities, social 
connection, sport, gaming and online sexual encounters.  
 
Interviewees were recruited from the IYP Expert Advisory Board, which was then followed 
by a snowball sample. These included:  
◼ Clifton Evers, Newcastle University, UK  
◼ Emma Witkowski, RMIT 
◼ Steven Roberts, Monash University  
◼ Nicola Henry, RMIT 
◼ Chelsea Roffey, AFL 
◼ Adam Karg, Swinburne University of Technology 
◼ Brent Hedley, Football Futures Foundation 
◼ Emma Sherry, Swinburne University of Technology 
◼ Michael Salter, UNSW 
◼ Paul Byron, University of Technology, Sydney 
◼ Melissa Abu-Gazelah, Top Blokes Foundation 
◼ Liam Bailey, Top Blokes Foundation 
◼ Caitlin McGrane, Gender Equity Victoria 
 
Interviews focused on sense-checking the project’s literature review, commenting on use 
of scholarly works, with the aim of identifying gaps, and uncovering any unpublished and 
grey literature that should be included within the review. These conversations also 
included frank reflections on why a campaign targeting young men might be considered 
‘sensitive’ or ‘controversial’, and how issues relating to online intimacy might best be 
addressed. 
 
Interviewees were semi-structured and conducted on Zoom at a time of the participant’s 
choosing. Interviews lasted up to 45 minutes long and were recorded. Given the small size 
of the sector where these experts work, evidence derived from these interviews has been 
anonymised in this report. 
 

6.3.3 Social media data analysis methods 
Data was gathered from the pushshift.io archive —an online, independently run database 
of Reddit content—to build a dataset of submissions and replies from four Reddit 
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communities/subreddits: r/teenrelationships,1 r/relationship_advice, r/relationships, and 
r/dating. A total of 1,646,178 posts were retrieved.  
 
About a quarter of these posts were submissions (i.e. the initial posts asking for advice) 
and the remainder were replies from other users or the original author. These 
submissions and replies were sampled and analysed computationally to identify 
distinctive topics and language in the content that were of interest to young males. 
 
Only a subset of the gathered posts were used in the thematic analyses as the age and 
gender of the submitting authors could not always be inferred using the parsing rules on 
KNIME Analytics Platform (an open-source data analysis software tool).2 The percentage of 
submissions for which both age and gender could be inferred ranged from 6% in the 
r/dating subreddit to 50% in r/relationships. These posts were sampled systematically so 
that no single subreddit, gender or age group dominated the dataset used in the 
analyses. In addition, submissions were classified according to whether or not they 
discussed romantic relationships by scanning for words such as boyfriend, date, crush, 
sex, or breakup. In most of the analyses, only posts discussing romantic topics were 
included. 
 
Content was retrieved from the pushshift archive by working backwards from posts 
submitted no later than 30 June 2021. The data collected from r/relationships and 
r/relationship_advice date back to May 2021, while the data from r/dating extends back to 
November 2020, and the data from r/teenrelationships dates to October 2017.  
 
The themes and topics used in the content were classified with the help of a technique 
called probabilistic topic modelling which identifies groups of contextually related words 
which could be interpreted as topics. As well as identifying the topics used in the dataset, 
a topic model quantifies the presence of topics in each post, enabling a quantitative 
analysis of the thematic content. A topic model for male and female teenagers was 
produced that contained 80 separate topics. These topics were grouped into a smaller 
number of more abstract themes to provide a high-level picture of the thematic scope of 
the data. 

 

 

 
1 The prefix ‘r/’ is commonly used to denote a subreddit. 
2 Those submitting questions to these communities often declare their age and gender at the start of 

their posts i.e. “I (16M) need advice…” indicates that the poster is a 16 year old male. 
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