
Don’t be that guy



Sexual crimes are at the highest level
seen in over 50 years with an estimated
10,000 incidences of rape in Scotland every year. 

A third of victims have experienced
“too many incidents to count”. 

Young women are most at risk
and young men are most likely to offend.

Preventing sexual crime is one of 
Police Scotland’s highest operational priorities. 



Shifting the focus

Previous Police Scotland 
sexual violence campaigns 
focused on educating 
men about consent.
However, new evidence 
suggested the majority 
of men understand consent 
but choose to ignore it 
in some situations.

A fresh approach was needed.

The evidence also shows that sexual 
violence will only be reduced if it’s 
root cause - male sexual entitlement 
- is challenged. 

Much of the existing public discourse 
focused on women’s safety. However, 
in order to make a real difference, 
men have to be challenged to take 
responsibility for men’s violence. 
Men need to understand the link 
between low-level harassment and 
serious sexual offending. And they 
have to believe they have a role to 
play in calling out their peers.  



Campaign objective

Police Scotland’s ambition 
for this campaign was to 
reduce incidences of rape 
and sexual violence towards 
women.

To do that, it was essential to move 
away from the previous focus on 
educating men about consent and 
instead turn the focus onto the links 
between overt male sexual entitlement 
and serious sexual offending.  

The audience was young 
Scottish men aged 18–35.

The objective was to start a 
conversation around male sexual 
entitlement, the importance of 
self-reflection and the role men 
can play in challenging others’ 
behaviour. 

The call to action was to visit 
a website exploring consent, 
developed by Police Scotland.



At the heart of the issue 
is the direct link, established 
by academic research, 
between low-level male 
entitlement and serious 
sexual offending. Every man 
convicted of serious sexual 
offences displays overt 
sexual entitlement. 

Although only a small minority of men 
are convicted of criminal offences, 
a pervasive culture of harassment 
not only makes women feel unsafe, 
it also gives unspoken permission 
to those who go on to offend.

So it was essential that we spoke 
directly to those at highest risk, 
men aged 18-35.

All of them.

Understanding the audience



Patriarchal attitudes are a 
key component in offender 
behaviour. Male sexual 
entitlement is the root cause 
of most sexual violence.

We needed relatable everyday stories. 
We used anonymous surveys 
to gather authentic experiences 
from women and men.



Audience insight

“ Rape jokes have become the norm
- all in the name of ‘banter’.”

Rape and sexual violence 
are the extreme end of a 
broad spectrum of misogyny.

Sexual violence is the result of 
men’s entitlement to women’s 
bodies. Entitlement causes them 
to assume consent where none 
is given.

But sexual entitlement occurs 
every day when men assume 
the right to women’s attention. 

“Men in bars grabbing me
and my friends without their consent.”

“My guy friends comment on girls only
by their body and appearance.”

“I’ve had someone
take a photo up my skirt.”



Creative strategy

Research indicated 20% 
of young men would push 
back against perceived 
‘man bashing’, so we didn’t 
want to preach, point or blame.

We wanted to start conversations 
by making men stop and think. 
Our film had to connect, then surprise 
and shock and finally prompt action.

It was critical the script used specific 
examples of entitlement behaviours 
that men would recognise – anything 
too abstract or coy wouldn’t land. 



It was also essential that 
the campaign proposition 
was delivered by young men 
themselves. Peer-to-peer 
always works best. 

We wanted to:

•  Spark self-reflection amongst men 
regarding their own behaviours 
and attitudes

•  Encourage conversations between 
young men and their peers

•  And ultimately be a starting point 
for long-term cultural shift and 
behaviour change.



Research shows that young men
are not open to messaging from
perceived figures of authority.
We agreed with Police Scotland
that the film, campaign social channels
and website should not carry Police
Scotland branding - in case it was
deemed too authoritarian for a
frank conversation, a turn-off for
the target audience.



The film

Our film demonstrates 
how ‘harmless’ behaviours, 
if unchecked, can escalate 
into something more sinister. 
Our surveys verified scenarios 
and informed the language 
and phrasing used in the script 
- ensuring it resonated.

Casting and performance coaching 
was critical. Representation across 
class and race was important. 
Background checks and 
disclosures had to be robust.



A range of young Scottish men speak 
directly to the viewer, one by one.

“Ever called a girl doll?”

“Or whistled at her walking down the street?” 

“Ever stared at a woman on the bus?”

“Or said to your mate ‘I’d do that’?”



The questions take a turn.

“Ever got her three shots in a row,
hoping you’d get a shot of her?”

“Then, what? Bundled her, wasted,
into a taxi and took her back to yours?”

“Most men don’t look in the mirror
and see a problem.” 

“But it’s staring us right in the face.”

Our film feels like a conversation between mates, 
in the hope that it starts some. It ends on a web
address: that-guy.co.uk



The campaign

Last-minute script changes 
(on the day of filming) came 
from senior officers in Police 
Scotland. We shot multiple 
alternative script takes 
which could be mixed 
and matched for final 
sign-off at the edit stage.

The film was edited for deliverables 
across a wide range of channels, 
formats and lengths and delivered 
through social media – launched 
first on Twitter and YouTube.

This is a long-term, ongoing 
campaign. The film was the 
launch asset, aimed at sparking 
the conversation.



Delivery

Paid activity

•  £22k digital advertising spend 
(Twitter, Instagram, TikTok, 
Facebook, Snapchat, Spotify, 
YouTube, etc)

•  £25k social media 
influencers spend 
(11 influencer partnerships)

Earned activity

•  Proactive and reactive PR 
and media relations from 
Police Scotland

Shared activity

• Police Scotland partnerships

•  One-to-one conversations with 
individual men on social media

•  Support from Police Scotland 
owned social media accounts

Owned activity

•  That-guy.co.uk website with 
14 items of original content

•  New dedicated social media 
accounts on all major channels



 4 million+ views of hero film
34,000 uses of hashtag
160,000+ page views on website



Results so far

Long-term evaluation against 
crime and behaviour statistics 
will be ongoing over the 
course of several years.

Paid-for ROI

• 4.8 million digital ad impressions

•  32,000 click-throughs 
to the website

Film views

•  4 million+ views of main 
60 second campaign film

•  3 million+ views 
of first campaign tweet alone



Website visits

•  80,000 + unique visitors 
to campaign website

• Estimated 160,000+ page views

Social media

• 2.3 million social 
 media engagements

•  Social media engagement 
averaged 13%

•  34,000 original uses of 
the hashtag #DontBeThatGuy

Influencer marketing

• 1.2 million impressions

• 166,000 content views

• 13,000 content downloads

New partnerships
as a result of campaign

• Scottish Rugby

•  Multiple Scottish colleges 
and universities

 



Results:
Earned & shared

Scotland, UK-wide and 
international media coverage 
with UK broadcast features 
including BBC TV, ITV, STV, 
Sky News, GB News, BBC Radio 
Five Live, BBC Radio 2, 
BBC Radio Scotland, LBC.



UK print and online news, features 
and editorials included Guardian, 
Mirror, Times, Huffington Post, 
Independent, Sun, Standard, 
Daily Mail, Mail on Sunday, Sunday 
Mail, Daily Record, Scotsman, Herald, 
National, Courier, Press and Journal, 
Evening Express, Yahoo News, 
Glamour UK, Adweek, The Drum 
(probably worth using some of the 
news coverage visuals on this page)

The hashtag #DontBeThatGuy 
trended #5 on UK Twitter on launch day.



Results:
International

The video and hashtag went 
viral leading to international 
interest. Bilingual individuals 
voluntarily added translations 
to to the video and republished 
on social media. 

International press picked up 
on the fan-translated content. 
One Japanese translated video 
achieved over 600,000 views and 
an Australian YouTuber’s 10 minute 
video on the campaign has been 
viewed 142,000 times.



Commentary, translations 
and copycat content arose 
worldwide including Spain, 
Australia, Japan, Peru, Brazil, 
Portugal and Germany.

International press coverage included:

• Huffington Post (Japan)

• Diamond Online (Japan)

• Indian Express (India)

• Republic World (India)

• Der Standard (Austria)

• El Huffpost (Spain)

• S Moda / El Pais (Spain)

• Levante-El Mercantil (Spain)

• Valenciano (Spain)

• La Razon (Spain)

• Catraca Livre (Brazil) 

• Universo Online (Brazil)

•  24 HORAS | El Diario sin Límites 
(Mexico)

• Mademoizelle (France)

• Wayka (Peru)

• Mashable (USA)



Legacy

Social listening analysis 
confirms 60 per cent of 
engagement with the 
campaign came from women. 
This was overwhelmingly 
positive and expressed 
support for the campaign 
messages. 

At the difficult time, the campaign 
changed the debate nationally and 
internationally to focus away from 
women’s safety and towards men’s 
personal responsibility for challenging 
sexual violence. There was a 
clear, positive impact on women’s 
confidence in policing in Scotland 
as a result.



Additional legacy outcomes 
include 16 police services 
in England, Wales and 
Northern Ireland, and a further 
10 public sector organisations, 
proactively contacting 
Police Scotland to discuss 
the campaign strategy.

We are aware of many organisations 
working with young people using 
the campaign film as a learning tool.

Police Scotland itself is rewriting 
its Violence Against Women 
and Girls strategy in light of the 
That Guy campaign.

The campaign team delivered 
training on challenging sexual 
entitlement to over 100 Scottish 
professional rugby players.

Two non-fiction books are in 
development, inspired by the 
campaign. 

Police Scotland’s approach to all 
future sexual violence campaigns 
will be framed around male sexual 
entitlement and the That Guy website 
and social channels will continue 
to operate. 



Our film and its focus on the 
misogyny at the root of sexual 
violence is already influencing 
national and international 
strategies in tackling violence 
against women and girls.



“It’s time that we men reflected
on our own behaviours and attitudes
– and those of our friends,
family and colleagues.

Women are not responsible
for the sexual offences
committed against them.”

Malcolm Graham
Deputy Chief Constable
Police Scotland



“ It’s up to men to step up,
to not be ‘that guy’
and to stop sexual offending
before it starts.”

Malcolm Graham
Deputy Chief Constable
Police Scotland
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