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IN ASIA, ONE IN NINE GIRLS ARE 
MARRIED BEFORE THEY TURN 15

BEST PUBLIC RELATIONS OR COMMUNITY SERVICE CAMPAIGN 
New Zealand Herald / World Vision #NOTFORSALE 

INMA CATEGORY 2 

Millions of young girls across Asia face exploitation 
in the form of child marriage, child labour and 
trafficking. We believe this is unacceptable and 
every girl deserves to be free from exploitation – to 
live, grow, and thrive as other children do.

The New Zealand Herald, one of New Zealand's 
biggest and most influential publications, 
partnered with World Vision on a mission to 
transform the lives of girls facing exploitation in 

Asia by highlighting and sharing their stories. 
Editor-in-Chief Shayne Currie said New 

Zealanders can be part of the solution. "With Asia 
on New Zealand's doorstep, we felt compelled to 
shine a light in dark corners, to make our audience 
aware of the plight of thousands of young women."

One-off donations received during the campaign 
would be used to fund World Vision’s child 
protection work across the Asian region.
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#NOTFORSALE 

The campaign was named “Not For Sale: Ending 
Exploitation of Girls” and was launched on 
September 28, 2018.

As part of extensive groundwork and research, 
Herald newspaper columnist and talk-back 
radio host Kerre McIvor (above) and Herald 
videographer Mike Scott travelled to the Bihar 
region in India and Yangon in Myanmar to capture 
the stories of vulnerable children and their families.

The goals were to raise awareness of the plight 
for millions of girls, but also to raise $100,000 in 
donations during the course of the campaign.

As well as driving donations and awareness, the 
campaign offered the audience an opportunity 
to sign up for more information about World 
Vision’s work as well as for more information on 
the journalism being offered by the New Zealand 
Herald.

https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12132640


A promise was made by World Vision and carried 
by the New Zealand Herald: Money raised in 
tcampaign would go towards supporting World 
Vision’s child protection work in Asia.

We told the life-changing tale of a sponsor Libby 
McCarthy (above, with partner Lee Steven). 

The campaign broke the donation process down 

into tangible outcomes. 
Thirty dollars could change children’s lives in 

India by helping parents understand and speak up 
for the rights of all children. 

A $250 donation could help a survivor of 
trafficking start a new life with basic needs such 
as clothing and shelter, and life skills training in 
Myanmar.
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HOW $30 CAN MAKE A DIFFERENCE

https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12140789


The stories were compelling and bore witness, 
unflinchingly, to the reality for many girls  
in Asia.

When Sanjay Sahani received an offer for his 
oldest daughter to be married to a young man 
from another village, it seemed like the gods were 
smiling on him. 

When Sania was 12 years old, her friend Munni 
came to her and told her she was in trouble.

A shy 19 year old, who looks much younger, 
Prabha was married off at 16.

Latika is in dire straits.  Her life, working as a 
prostitute in Kolkata, is already grim.

Hnin’s story of abduction, slavery and eventual 
escape deserves to be made into a feature film.

When 15-year-old Khin was told she could get a 
job singing karaoke in a restaurant, she was over 
the moon.

Life for Yadanar was tough.  It always had been, 
and chances were, it always would be. 

Four more personal stories were told in the 
second week of the campaign.
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BEAR WITNESS

https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12132121
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12132146
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12131949
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12179125
https://www.nzherald.co.nz/front-page-top-stories/news/article.cfm?c_id=698&objectid=12179127
https://www.nzherald.co.nz/front-page-top-stories/news/article.cfm?c_id=698&objectid=12179127
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12135800
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12135800
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12136445
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Video has so much potential and the campaign 
sought to exploit (if you’ll pardon the word in this 
context) the format.

One of the video innovations included an 
opportunity to enter the life of a child bride via 
Virtual Reality googles and a 360 degree film 
directed by Gabo Arora and Fifer Garbesi.

Another innovation with impact was in Auckland, 
the campaign saw it's most controversial story 
unfold after actors Kylie Thompson, 18, and Alan 
Fish, 55, pretended to get married at St Paul's Church 

to gauge public reaction. 
Some passersby turned their heads in horror and 

muttered words of disgust but none approached the 
newlyweds to question the situation.

As well as the Auckland wedding stunt, the 
campaign included the reactions from teenage New 
Zealand girls to what they had seen in the series.

Many of the stories were “brought back” over  
the ensuing summer, given prominence on the 
website once more, driving more awareness  
and donations.

BRINGING IT ALL BACK HOME

https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12132891
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12137457
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12137457
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12137457
https://www.nzherald.co.nz/world/news/article.cfm?c_id=2&objectid=12140101
https://www.nzherald.co.nz/world/news/article.cfm?c_id=2&objectid=12140101
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By October 14, the campaign had passed the 
donations target.

By November 10, it reached double the target 
passing the $200, 000 mark.

World Vision head of marketing and engagement 
Gareth Owen said the money would be spent in 
three areas; educating communities and children 
about child's rights and protection, rehabilitating 
those who've had their lives turned around and 
reaching out to officials to try and change the laws.

Columnist and radio host Kerre McIvor said she 
wanted to save all the girls she met, from a 14-year-
old daughter of a prostitute, to a young girl making 
bracelets for tourists for 16 hours a day.

"Walking away from them was the hardest things 
I have done," McIvor said."I wanted to go to an ATM 
immediately and give them the money that would 
change their lives but that is against World Vision 

protocol because of corruption."
Instead, McIvor and videographer Mike Scott told 

the stories of the girls to raise awareness.
The Not for Sale series reached more than 

462,500 readers and generated more than 653,600 
page views. The average page duration for the 
series was 1minute 16 seconds.

The video content overall generated 143,480 
video views.

The top story of the series was the Auckland 
"wedding" which was accessed by more than 
298,000 UBs and had an average page duration 
of 52 seconds. This article generated in excess of 
336,460 page impressions. Video accompanying 
the article had 59,970 video views. (Source: Google 
Analytics, total traffic, Sept 17 2018 - Jan 28 2019, 
Brightcove video analytics, total traffic, Sept 17 2018 
- Jan 28 2019)

WE WANTED TO SAVE THEM ALL

https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12141440
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12141440
https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=12156850
http://www.nzherald.co.nz/notforsale

