MEMORANDUM

TO: Reader
FROM: Demand Abolition, Hunt Alternatives Fund
DATE: August 2010

RE: Abt Associates Inc. report: “Developing a National Action Plan for Eliminating Sex
Trafficking”

As a first step in the campaign to eradicate demand for sex trafficking and commercial sex in the
United States, Hunt Alternatives Fund contracted with Abt Associates Inc. to review related
practice, policy, law, and research related to demand reduction and suggest frameworks for
developing a strategy to inform a nationwide campaign.

The Abt report and executive summary are working research documents intended to encourage
readers to respond. You may disagree with some of the report’s findings and can suggest
constructive alternatives. A steering committee, made up of key actors from across sectors, will
use the report as a resource in recommending strategies for a national action plan. Committee
members will discuss proposed changes and determine if they could improve the campaign’s
chances for success.

This report is only one of many collaborative phases and does not necessarily reflect the
direction that the national campaign will follow or actions that will be taken. The findings in this
report do not necessarily represent the staff opinions or organizational positions of Hunt
Alternatives Fund.

We appreciate your input and look forward to working with you to eliminate commercial sexual
exploitation in the United States.
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Over the past three years, Hunt Alternatives Fund has convened experts and commissioned research
to inform its efforts to combat human trafficking for the purpose of sexual exploitation. This fact-
finding has convinced the Fund of the need to proceed with greater urgency and to substantially
increase the scope and scale of interventions. While pioneering work at national and local levels has
produced significant accomplishments, the current pace of progress is unsatisfactory, with little
evidence suggesting that the incidence or severity of sex trafficking is abating. A new and substantial
infusion of resources is needed to support exemplary organizations and projects, to start initiatives
that have been beyond the capacity of currently involved organizations, and to move more
aggressively on multiple fronts to produce new momentum and accomplishments.

Hunt Alternatives Fund has pursued the feasibility of assembling substantial private investment to
launch a large-scale National Campaign focusing on eradicating sexual slavery and other forms of
illegal sexual exploitation. While potential donors have agreed in principal that such an effort is
needed, they stress that a strategic plan is necessary to attract the capital required to launch and
sustain a comprehensive set of initiatives with a national scope. To that end, Hunt Alternatives Fund
launched a set of activities designed to produce a plan by the end of 2010. A National Planning
Meeting was held May 8-10, 2010 in Cambridge, Massachusetts, convening key experts on human
trafficking and prostitution, and a private research firm—Abt Associates Inc.—was commissioned to
assemble briefing materials for the meeting. Abt Associates was also charged with conducting a
landscape analysis and presenting a set of strategic frameworks that could be employed in a
campaign.

This report represents a step in the development of a strategic plan for the National Campaign. The
process of continually gathering input from the field and using this input to assist development,
implementation, and refinement of programs and strategies will proceed throughout the development
of the plan, and continue throughout the implementation of the National Campaign.

For this report, a team of Abt Associates researchers and collaborators assembled information from a
wide range of sources. We reviewed hundreds of sources in the research and practice literature,
agency and organization reports, and laws at the federal, state, and local levels. Much of this report’s
content was supplied by those we interviewed who work in a variety of fields (e.g., criminal justice,
public health, the military, business, journalists, and NGOs engaged in activism regarding sexual
exploitation) to combat prostitution, human trafficking, and modern-day slavery. We received input
on issues related to the proposed National Campaign from over 150 experts in law enforcement,
modern-day slavery, violence against women, pornography, victim services, etc. Our project team
conducted over 75 interviews with leaders and practitioners. Input was also gathered from more than
70 experts who attended the three-day National Planning Meeting. At the planning meeting, detailed
notes were taken at all open discussions, workgroups, and breakout sessions, and further information
was acquired through one-on-one discussions and interviews. While this project was ongoing we also
delivered presentations about combating demand at two national conferences held by the U.S.
Department of Justice (the National Conference on Human Trafficking, May 3-5, 2010; and the
National Institute of Justice Research and Evaluation Conference, June 14-16, 2010) and attended the
State Department release of the 2010 Trafficking in Persons Report. At these events, we held
discussions another 15 people on issues directly related to the National Campaign.
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Based on the information gathered, we provide the following for consideration by Hunt Alternatives
Fund and the leadership responsible for the National Campaign:

A review of programs and practices used to combat demand

A review of federal laws and policies

A review of state human trafficking and prostitution law

A brief summary of principles of effectiveness derived from social marketing campaigns
Guidance on how research can be used to support the National Campaign

Guidance on building and maintaining coalitions

Guidance on institutionalizing the National Campaign and establishing its leadership

A set of principles and assumptions to guide the National Campaign

A set of strategic frameworks

A set of criteria for prioritizing lines of action within the strategic frameworks

This report is the foundation for developing a “game plan” for a National Campaign to combat
demand for commercial sex. The goal of the National Campaign is nothing less than the elimination
of commercial sexual exploitation. The Campaign endeavors to assist in producing a paradigm shift in
the United States, eliminating the pockets of acceptance, tolerance, or indifference toward sexual
exploitation that have both allowed it to thrive and allowed a lack of effective action and urgency by
policy leaders to remain insufficiently challenged. The goals and objectives of the Campaign are
highly ambitious, and unapologetically so. But they are also achievable, and the proposed effort is
necessary and timely.

The report was commissioned to contribute to an ongoing process of gathering information on
evidence-based practices, and to develop strategic options that could be pursued in a large-scale
campaign. The immediate objective of the project is to provide information to be considered by Hunt
Alternatives Fund as it develops the strategic plan. We assume the report will be circulated among
those who participated in the National Planning Meeting, and those invited to attend who were unable
to participate. Feedback from interested readers will be used to augment and refine the report as it
evolves from a landscape analysis and presentation of strategic options toward a fully realized
strategic plan. In the strategic plan development process, expected to extend into the fall or winter of
2010, the report will remain a “living document,” continually refined as additional information is
acquired.

Not all the topics worthy of attention and consideration as priorities could be covered sufficiently in
this report, but we expect information to continually accrue. Given that the campaign's scope is broad
and comprehensive, the landscape assessment necessarily included examination of many topics. With
finite time and great amounts of information to acquire and analyze, we could not write in detail
about everything we learned, or everything worth writing about for consideration by Hunt
Alternatives Fund and the National Campaign’s future leaders. We necessarily established priorities,
and not everything could be covered at a consistent level of detail. For example, we examined
research on prior social movements, and extracted lessons learned from past successes. The
fingerprints of that analysis can be seen in our recommendations about strategic frameworks and
tactics, but we did not include a chapter on social movements. Similarly, we gathered evidence on
other issues such as survivor leadership, how to leverage male allies, business leadership,
pornography, and developing curricula for training and education programs, but did not write
extensively about them.
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One of the basic principles behind our decisions about what to feature in the report on the landscape
assessment was that we prioritized providing information that more difficult to acquire elsewhere.
Thus, we focused on providing content related to the empirical case to be made for pursuing the
tactics we recommend, and for establishing the strategic frameworks that we present. We provided
detail about currently operational programs and practices throughout the United States, their strengths
and weaknesses, and which ones are evidence-based versus unproven. That information is harder to
come by elsewhere, so we featured it here. Others who are (or could be) involved with the formation
of the nascent Campaign are better positioned to provide state-of-the-art analysis, so we did not focus
our project resources on such topics. For example, many believe that pornography is a key driver of
men’s demand for sex with prostituted or trafficked persons, and we expect that strategies for
addressing the role of pornography will have a place in the campaign. We did not emphasize it in our
recommendations for strategy or tactics, and we did not provide a detailed analysis. If the Campaign’s
leaders want an analysis of how pornography contributes to sex trafficking and exploitation, there is
access to leading experts, and a world-class task group could be readily assembled.

This report is primarily a description of what was learned through a series of information-gathering
exercises. The vast majority of the facts and strategic options presented are from those presently
engaged in working to combat demand, representing law enforcement, public health interests, human
rights organizations, NGOs, etc. Few of the ideas or suggestions in this report emanate from the Abt
Associates project team or Hunt Alternatives Fund. Many of those attending the National Planning
Meeting had provided input into the development of the report prior to the meeting, and the meeting
was designed to gather additional input.

This report is not the end of the landscape assessment and collection of ideas regarding strategies and
tactics to be pursued by the Campaign. It is meant to be a beginning, although by saying that, we do
not suggest that we are necessarily breaking new ground—obviously, people have been working for
decades to combat sexual exploitation and have accumulated vast stores of knowledge. We have
begun to assemble input from leaders in the field, and hope they will contribute in the future.

The report does not represent the authoritative voice on most of the issues addressed, with the
exception of the national overview of programs and practices implemented throughout the United
States. For example, we have begun an overview of state prostitution and human trafficking law, but
to fully realize the potential for such an analysis, panels of expert legal scholars, prosecutors, judges,
and police should be convened to identify strengths, gaps, and opportunities to improve law and its
application. Such next steps are expected to be part of the overall planning process preceding the
launch of law reform initiatives pursued as part of the National Campaign.

Finally, this report does not present final conclusions or positions taken by Hunt Alternatives Fund,
and does not claim to represent the opinions or organizational positions of those we have
interviewed—although we have tried to faithfully represent what we have learned from them. Itis a
collection of information and ideas gathered from extant reports, interviews, and other sources
intended to support deliberations as the National Campaign evolves.
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Colorado at Boulder, graduate student of sociology

e Beth Schapiro, Beth Schapiro and Associates, Executive Director

o Jeff Sedgwick, Keswick Associates, President; former Assistant Attorney General, U.S. Department of
Justice

e Jane Nady Sigmon, Ph.D., Senior Coordinator for International Programs in the U.S. State
Department’s Office to Monitor and Combat Trafficking in Persons, Global Affairs

e Carol Smolenski, ECPAT-USA, Executive Director

e Melysa Sperber, Vital Voices Global Partnership, Senior Program Officer for Human Rights
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o Dorothy Stafford, Middle Georgia Alliance to End Regional Trafficking, Board of Directors

e  Gudran Jonsdattir Stigamot, Counseling and Information Center on Sexual Violence, Spokesperson

e  Karen Strauss, Polaris Project

e Lisa Thompson, The Salvation Army National Headquarters, Liaison for the Abolition of Sexual
Trafficking

e Samantha Vardaman, Shared Hope International, Senior Director

e Steve Vienneau, FBI Boston, Agent

o Mary Rita Weschler, The Women’s Table, Sisters of St. Joseph of Boston, Director

e Linda Williams, University of Massachusetts Lowell, Professor

e Brian Willis, Global Health Promise, Director

¢ Alicia Foley Winn, The Boston Initiative to Advance Human Rights, Executive Director

e Thirteen police officers and sheriff’s deputies whose identities are withheld

e Anadditional 10 people who were interviewed but requested anonymity

e Relevant discussions were held with an additional 15 people during conferences and events convened
by the U.S. Department of Justice and U.S. Department of State

The research discussed in this report was supported by a contract with Hunt Alternatives Fund. Also
included in this report are research findings from Abt Associates’ evaluation of the First Offender
Prostitution Program (grant #2005-DD-BX-0037 from the Office of Juvenile Justice and Delinquency
Prevention and the National Institute of Justice), and portions of our ongoing national assessment of
U.S. efforts to combat demand for commercial sex that have been approved for public release (grant
#2008-1J-CX-0010 from the National Institute of Justice). The chapter on research and development
was initially developed by Abt Associates Inc. with the support of the U.S. Department of Justice,
Office of Justice Assistance, Bureau of Justice Assistance, and was augmented and modified to focus
on evaluating interventions designed to combat sexual exploitation. It was based on a project
(McDonald, 2006) funded through the Department of Health and Human Services’ Program Support
Center, contract number 282-98-0006, Task Order #37.

The findings and interpretations presented throughout the present report do not necessarily represent
the opinions or positions of Hunt Alternatives Fund, the National Institute of Justice, the Office of
Juvenile Justice and Delinquency Prevention, or the Bureau of Justice Assistance. Any errors
occurring in this report are solely the responsibility of Abt Associates Inc.

Overview of the Report

This report is divided into two major parts. Part | (Chapters 1 to 4) provides an overview of the
planning processes to date, describes the principles and assumptions guiding the effort, and presents a
strategic framework and a set of criteria that may be useful in prioritizing lines of action. We also
present ideas regarding the Campaign’s structure and leadership, methods of managing large
coalitions necessary for the Campaign, and how research and evaluation can be useful in a supporting
role. Part Il (Chapter 5 to 10) presents findings from several components of the landscape
assessment, featuring reviews of current practice, policy, law, and research.
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Chapter 1. Overview

“...itis not enough to look after some of the victims. We want human
trafficking to end.”

Somaly Mam, survivor of sexual slavery,
Co-Founder and President of AFESIP

Key Points:

e Hunt Alternatives Fund has committed to leading an effort to assemble a broad coalition and
substantial resources devoted to launching and sustaining a National Campaign to combat sexual
exploitation.

e This report represents one step in an ongoing process of gathering information and organizing a
collaborative campaign. A steering committee with diverse representation will be appointed, and it
is assumed that the steering committee and a Campaign leader and/or set of tasks leaders will make
final decisions about the focus, scope, and timing of the Campaign. Thus, this report is advisory,
and does not necessarily represent the views of the Campaign’s leadership, nor the direction the
Campaign will take.

e The report provides foundational material from a landscape assessment of current practice, policy,
and law, and proposes a set of principles, assumptions, and strategic frameworks to be considered
as the National Campaign develops.

e Tentative working assumptions at present feature the Campaign addressing: (@) both sexual
slavery and prostitution, since it is not possible to effectively separate the two when attacking the
root cause—demand- and since both are illegal and harmful; (b) sexual exploitation of both
children and adults; and (c) sexual exploitation in the United States. It is also assumed that the
Campaign will cover a period of at least 10 years, and will seek to end sexual slavery and
exploitation through focusing on demand for commercial sex.

e The landscape identified several acute needs that can be met by a well-led, properly targeted, and
well-resourced National Campaign: support for education programs, law enforcement
interventions, and social marketing campaigns. For these efforts to work properly and achieve
results, they must have effective leadership, and make decisions guided by evidence,
accountability, and a persistent focus on producing results.

e Agood plan is a necessary condition for success, but not sufficient. It must be properly executed.
To succeed, the right people must be selected and properly supported as leaders, a solid and diverse
coalition formed and maintained, and the Campaign must proceed with a sense of urgency and
clear purpose.

It would be difficult, if not impossible, to find a human rights issue more inherently compelling than
slavery. While public and political ignorance remain obstacles, few people are unmoved and
unsupportive of action once informed of the realities of modern-day slavery.

The realms of human rights, politics, and social policy abound with complicated issues, where society
is faced with hard choices between competing sets of concerns and ambiguity about whether to act at
all, and if so, how best to proceed. Many issues have two or more sides, with legitimate arguments for
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and against them, such as immigration restriction, agricultural subsidies, drugs prohibition, capital
punishment, and single-provider health care. Modern-day slavery is not such an issue. There is no
“other side” of the argument. Those who enslave and exploit others are criminals, the egregiousness
of their crimes is unquestioned, and they have no credible supporters. There is no question that the
problem exists, and that we can and should do something about it. The only legitimate debates are
strategic and tactical.

While it is a rare for an issue to be so compelling and free of overt opposition, progress remains
elusive. As of mid-2010, the size and shape of the problem still are not well understood, and there is
no credible evidence that headway is being made in reducing its occurrence. It is unacceptable that
more substantial progress has not been made, and it cannot be assumed that the current level of
interest and opportunity to accomplish substantial change will remain for long.

While there is no evidence the battle is being won, it is undeniable that there have been hard fought
accomplishments and a foundation has been laid that can be used to generate greater collective action.
In the past decade, 45 states have passed human trafficking laws. The Trafficking Victims Protection
Act (TVPA) was passed in 2000 and has been reauthorized several times, expanding and
strengthening in important ways. A new federal agency—the Office to Monitor and Combat
Trafficking in Persons (hereafter, the TIP Office)—was established, devoted entirely to combating
modern-day slavery. The TIP Office funds anti-trafficking efforts around the world and produces an
annual report on global efforts to combat slavery. Other federal agencies—such as the Office of
Refugee Resettlement within the Department of Health and Human Services, the Office for Victims
of Crime, and the Bureau of Justice Assistance within the Department of Justice—have launched
national programs designed to prosecute and punish traffickers, and to rescue and support survivors.
Dozens of nonprofit organizations have been launched throughout the country, most of them designed
to raise awareness and support survivors, and the media routinely covers news stories and produces
dramatic pieces on trafficking.

Hundreds of devoted individuals who have made these gains possible. But it is also clear that the
issue is not remotely where it must be, and that the pace of progress remains too slow. There is a
possibility that we may now be at the crest of a wave of public attention and political opportunity that
could pass by. It is imperative that before attention moves on to other issues—as it certainly will,
sooner or later—that far more must be accomplished. Permanent changes must be made while the
opportunity is here.

Our findings indicate that a solid foundation exists, in law and in a wide range of capable people and
organizations eager to move forward. In addition, there is no reason to believe that significant
accomplishments cannot be made within the first year or two of the Campaign, and with relatively
modest resources. Our research team as well as key experts believe that most objectives of the critical
early stages of the Campaign could be accomplished by a central staff of modest size, a steering
committee, and up to four task group leaders (who should be compensated for their time on this
effort), and expenses for targeted initiatives (e.g., convening experts, travel, pilot projects, the
development of training and education curricula).

Longer-term projects to solidify and maintain progress may be more resource-intensive, but it is not
true that all of the Campaign’s efforts must be on a very large scale in order to be effective. Many of
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the key objectives could be accomplished by a group of dedicated individuals, provided that they are
the right people pursuing the right targets, and provided with sufficient support.

Project Background

For the past three years, Hunt Alternatives Fund has been engaged in a process of convening experts
and commissioning research to inform efforts to combat the demand for commercial sex that drives
both prostitution and sex trafficking. Last year, on the basis of input from numerous experts and
advocates, the organization became convinced of the urgency to substantially increase its level of
commitment to ending sexual exploitation. While there are numerous outstanding, pioneering efforts
that have produced breakthroughs in law reform, public education, advocacy, research, and law
enforcement, most would agree that we cannot be satisfied with the current pace of progress. Leaders
in movements to end sexual exploitation agree that an infusion of new resources is needed to support
exemplary organizations and projects, and to move more aggressively on multiple fronts to produce
new momentum and accomplishments.

Committed to collaboration, Hunt Alternatives Fund convened a number of meetings with content
experts in 2008-2010, and cemented its commitment to combating demand. These meetings made it
clear that a much larger pool of resources was necessary to push the movement over “tipping points”
and produce substantial change. The scope of the problem and the magnitude of the challenge are
beyond the capacity of any single group or organization. To explore the potential for assembling a
pool of resources from a coalition of private and corporate donors, a meeting was held in November
2009 with several substantial donors interested in combating sexual exploitation, particularly through
anti-demand approaches. While the donors agreed in principal that a large-scale effort was needed,
they also agreed that a strategic plan was necessary to attract the capital required to launch and sustain
a comprehensive set of initiatives with a national scope.

The present document represents one step in the development of a strategic plan. The process of
gathering input from the field and using this input to assist development, implementation, and
refinement of abolition programs and strategies will continue during development of the plan and
on an ongoing basis throughout the National Campaign.

Targeting Demand

Many people who have studied the problems of sexual slavery and prostitution, including
practitioners who have worked in the field to assist survivors and prosecute traffickers, have
independently concluded that mitigating or eliminating sexual exploitation requires attacking it at its
source: consumer-level demand. Without the demand for commercial sex”, there would be no market

Key Definitions: By “commercial sex,” we refer to sexual contact exchanged for money or some other
resource (such as housing or drugs). Throughout the report, when discuss commercial sex we are not
referring to performing in strip clubs or the production of pornography (absent evidence of being compelled
by a third party), nor to the general commerce in sex-related goods or services (such as adult book stores),
unless otherwise specified. The primary concern is illegal forms of commercial sex, particularly
prostitution and sex trafficking. The term “prostitution” is used when involving adults when no third-party
force, fraud, or coercion is present, and “commercial sexual exploitation” and “sex trafficking” are used to
refer to acts involving children, or when commercial sex is compelled by a third party using force, fraud, or
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forces producing and sustaining the roles of pimps and traffickers as “distributors,” nor would there
be a force driving the production of a “supply” of people to be sexually exploited. Supply and
distribution are symptoms; demand is the cause. (See Figure 1.1 for an illustration of a tri-partite
economic model of commercial sex markets).

Figure 1.1: Triad Model of Commercial Sex Markets

Traffickers, pimps
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Commercial Sex

Source: Lederar, 2006

This is not to say that combating demand is more important than rescuing and supporting survivors,
or targeting pimps and traffickers for arrest, prosecution, and punishment. Instead, the position of
Hunt Alternatives Fund and this report (and many others, including many survivor-led organizations,
government agencies, and leaders of the modern-day antislavery movement) is that a balanced and
comprehensive approach is needed that addresses supply, distribution, and demand in illicit
commercial sex markets. It is not the position of Hunt Alternatives Fund or the authors of this report
that resources should shift from prosecuting pimps and traffickers or from supporting survivors in
order to increase resources devoted to combating demand. All need more support. Instead, the
contention is that there is presently an imbalance in the effort to attack these markets, with too little
emphasis on demand. The National Campaign is intended to add a new infusion of resources to this
neglected area, resulting in more balanced, comprehensive, and thus effective intervention.

Even the most optimistic cannot expect demand for commercial sex to be eliminated entirely, and so
long as it exists, there will be a need for survivor services and investment in aggressive enforcement
of sex traffickers. Both of those areas are so severely underserved that vast increase in resources
would be needed even if there were success in shrinking markets for exploited sex. For example,
there is such a tremendous gap between the need and available services for survivors that the size of
commercial sex markets could be drastically decreased and survivor services vastly increased, and

coercion. These are the project team’s working definitions for the purposes of producing this report, and to
guide their activity the National Campaign leaders may choose to define these terms differently.
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there would still be a gap in meeting service needs. Most credible estimates suggest a minimum of
tens of thousands of persons who are illegally sexually exploited in the United States, and the number
may be in the hundreds of thousands (e.g., Edwards, 2006; Estes and Weiner, 2001; Shared Hope
International, 2009). Experts on survivor issues all agree that housing insecurity is a key driver of
continued vulnerability to exploitation, and that residential programming is a key to ensuring safety
and providing recovery support services to survivors. However we can find no source identifying
more than 70 beds throughout the entire United States specifically for programs addressing the needs
of survivors of sexual exploitation. Similarly, all evidence points to severe under-investment in efforts
to attack distribution (the pimps and traffickers). Advocates for anti-demand initiatives argue for
increasing the level of investment in survivor services and law enforcement capacity to attack
distribution, in addition to increased attention to combating demand.

Assumptions about the Scope and Focus of the National Campaign

In our research for this project, we found a consensus from the field of practitioners and other experts
that there is a need for a comprehensive initiative, nationwide in scope, designed to eradicate
commercial sexual exploitation and sex trafficking in the United States. This is not to say that a new,
central entity should supplant current efforts. Instead, a large campaign should include as its major
component a new infusion of resources for extant “best practices.” In addition, new initiatives might
be launched that have been beyond the capacity of extant organizations—such as sustained federal
political advocacy programs or national public education campaigns.

Hunt Alternatives Fund has offered to help form and launch a National Campaign to combat demand.
The specific objectives to be pursued and the organizational structure, participation, and resource
levels of the Campaign have not yet been determined. These and other issues will be resolved in an
ongoing collaborative process. Some tentative parameters for a National Campaign have been
established as working assumptions. The Campaign would begin toward the end of 2010, last at least
10 years, and would be designed to:

1. Provide a new infusion of resources into the movement to eradicate sexual exploitation,
particularly for activities focused on combating demand.

2. Provide additional support for existing programs, practices, and strategies that are effective
or promising.

3. Invigorate a national dialogue, with the intent of shifting public opinion to where sexual
exploitation is normatively condemned and opposed.

4. Bring public pressure to bear on lawmakers and policy leaders to inspire them to:

a. Prioritize eradication of sexual exploitation, particularly through prevention efforts
targeting demand.

b. Strengthen laws against prostitution and sex trafficking, mandating more serious
penalties and more treatment and educational programs for those who sexually exploit
others.

c. Better enforce current criminal laws by providing the support and incentives necessary
for more frequent and effective investigation, prosecution, and application of appropriate
sentencing and correctional interventions.
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d. Appropriate funds to pursue programs and practices authorized or mandated by current
law, such as the End Demand provisions of the TVPA-2005.

e. Provide support and then demand accountability at the agency level for enforcing laws
and implementing programs and policies.

5. Focus resources on pragmatic, demonstrably effective, and sustainable interventions.
6. Discontinue investing in demonstrably ineffective approaches.

7. Focus on illegal sexual exploitation, with the intention of eradicating demand for both
prostitution and sexual slavery. No distinctions need be made between purchasing sex from
persons compelled to provide it, and buying sex from persons without force, fraud, or
coercion by a third party. While it is generally agreed that the most egregious crimes are
sexual slavery and human trafficking, prostitution is also harmful and should be eliminated.
Even if one were convinced that prostitution should not be targeted by the Campaign, it
would not be possible to separate it from sex trafficking when focusing on combating
demand: For prostitution involving adults, there are not separate markets for compelled and
un-compelled providers of commercial sex. For commercial sex involving “providers” who
are minors, there is no such thing as un-compelled commercial sex—it is all trafficking or
sexual slavery.

8. Be collaborative. It is expected that a coalition will be formed to shape the National
Campaign, and the coalition will determine the initiative’s basic assumptions, principles, and
objectives. To be effective in its endeavors, it is crucial that the Campaign begin with clear
goals and objectives, and a practical and transparent plan for their pursuit. It is also clear that
the National Campaign’s ambitious goals can only be accomplished through collective action.

The National Action Plan

The National Action Plan is a step in the development of the National Campaign. To attract the
substantial financial resources and other support necessary to launch and sustain a National
Campaign, a coherent and pragmatic plan is necessary. While there are many types of plans, the
National Action Plan is expected to be a fully formed strategic plan, which will then inform a
business plan. The present document is designed to help support a development process now in its
early stages, by providing “raw data” about what is needed to combat sex trafficking, and to suggest a
set of strategic frameworks for consideration by Hunt Alternatives Fund and the nascent National
Campaign’s leadership. The Campaign’s leadership structure (including a director, task group
leaders, a steering committee, possible involvement of Hunt Alternatives Fund board of directors or a
new advisory board) is not yet in place, so we cannot say with certainty what the next steps will be,
nor how the plan will look.

As working assumptions, we expect the National Action Plan to be designed to focus, calibrate, and
launch the National Campaign. In addition, a good strategic plan will:

e Provide the initiative with a clearly articulated set of goals, objectives, and strategic
frameworks that will help to successfully launch and guide the Campaign, and provide a
framework for long-term sustainability and accountability.
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e Serve as a tool to attract investment.

o Be developed collaboratively, if it is to launch and sustain a successful campaign built around
collective action.

To be successful, we assume that the plan must be clearly articulated, grounded in evidence, and
most importantly, focused on producing tangible results. It must also mobilize action on two levels:

e Policy: Including laws, appropriations of funds to support enforcement of laws and
implementation of practices, and policies that encourage or mandate the mobilization and
coordination of programs and practices.

e Practice: Programs and activities of agencies, organizations, and individuals that directly
target demand.

The development of an empirical foundation for the plan has proceeded in two stages:

e Landscape assessment: Reviewing current law, programs, practices and policies, and seeking
input from key individuals, organizations and agencies to (a) inventory what is currently in
place; (b) identify gaps in programs, policies, and practice; and (d) determine what needs to
be done to bridge or fill those gaps.

e Developing a set of strategic options for the National Campaign: The landscape assessment
provides a foundation for developing several core plans of action to promote a comprehensive
set of National Campaign policies, programs, and practices.

Scope of the Landscape Assessment

The substantive work underlying this report began in early April 2010 and was completed by the end
of June, 2010. The information-gathering process pursued the following objectives:

o Develop an inventory of programs and practices for combating demand for commercial sex
and sex trafficking, and key individuals and organizations that are, or could be, mobilized.

o |dentify key challenges in implementation, sustainment, and improvement, and presenting
solutions to those challenges.

o Examine and interpret the evidence regarding the effectiveness of each approach, and the
actual or potential contribution of key stakeholders.

e For those approaches with adequate information, begin the process of prioritizing the
approaches in terms of actual or potential return on investment

0 high probability of producing an impact
0 maximum cost effectiveness
O minimum opportunity costs.

o Research ways to form and sustain coalitions, and ways of providing support to improve the
cohesion and effectiveness of extant coalitions.

The landscape assessment included these main substantive components:
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A review of anti-demand programs and practices in the United States. We compiled
information approved by the Department of Justice for public release from our current project
with the National Institute of Justice: the National Assessment of Efforts to Combat Sex
Trafficking in the United States. We conducted additional phone interviews and collection of
documents with individuals engaged in demand-reduction activity in 15 U.S. cities and
counties. From this broad overview, we present summaries of innovative anti-demand efforts
in three sites:

0 Cook County, Hlinois. This component of the project reviewed the history and current
parameters of an ongoing, comprehensive campaign to attack demand in the greater
Chicago area. The campaign includes a wide array of projects and approaches, including
a curriculum for educating boys.

0 Atlanta, Georgia. This component reviewed the history of a campaign that included a
study of sex trafficking, and a high-profile, locally developed social marketing campaign.
Illustrated here are the interactions of separate components of a campaign, and the
formation of coalitions and partnerships to effect change.

o San Francisco, California. This component reviewed the history of a campaign that
included founding one of the first anti-trafficking organizations in the United States,
which in turn collaborated to found one of the first educational programs designed to
combat demand. A formal impact evaluation of their “john school” program found the
intervention to produce a substantial reduction in reoffending.

A review of federal law and policy. This component examined strengths and gaps in federal
human trafficking law. Included is an assessment of what might be done to convince
Congress to appropriate funds for substantial anti-demand initiatives already authorized under
the TVPA-2005 and continued under the Wilberforce Act.

A review of state law and municipal ordinances. We reviewed statutes and ordinances
specifically targeting, or applicable to, buyers of illegal commercial sex. We also reviewed
relevant components of state human trafficking laws focusing on demand. These reviews
focused on illustrating the range of current law, and identifying gaps and targets for efforts to
strengthen law.

A Dbrief review of social marketing/public education programs in public health and criminal
justice. This component of the assessment examined what principles of effectiveness could be
derived from evaluated campaigns in other fields, and what lessons might be transferable to a
social marketing campaign targeting demand.

A brief examination of transferable lessons from past social movements/community
activism. We briefly reviewed research and practice on social movements and identified
models of coordinating and mobilizing community activism that could be applied to a new
national campaign to combat the purchase of commercial sex. Social activism and organizing
for social change are disciplines unto themselves, and the goal of our foray into this field was
simply to begin the process of extracting some of the key lessons from past movements.

Input from survivor-led organizations. Input about what the priorities should be for a
national campaign was gathered from several survivors of sexual exploitation and
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representatives of survivor-led organizations. We have also examined the importance of
survivors for leading and collaborating on demand-focused initiatives.

Many other issues are imbedded in these broad components. For example, the motivations of men
who buy sex and how those motivations develop—such as popular culture and pornography—were
also examined. Again, there are entire sub-disciplines devoted to such topics and key experts should
be involved to expand on the materials we have assembled so far as the process moves forward.

Major Needs and Opportunities Identified in the Landscape
Assessment

The key findings of the landscape assessment? are presented in Part 11 of this report, and many of the
conclusions we reached are evident in the objectives and strategic frameworks proposed. To provide a
foundation for the following discussions about objectives and strategic frameworks, the findings most
critical for shaping the National Campaign are summarized as follows:

e There is sufficient support among practitioners, policymakers, and experts in the fields
addressing sexual exploitation to mobilize a broad network of collaborators committed to a
national campaign designed to combat demand.

e The primary substantive needs identified by those working in fields addressing sexual
exploitation are:

0 Education. This was identified as a key need across many sectors of the population.
There is a need for education initiatives designed to (a) directly impact actual and
potential buyers of commercial sex, and (b) influence people who can be mobilized to
combat sexual exploitation by implementing interventions for actual and potential buyers,
including the general public, teachers, police, businesses, the military, public health
professionals, and policymakers. Curricula are needed for programs reaching a variety of
populations, resources are needed for training programs, and access to target populations
must be acquired—especially access to school aged children, populations of men at risk

These observations represent an assembly and synthesis of ideas gathered in interviews and in our other
research activities. We do not cite the sources of all ideas, for a number of reasons: First, the level of
divisiveness in the field makes it unwise to attribute some ideas to a particular source. ldeas that have
merit may be discarded by some people due to their origins, and conversely, less worthy ideas may be
given undue weight because they are proposed by allies. Second, some of these ideas spring from multiple
sources or have been handed down, and we cannot determine where they truly originated. Third, we do not
want to cause further dissent by misrepresenting any of these ideas, and having our mistakes cause
problems for the person or organization cited as the source. We hope that it is sufficient for the purposes
for which this report will be used to acknowledge that this was a collective effort, and that all of the people
and organizations we cite in the acknowledgements and references contributed. Abt Associates does not
imply or claim that any of the ideas listed below are original or are our intellectual property. Whatever
errors appear are claimed by the Abt Associates project team. Finally, we wish this effort to be driven by a
focus on working together and pooling ideas and resources to produce results, and do not wish to foster an
environment where people are unduly concerned with receiving individual accolades for their input. That
said, we respect intellectual property rights and have properly cited published work and proprietary
information, and we have no interest in claiming any unattributed ideas as our own.
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of committing sexual exploitation, policymakers, and practitioners in professions
combating sexual exploitation.

Law enforcement. In addition to educators, police are on the front lines in the fight
against prostitution and sex trafficking, but most law enforcement agencies are under-
resourced and/or do not prioritize sexual exploitation. There is a great need for
information, peer support, and other resources police require for intervening with the
buyers of commercial sex, as well as special programmatic interventions and
collaborative community problem-solving approaches designed specifically to combat
demand.

Public education and awareness. One of the major impediments to productive action
against sexual exploitation is the lack of political will to address the problem. This lack of
political will is left unchallenged due to a lack of pressure from the general public, which
collectively is either ignorant of, indifferent to, or outright supportive of commercial sex.
To shift public opinion and generate political will, there is a need for the development of
messages directly targeting actual and potential buyers of commercial sex, messages
directed to the public, and to distinct segments of the population that can support and lead
efforts to combat demand—such as lawmakers, agency supervisors, and practitioners
from public health, criminal justice, social services, business, and education.

To facilitate and support effective interventions, there are three clear needs:

0 Leadership. While we can name and celebrate the work of individuals who have

accomplished great things at national and local levels, one cannot argue that the problem
of sexual exploitation has been solved, or that victory is in sight. Effective leadership has
led to the passage of human trafficking laws in most of the states, passage of the
Trafficking Victims Protection Act and several reauthorizations, and local leaders have
founded nonprofits and spurred police agencies into action. However, very little of this
activity has addressed the root cause of sexual exploitation: for example, the demand-
focused provisions of the TVPA 2005 reauthorization have been largely untouched, and
only three of the 45 state human trafficking laws even mention the buyers of commercial
sex or demand. In fact, nationwide, there are very few prosecutions of traffickers, few
trafficking victims are offered or receive support, and few buyers of commercial sex are
apprehended. Surveys find about one out of six men buy sex, and a substantial number of
the general population believe that prostitution is a relatively harmless vice that should be
decriminalized or legalized and regulated. Collectively, in spite of some victories and a
gradual increase in awareness, there is far less tangible action than is necessary to get the
job done, and just a few disparate pockets of intervention where there is evidence of
effectiveness. It is clear that either current leaders need far more support than they
currently have at their disposal, or that a new model of collective leadership needs to be
established and provided with sufficient resources to support effective mobilization. The
most important initial act of the Hunt Alternatives Fund is establishment of the National
Campaign’s leadership structure, and institutionalization of the Campaign through
creating a separate entity or expanding the capacity of an existing organization. A form of
leadership that is invaluable and will be crucial for the Campaign is that provided by
survivors of sexual exploitation.
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0 Research and development. Whenever possible, it is preferable to have a solid empirical
foundation to inform the development of new interventions, and to assess the
performance of existing efforts. The key test of all the National Campaign’s efforts will
be whether they produce results, and performance measurement systems and evaluations
produce the most credible evidence. Research and development is an important support
for action and accountability, and includes the gathering of new descriptive information
about the range of the current practice and policy, performance monitoring of current and
new demonstration interventions, evaluations of programs and practices, basic research
on the causes and consequences of sexual exploitation, and disseminating research
findings to benefit practice, policy, and effective interventions—including educational
and social marketing efforts.

0 Money. While money is certainly not all that is needed, and in some instances is not the
most critical need, one cannot avoid concluding that every sector (private, public) at all
levels (federal, state, local; policy and practice) would benefit from additional are
resources. Most NGOs operate with limited resources, and the financial downturn of
recent years has reduced their capacity and impaired their work. Similarly, government
agencies have had budget cuts, curtailing enforcement of laws and policies, and
implementation of prevention programs. One of the frustrations we observed among law
enforcement personnel was that many agencies and organizations have the knowledge,
will, and awareness necessary to take action, but are prevented by resource limits from
conducting the number or kinds of operations they believe are effective. For example,
arresting buyers of commercial sex and educating those who are arrested are evidence-
based practices (e.g., Poland et al., 2008; Shively et al., 2008; Weisburd et al., 2005). We
know there are effective interventions (when properly executed), and hundreds of police
departments across the country have identified the need for reverse stings, have the skills
necessary to conduct them, and are convinced they are effective tactics. Yet many police
departments have severely cut or have eliminated the enforcement units that conduct
reverse stings and other operations aimed at sexual exploitation.

We have tracked reverse stings for over three years, and have seen a sharp reduction in
their numbers over the past year. Our interviews with police staff found that budget cuts
have led to widespread staff reductions, and department leaders have had to rearrange
priorities to stretch inadequate resources. Given that prostitution is classified as a
misdemeanor crime or a civil ordinance violation, it is easy for police departments to
justify de-prioritizing anti-prostitution efforts in order to focus on “more serious” crimes -
that is, those classified as felonies. While most police personnel recognize that
prostitution both attracts and generates the full array of felonies (kidnapping, rape,
assault, drug abuse, robbery, weapons offenses, organized crime and gang activity,
property crimes, and human trafficking), departments have to cut somewhere, and they
choose to de-emphasize pursuit of misdemeanors when faced with staff reductions.

We are unsure whether direct grant-making is an option for the Campaign, but whether it
is or not, there are other ways the Campaign can assist agencies and NGOs in finding or
leveraging other resources. For example, the Campaign could offer technical assistance in
grant writing, or referral to sources of such support. It could also provide assistance by
gathering, packaging, and disseminating information about sexual exploitation and how
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best to combat it so that agencies and nonprofits can effectively advocate for prioritizing
sexual exploitation, and devoting a larger share of extant resources to those efforts.

Within the basic framework of education, enforcement, and social marketing, a wide range of
existing initiatives were identified that can serve as models for new or enhanced interventions
to be supported by the National Campaign.

The greatest consensus surrounded the National Campaign prioritizing the following:

o0 Education and social marketing efforts aimed at preventing boys from growing into men
who sexually exploit others, or to condone this behavior by others.

0 Research, education, and social marketing aimed at shifting social norms, from the
current tolerance or support for commercial sex (“the oldest profession,” “victimless
crime,” “sex work”) to seeing it as a serious crime and violation of human rights.

o Education, and social marketing aimed at generating political will to establish effective
laws and policies, and to commit the resources necessary to effectively combat demand
for commercial sex.

0 A variety of initiatives directed toward supporting practitioners involved in education
and law enforcement efforts to directly intervene with buyers of commercial sex. There
are numerous tactics that can be supported by providing practitioners with training and
technical assistance, generating peer networks and support through conferencing and
web-based solutions, and micro-grant programs to support innovative or best practices.

0 Leveraging existing resources and opportunities. It would be a mistake to assume that
little is already known and that new initiatives within the Campaign must start from
scratch. The coalition should build upon a foundation of existing resources and
opportunities whenever possible. For example, existing professional associations and
programs with parallel interests could be prevailed upon to add combating demand for
commercial sex to their current platforms, e.g., campus date rape training programs,
corporate travel policies and human resource protocols, and military training programs
could add messages about the harm of buying sex.

0 Survivor leadership has been critical in producing previous successes, such as law
reform, inspiring police to focus on demand, and generating greater awareness of sexual
exploitation in general—and the need to combat demand in particular—among
policymakers and practitioners, the media, and the public. For the National Campaign,
survivors will be very important in (a) developing the messages for, and perhaps being
featured in, social marketing campaigns; (b) advocacy at all levels, including pressuring
Congress for appropriations for the End Demand provisions of Wilberforce; (c) educating
a broad range of people; and (d) facilitating local action. For example, survivor-led
organizations have founded most of the “john schools” in the United States, and
individual survivors have helped develop the curriculum and give presentations in the
vast majority of john schools.

1-12
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While Hunt Alternatives Fund and the National Campaign’s steering committee will make final
determinations about what strategies to pursue, and what tactics and deployment of resources to

prioritize in pursuing those strategies, we present our observations, findings, and recommendations
derived from the landscape analysis.

“My pimp—I was just like his everything. He fed me with crack, bought me new clothes. I didn’t
know nothing about none of this, and then just one night he said come on I’m taking you and
another girl, and she’s going to show you the ropes. So he dropped me off right here. I’ve been
dragged up and down this road. | was raped. | hated myself.”

Sex trafficking survivor®

% http://www.pbs.org/wnet/religionandethics/episodes/august-13-2010/thistle-farms/6783/
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Chapter 2. Strategic Frameworks for the National

Campaign

“Neither slavery nor involuntary servitude, except as a punishment for
crime whereof the party shall have been duly convicted, shall exist within
the United States, or any place subject to their jurisdiction.”

13" Amendment to the United States Constitution

Key Points:

e This chapter provides recommendations for strategies and tactics that may be pursued by the
National Campaign. The formation of a fully formed strategic plan and decisions to pursue
specific strategies and to launch specific initiatives will be made by the Campaign’s leadership,
which is not yet in place.

e Articulating the mission, values, core assumptions, and priorities will be the business of the
National Campaign’s steering committee and other leaders, yet to be determined. What we present
in this chapter is advisory, and intended to provide a foundation for their deliberation.

e The primary goal of the Campaign is prevention, to be achieved by a dramatic paradigm shift in
how sexual slavery and exploitation is regarded and the intensity of efforts for its eradication.
Social norms regarding sexual exploitation must be radically altered, away from the current
widespread indifference or tolerance toward a default view that sexual exploitation is an affront to
human dignity, a civil rights violation, and a serious crime.

e  One of the core assumptions underlying the Campaign should be that the network of collaborators
and the Campaign staff support a comprehensive approach to combating sexual slavery and
exploitation. Given the current emphasis on supporting survivors and prosecuting traffickers, the
Campaign will focus on underutilized strategies and tactics combating demand.

e Prevention can be pursued directly by reaching potential buyers of commercial sex, through
education to change their base of information and produce better decision-making, and through
deterrence achieved by the threat of criminal justice and extra-legal sanctions.

e Prevention can be pursued indirectly by institutionalizing change: implementing sound laws and
policies, and providing education, training, and other resources to those mobilizing to combat
sexual exploitation.
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The strategic framework for action has three main components:

o0 Education, directed primarily towards actual and potential buyers of commercial sex, but
also including educating those who can take action to combat exploitation, such as law
enforcement, public health, social service, and community groups.

o Enforcement, ensuring that prostitution and human trafficking laws (as well as civil
ordinances, conduct policies, and regulatory requirements) and are enforced, and also serving
as a key partner in collaborative problem-solving efforts such as assisting in public education
and awareness efforts, shaming offenders, and contributing to john school programs.

o Social Marketing, conveying effective messages to the broad public and to targeted
audiences, to help knit together other components of the Campaign intended to change social
norms, and to garner support among policymakers and practitioners.

The structure for supporting those strategic elements has two main components:

o Establishing leadership and institutionalizing the National Campaign, involving formation
of a steering committee and task groups, and establishing a permanent physical and virtual
home for the Campaign by forming a new entity or enhancing an existing organization’s
capacity. This is the most important element of the Campaign, because it will shape all the
other elements and determine whether its initiatives will be designed and executed properly.

0 Research and development, featuring gathering solid empirical information about the nature
of the problem, monitoring the implementation and efficacy of various interventions, and
tailoring information for effective communication to targeted audiences, such as the public,
the media, policymakers, practitioners, and the ultimate targets: men who do or might buy
Sex.

e  Within that framework, there are many options for pursuing specific programs and lines of
action.

e To select and prioritize actions to be pursued by the National Campaign, we present a set of
criteria that can be applied when weighing the possibilities.

e Asan illustration, we apply the criteria and present a set of initiatives that could be prioritized for
pursuit by the Campaign.

e Evidence supports focusing the Campaign on (a) combating demand for commercial sex, (b)
addressing trafficking of both adults and children, (c) combating the trafficking of anyone,
regardless of gender, race, or any other individual traits, and (d) targeting both prostitution and
sexual slavery.

e Framing will be important in communicating about the Campaign’s mission, activities, and
accomplishments. We discuss several key topics related to framing the issues addressed that
should be addressed as the Campaign (a) establishes its leadership structure and institutional
framework; (b) establishes its goals, objectives, and strategies; () communicates about its mission
and activities, and (d) seeks support for the Campaign itself and for the various initiatives it seeks
to launch or assist.

e A sense of urgency must drive the Campaign, particularly in its early stages. Public interest and
political opportunity may be at or near their peak. A public and political paradigm shift must take
place, and effective laws, practices, and systems permanently institutionalized before the spotlight
moves on to other topics, as it always does.
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Strategic Planning

Strategic planning is a large field unto itself, and there are many “off the shelf” systems and resources
that the National Campaign’s leaders can choose to use in developing its plan. As stated earlier, this
report is not a strategic plan, but is a research foundation and analysis to be used in the plan’s
development. Since that there are many strategic planning systems and we cannot know the
preferences of the Campaign’s leaders since they are not in place, it would be inefficient to adhere
closely to any specific strategic planning process. To help move the strategic plan forward, we present
our information, analysis, and recommendations using generic strategic planning concepts.

In general terms, strategic planning is the formal and systematic consideration of an organization’s
future course. It is a process of defining a general direction or line(s) of action (i.e., strategy or
strategies), and a general guide for making decisions regarding allocating resources to pursue this
strategy. Strategic plans generally address a few key questions, applicable across topics and types of
activity: What does the organization intend to accomplish (goals and objectives), what should be done
to achieve those goals (tactics, activities, initiatives, programs), and within what timeframe will these
activities occur (schedule, timeline, performance period)? Also to be considered is how success will
be measured (issues of accountability, performance measurement, and evaluation).

Strategic plans generally include the following sections, at a minimum:

a mission statement

an outline of goals, objectives, and activities
an assessment of current resources

a strategic analysis

In this chapter, we present discussions of the first two of these elements. In the landscape analysis
presented in Part Il of the report, we describe current resources and present empirical evidence useful
in assessing the potential feasibility and efficacy of various strategies and tactics.

Vision and Mission

Strategic plans typically begin with mission and vision statements, and the organization’s or
initiative’s key goals and objectives. It would be premature at this point to posit mission and vision
statements for the Campaign. That will be a task for Hunt Alternatives Fund and the National
Campaign steering committee, with input from task leaders and coalition members. For now, we
present statements from the demand abolition program within Hunt Alternatives Fund, to serve as a
starting point and a placeholder. We also present discussions of several issues for the National
Campaign’s leaders to consider as they engage in the process of defining the Campaign’s parameters,
priorities, principles and assumptions, values, goals, and objectives.

“Prostitution is about men’s sexuality, not women’s. Without men’s demand for prostitute women,
there would be no such women.”

Sven-Axel Mansson, 2004.
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The following statements are from the website of Hunt Alternatives Fund—Demand Abolition.*
When reviewing them, please be reminded that they refer to the Demand Abolition program
generally, and do not represent the mission statement or goals for the National Campaign.

“Demand Abolition” supports the movement to end modern-day slavery by combating the
demand for sex trafficking and commercial sex in the U.S. By convening key stakeholders,
conducting and disseminating research, and educating policymakers, Demand Abolition
catalyzes systemic social change to reflect the dignity of all people. “

“Individuals who assume the right to purchase another human being fuel the market that
traffickers and pimps supply with victims. The sex trade is inherently dangerous to victims,
degrading to perpetrators, and harmful to society. Until demand for commercial sex is
eliminated, the sexual enslavement of children, women, and sometimes men will continue.”

“Qur goals are to:

1. Convene and galvanize the modern abolitionist community and key allies to develop
and implement a multi-year, multi-stakeholder National Campaign to eliminate the
demand for commercial sex in the US;

2. Conduct research and disseminate information on demand-reduction best practices at
the local, national, and international levels; and

3. Advocate to ensure the implementation of laws, policies, and programs that curb
demand for sex trafficking”

The Focus on Demand

“The sex industry operates by standard supply and demand dynamics. Those who buy sex
(usually men) fuel the demand that criminals supply with victims (mostly women and girls).
The commercial sex trade drives both the international and domestic sex trafficking markets,
including those within the United States. Although most nations lack legislation, political
will, or capacity to implement laws against pimping and trafficking, a growing number of
countries and cities worldwide have designed policies and programs to curb demand. It is
more likely that we can curb the demand for commercial sex before we solve the social
power inequities that allow the supply.”

The National Campaign to End Demand

“With a strong and committed group of partners, Demand Abolition is launching a multi-
year, multi-stakeholder campaign to eradicate demand for commercial sexual exploitation in
the United States and to cultivate a culture that does not tolerate the buying and selling of
bodies. This collaborative effort will bring together practitioners, law enforcement personnel,
survivors, academics, corporate leaders, and policymakers to begin a national dialogue on
demand and to identify and implement pragmatic, evidence-based, sustainable demand-
reduction interventions.”

4 http://www.huntalternatives.org/pages/7902 demand abolition.cfm
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Core Principles and Assumptions

A set of core premises should be established and agreed upon by the Campaign’s leaders and
coalition members. Again, we stress that establishing a vision, mission, values, principles, and a set of
core objectives will be the business of the coalition, and that those discussed here may not be the ones
pursued by the Campaign. For the purpose of advancing the planning process, we present the
following set of principles and assumptions for discussion:

o Effectiveness: If there is one word to guide the Campaign, it should be “results.” Every
decision and every action must move the Campaign towards its objective of eliminating
sexual exploitation by eliminating demand. The words and deeds of the leaders and
collaborators in the coalition should be measured against the results they produce and their
return on investment.

e Effective and Principled Leadership: While perhaps it should go without saying that the
Campaign’s leaders must be principled, it might be useful to state this is a central tenet of the
Campaign. The Campaign’s leaders will seek to build and maintain effective coalitions,
facilitating action, and find resources to support promising and effective interventions. The
Campaign will be collaborative, and the Campaign’s leaders should not attempt to “own” or
“run” the movement to combat slavery in America.

e Collaborative Learning: The coalition should consider following the principles of a
collaborative learning model—accessing and fostering networks of experts and practitioners,
generating and accumulating knowledge from the field, collectively vetting new information
and identifying evidence-based practices, and making practical guidance and resources
readily accessible to others. The home base of the National Campaign would be seen as the
hub of the coalition’s network, focused on () building, sustaining, and growing a coalition®;
(b) helping to set a course for coalition activity, and bringing resources to coalition members
to support their participation in those activities; (c) distributing support to where it is needed,
investing resources in established successes and in existing models and demonstration
programs; (d) recognizing the vast range and depth of experience and expertise distributed
throughout the nation, and drawing upon that collective wisdom to develop effective
initiatives and push the movement toward its ultimate goals.

¢ Inclusion: One of the themes repeated throughout our research is that potential allies whose
goals and missions are generally congruent may not work together due to specific areas of
disagreement or personal clashes. Rather than seeking common ground and opportunities to
collaborate, some individuals and organizations have focused instead on areas of difference,
and those divisions can become counterproductive to achieving common goals. While there
should be values and principles that will not be compromised, collaboration requires some
flexibility in thinking and reasonable compromises where possible. If the coalition intends to
be comprehensive, it will require numerous partners engaging in many different collective
activities.

e Diverse Representation in Coalitions: The signature element in most successful movements
is the support and involvement of broad coalitions and networks of collaborators. Coalitions

® This is not meant to imply that there have been or are no effective coalitions devoted to this cause, or that the
Campaign must begin by building coalitions from scratch. Long-standing coalitions and members of
coalitions have been in place and have accomplished much, including passage of the TVPA and its
reauthorizations, 45 state trafficking laws, and numerous local achievements in the realms of policy and
practice.
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with diverse representation and support cannot easily be marginalized or ignored. Conversely,
coalitions that can be pigeonholed as partisan and as a “special interest” can be easily
dismissed by people aligned with competing interests. Coalitions seen as promoting special
interests or narrow segments of the population are likely to be smaller and less likely to
amass sufficient resources and political traction to exert the level of influence necessary for
substantial change.

e Bipartisanship: The Campaign should consider prioritizing assembling a network and
coalitions that are inclusive and nonpartisan. Sexual exploitation can be framed as a violation
of human rights—as a fundamental form of debasement and an assault on human dignity that
is intolerable. Presenting the Campaign as an effort to defend basic human rights such as
liberty will appeal across political divisions, religions, ethnicities, and socio-economic strata.
A strategy for addressing the limits of collaboration in a field with great diversity of opinion
is to pursue a network of issue-based coalitions rather than try to establish a single coalition.

e Prioritizing Action: While its important to be prepared and thoughtful, there are points at
which it is more important to mobilize than to develop the perfect plan, tool, or action.
Obviously, there must be a balance between speed and seeking perfection, and it is equally
important not to forge ahead ill prepared or with insufficient time to marshal needed
resources. While careful planning and evidence-based decision-making are critical elements
of success, action and momentum are also important. Over-planning and over-thinking
(“paralysis by analysis™) can cause delays that in turn produce missed opportunities and
demoralization and frustration of coalitions and constituencies.

e A Diverse Portfolio of Initiatives: The Campaign must be comprehensive, and this requires
a diverse portfolio of actions and investments. This will have to be prioritized. No single
initiative can bring the paradigm shift of systemic change that is the main working goal of the
Campaign. However, while a diverse set of actions will be necessary to create a groundswell
of support and produce significant and lasting social and political change, the Campaign
could become overextended, its impact diluted, and its clarity of message and purpose
obscured if it tries to be all things to all people.

e Leveraging Existing Resources and Opportunities: It would be a mistake to assume that
we know nothing and must start all new initiatives within the Campaign from scratch. The
coalition should consider building upon existing foundations whenever possible.

o Cost-Effectiveness: The coalition should commit to developing an organization that is
nimble, creative, and innovative; supports practices that leverage existing resources and
opportunities; and utilizes technology where possible.

Key Objectives of the National Campaign

The primary goal of the Campaign is prevention of sexual exploitation, and true prevention cannot be
realized without attending to the problem’s cause: the demand for commercial sex. Ending demand
will require a dramatic and permanent shift in social norms regarding sexual exploitation, from one of
indifference or tolerance to one in which sexual exploitation is widely viewed as an affront to human
dignity, a civil rights violation, and a serious crime. Within the broader cultural framework,
prevention requires changing how men think and behave, so that buying sex is not an option.

A paradigm shift regarding buying sex is needed in order to produce substantial and lasting change.
Currently, the majority of men in the United States do not buy sex—nbut it is not universally
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condemned, and a least one out of six or seven men in the nation buy sex from a prostituted person
(e.g., Michael et al., 1994; Monto, 1999; Sullivan and Simon, 1998; see reviews by Flood, 2009;
Mansson, 2003; Sanders, 2008; Weitzer, 2007). A national survey of over 13,000 U.S. children in
grades 7 through 12 found nearly 4% to have exchanged sex for drugs or money, which extrapolates
to 650,000 teenagers who have engaged in commercial sex (Edwards, 2006; see also estimates by
Estes and Weiner, 2001; Shared Hope International, 2009). A substantial plurality of the U.S.
population believes that prostitution is a harmless vice and should be decriminalized or legalized
(e.g., Cotton et al., 2000; General Social Survey, 1996; Gallup Poll, 1991; NJ.com, 20106). This
indifference, tolerance, or outright support for commercial sex is a major impediment to combating
demand, and should be one of the primary targets of the Campaign.

For men who cannot be (or have not yet been) educated or deterred, the Campaign should support
practices and policies that ensure their behavior is dealt with in such a way that (a) justice is served,
(b) punishments are commensurate with the crime’s severity, (c) responses to sex buyers serve to
accomplish both specific and general deterrence,’ (d) sex buyers are educated and required to make
restitution by funding survivor programs; and (e) arrested sex buyers are provided incentives or
mandates to assist in investigating and prosecuting pimps and traffickers.

To reach the long-term goal of true and widespread prevention, a number of intermediate objectives
should be pursued, such as supporting effective and promising practices at the local grassroots level,
multifaceted efforts geared at changing common normative perceptions about commercial sex, law
reform, formulation of (and adherence to) policies prohibiting buying sex, training practitioners, and
conducting education and social marketing campaigns. We discuss the possibilities in more detail
throughout the remainder of this report, but as an overview, some of the key objective that should be
considered are:

o Eradicate sexual slavery by working to eradicate all illicit sexual exploitation.
e Contribute to a comprehensive effort by focusing on eliminating demand for commercial sex.
e Establish permanent system change to ensure sustaining the Campaign’s successes.

e Produce a paradigm shift involving elimination of general public tolerance of, or support for,
sexual exploitation.

e Educate boys so that they do not become men who sexually exploit.
o Reform law:
o Reform state laws so that buying sex is a felony, with increased penalties, mandatory
education programs, and restorative justice components.

0 Provide penalties and/or incentives for johns to assist police in investigating and
prosecuting sex traffickers.

e Enforcement

An online news poll (NJ.Com, April 7, 2010) found 68% of 377 respondents in New Jersey to say that
prostitution should be legalized, although the result should be interpreted with caution since it was a
convenience sample susceptible to selection and response biases.

Deterrence refers to discouraging people from committing crime (or other acts) due to the threat or
application of sanctions. Specific deterrence refers to preventing repeating subsequent crimes of people
already sanctioned, and general deterrence refers to discouraging offending among people other than those
who have been punished.
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Advocate for rigorous enforcement of prostitution and trafficking laws.
Provide support for gender equity in enforcement of prostitution law.
Investigations, enforcement, prosecution, penalties.

Shift focus from providers to consumers of commercial sex.

Link buyer penalties to survivor services.

Route buyers to education and treatment programs in addition to penalties.
Leverage buyers to make cases against pimps and traffickers.

O O O0OO0OO0OO0OOo

e Mobilize federal action
o TVPA/Wilberforce Act—appropriations for the End Demand provisions in particular,
and Department of Justice research and collection of data on buyers of sex.
o TVPA/Wilberforce Act—compliance with other programming and reporting
requirements.
o0 Congressional oversight to ensure that agencies are meeting their obligations and
complying with federal laws on human trafficking

A Framework for Organizing the Campaign’s Objectives

Some of the Campaign’s objectives will be pursued through interventions targeting commercial sex
buyers directly, while others work indirectly by focusing on facilitating action among those who
operate programs that intervene directly with offenders. Strategies and tactics that most directly
influence actual and potential buyers of sex can be categorized as either education (changing attitudes
and beliefs about buying sex), or enforcement (deterrence accomplished through fear of legal, policy,
or social sanctions). Examples of initiatives that work to combat demand indirectly include education
and awareness campaigns designed to enlist the public to support laws and programs that educate or
deter actual and potential buyers, and training programs for police and prosecutors.

Figure 2.1 illustrates these points by presenting a simplified model for indirect and direct influences
on demand. This figure—like any model—is an abstraction and simplification. It portrays a linear
model of influence, whereas reality presents more complex interactions and indirect effects. For
example, public awareness/social marketing campaigns can reach actual and potential johns directly,
and reach them indirectly by affecting their families and peers. However, like any model, it is
intended to organize and to clarify central themes and basic principles. We present a model here as a
way to organize objectives that may be pursued by the National Campaign.

The basic principle underlying the model illustrated in Figure 2.1 is that most interventions aimed
directly at actual and potential sex buyers (Level 1) are either education programs designed to change
attitudes and beliefs, or enforcement efforts designed to prevent the purchase of sex through
deterrence and incapacitation of offenders. For either of those approaches to succeed, it must have a
foundation of supportive staff and leaders who prioritize combating sexual exploitation in general
(and combating demand in particular), and provide the necessary legal frameworks, policies, and
other resources necessary to successfully intervene (Level 2). To prioritize combating demand for
exploited sex and devote the resources necessary to be successful, there must be sufficient political
will (Level 3). This refers to political will at local, state, and federal levels (mayors, police chiefs,
school district superintendents, governors, state legislators, agency heads, Congress, etc.). Political
will does not occur in a vacuum, and elected officials and political appointees are driven in large part
by the will of their constituents (Level 4)—the public, including voters, donors, and the media.

2-8 Chapter 2: Strategic Frameworks for the National Campaign Abt Associates Inc.



Finally, what drives public awareness and commitment? Typically, it is leadership, and effective
leadership (Level 5) involves a number of things (local grass-roots activism, information, means of
conveying the right information to appropriate targets) in different combinations depending on the
targets, such as the general public, lawmakers, and police chiefs.

Figure 2.1: A Framework for Organizing National Campaign Objectives
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o Level 1: Direct Action: Law Enforcement and Education. The education component
includes developing and delivering information directly to known johns, and to men and boys
who may become johns. However, this oversimplifies and minimizes the role that education
will play in the Campaign. Education is a critical element of all interventions, including
public education and pressuring lawmakers to strengthen laws, appropriate resources, and
demand action and accountability. The enforcement component includes police reverse sting
operations for arresting johns, collaborating with communities, and various post-arrest
punishments.

e Level 2: Resources for Direct Action. This includes (a) passing laws that mandate or allow
effective action against demand; (b) formulating policies that prioritize combating demand
and provide the authority and guidelines for its pursuit; (c) developing and providing the
resources necessary (e.g., curricula for education programs, equipment and overtime for
reverse stings) to conduct reverse stings and/or educate johns; (d) training and educating
front-line staff such as teachers and police officers; and (e) training and educating
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supervisors, agency heads, and political leaders such as mayors, governors and state
legislators.

e Level 3: Political Will. Throughout our landscape assessment, interviews, and the National
Planning Meeting, we repeatedly and consistently heard that a lack of political will was the
key impediment to more effective action to combat sexual exploitation.

o Level 4: Public Awareness and Commitment. It is clear that there is little to no public
support for sex trafficking and sexual slavery, particularly when addressing the plight of
survivors and prosecuting traffickers. Public opinion is much more divided when it comes to
arresting and punishing the men who buy sex, particularly from adults who are not known to
be trafficking victims. Public indifference usually evaporates when presented with accurate
information about the nature of sexual exploitation—whether classified as prostitution or sex
trafficking. We speak of “commitment” because awareness of the problem is not enough. The
Campaign must work to push beyond simple awareness so that the public commits to action,
such as demanding that public officials commit themselves to eliminating sexual exploitation.

e Level 5: Activist Leadership. Perhaps the most important ingredient of effective social
movements is leadership. This generally means grass-roots, bottom-up leadership (political
leaders tend to follow after the trail is blazed by activists), but includes top-down leadership
that is critical as well. Effective leaders are typically (a) expert in gathering information that
can be useful, at packaging that information effectively to change hearts and minds, at
conveying the right information to each distinct audience; (b) at forming, maintaining, and
mobilizing coalitions to push public opinion and generate political will; (c) shrewd strategists,
understanding what needs to be done, discerning where the ripe opportunities are, and
thinking strategically about how to take advantage of those opportunities to achieve goals. In
the effort to combat sexual exploitation, an invaluable form of leadership is that provided by
survivors of prostitution and sex trafficking. Survivors have unsurpassed experiential
knowledge about the nature and impact of sexual exploitation, and due to that experience and
knowledge, and the courage and tenacity it takes to survive those experiences, they are
credible and extremely compelling and effective advocates and leaders.

Pursuing the Campaign’s Objectives

Within this framework, any number of objectives may be pursued by the National Campaign. While
there is a roughly sequential order to the pursuit of these objectives, it is unlikely to be a neat and
linear process. As we have stated, we feel that the first and most important steps in the Campaign
should be establishing the Campaign’s leadership structure, establishing a permanent physical and
virtual “home base,” and providing the leaders and the organization with resources (funding, travel
budget, support staff, training, etc.) sufficient for it to be successful. While there is some logic to the
ordering of objectives beyond establishing an organization and leadership structure, the Campaign
can mobilize in pursuit of each of these areas simultaneously, and does not have to go through a
series of steps that will require waiting before tackling other steps. For example, the Campaign should
launch development of education and social marketing campaigns immediately to begin a
comprehensive push to change social norms, and can also support several practices intervening
directly with actual and potential sexual exploiters that are already well established as cost effective.
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The Campaign could quickly mobilize in support of some of the tactics used to pursue the objectives
of educating and deterring buyers of commercial sex—for example, arresting men and educating
arrestees are evidence-based practices, and the Campaign can and should quickly develop means of
supporting the expanded use of practices that are known to work. Mobilizing to do things that can be
done relatively quickly, at relatively low costs, and where the evidence of effectiveness helps to
minimize opposition to the practices, all can help build success and momentum for the Campaign.

Other tactics are more resource-intensive, or the evidence may not yet exist to assure the coalition that
its pursuit is a wise investment. In such cases, the smarter strategy would be to establish new
programs and/or select existing ones as demonstration projects, install performance measurement
systems, and conduct evaluations. At a later time there might be sufficient empirical evidence to
guide decisions about whether the National Campaign should invest in these initiatives.

With such caveats in mind, the Campaign’s leaders may consider following lines of action within a
strategic framework with the following main components:

Leadership structure and institutional base
Education

Law enforcement

Social marketing

Research and development

While Figure 2.1 illustrates the direct and indirect influence on demand of different kinds of
initiatives, Figure 2.2 presents the same elements as the basic structure of the Campaign. As we
describe in more detail below, the three substantive elements are education, law enforcement, and
social marketing. Proceeding from the assumption that the Campaign will be driven by a consistent
focus on producing results, accountability, transparency, and evidence-based practice, research will
provide a firm foundation of empirical evidence. Solid information will guide the development of
new initiatives, and monitoring the performance and evaluating existing initiatives to guide
deliberations about the relative merits of existing initiatives. The National Campaign’s fundamental
business of social and political activism and evidence-based practice will be inspired, supported, and
directed by leadership.

I. Establish the Campaign’s Leadership Structure and Institutional Base

As discussed above, the political will that leads to meaningful action—such as passing laws and
mobilizing the resources to act upon them, and demanding accountability for results—is typically
generated by strong activist leadership mobilizing action on a number of fronts simultaneously. A
leadership structure will be established for the Campaign itself, and will feature a small core of
collaborators who will form a steering committee, and task leaders each of whom will be responsible
for pursuing key initiatives of the Campaign.
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By leadership, we do not mean to imply that there are no current leaders and that new ones need to be
invented. What we do mean is that the Campaign intends to serve as a mobilizing force, supporting
current leaders who are already effectively working to eradicate sexual exploitation, and to leverage
their leadership skills with an infusion of resources and other forms of support. Leadership refers
primarily to people, but also to the combined effect of the resources brought to bear on particular
issues, and the example being set by the Campaign in prioritizing and effectively executing
meaningful actions directed toward the Campaign’s goals.

Figure 2.2: lllustration of National Campaign Components

Leadership

Research and Development

There are many effective leaders already in the field who have been pushing forward for decades,
most doing so with little reward or recognition, and others to great acclaim. They operate at different
levels and focus on different issues, but together form a core which is a valuable resource that can be
brought to bear on efforts to combat commercial sexual explication.

Leadership does not necessarily mean the heads of agencies and organizations, or politicians,
celebrities, scholars, or others in high-profile positions, although it is clear that leaders exist in all of
these realms, and are critically important. Both “bottom-up” and “top-down” leadership have created
the foundation for successes over past decades, although the former is often overlooked. Leadership
will certainly be critical to future success, especially by practitioners operating largely at local levels
doing the hands-on work of implementing programs and practices that directly address the problem’s
source and its victims. If one envisions the broad field of people and organizations mobilized to fight
sexual exploitation as a pyramid, certainly the foundation is comprised of local nonprofit
organizations, police departments, courts, city and state public health and social service agencies, and
schools. Toward the top are the relatively few legislators, agency heads, and the like. While results
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are most often produced by collaborative efforts that include both top-down and bottom-up
leadership, the latter is the most frequently overlooked, and we hope that as the National Campaign
takes shape and then moves forward that all levels of leadership and input are included and receive
the support they need and deserve.

Strong leaders are expert in presenting their arguments clearly and convincingly, and tailoring their
message to different audiences. They leverage whatever resources and opportunities they can, avoid
reinventing wheels, and stay focused and on message. They understand how critically important it is
to assemble and maintain coalitions that can offer support for anyone who champions their cause, and
make it uncomfortable for those who fail to help or who throw obstacles in their path.

Given the vision of the Campaign as a comprehensive, multifaceted effort with a national scope and
ambitious goals, multiple leaders will be necessary. For them to function together they will need to be
organized, and either one individual or a committee of some kind will have to have the final say on
important matters.

Leadership Structure

One of the decisions reached at the National Planning Meeting was to form a steering committee
empowered to help guide development of the strategic plan and put into place the personnel and
funding necessary to prepare for the National Campaign. At this time, Hunt Alternatives fund has
asked for volunteers for the steering committee and has received several self-nominations. Beyond
that, at the time of this writing the Abt project team knows of no decisions made about the leadership
of the Campaign.

The National Campaign leadership model we recommend is illustrated in Figure 2.3. This option
attends narrowly to the Campaign itself, and does not illustrate a board of directors, advisory boards,
coalitions, collaborators, donors, or committees that may serve as lateral partners or provide
oversight.

We believe the strongest model involves one person to be named as the Executive Director of the
National Campaign (or a Coordinator may be a better title, if the wish is to have a facilitator rather
than a CEQO), who would coordinate and oversee a set of task leaders or task group directors. For the
moment, we have assumed four task leaders, each responsible for tasks corresponding to those in the
framework that we have proposed for the Campaigns consideration: education, enforcement, social
marketing, and research. Initially, the steering committee may be regarded as above the Executive
Director in the Campaign’s organizational hierarchy, but once the Executive Director is installed, we
envision the steering committee as lateral and serving in an advisory capacity. It may not work well to
have the Executive Director answer to a committee, which in turn would answer to a Hunt
Alternatives Fund Board of Directors or some other body (such as a new organization—e.g., the
Donor’s Coalition, or the governing body of a new center devoted to combating demand, if the
Campaign were to be an initiative of a new center or organization). Of course, arguments can be made
for having the steering committee above the Executive Director, functioning like a Board of Directors
that would supervise the Executive Director. However, this model assumes that a strong candidate
will be found to serve as Executive Director, and if such a person is found and can be recruited for the
position, it would be appropriate to empower them and have them take the ultimate responsibility for
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directing the Campaign, rather than empowering a committee with ultimate authority and
accountability.

Another model that the Campaign may consider is similar to the first, with one substantial difference:
the steering committee would directly oversee the set of task leaders, rather than having an individual
named as the director. This model has the advantage of being an option in the event that the right
person cannot be found to serve as Executive Director. It might also be more appealing to those
uncomfortable with placing primary responsibility for this substantial and collaborative effort in the
hands of one person. If the right person cannot be found to serve as the Campaign’s director, there
may be no other choice but to disaggregate leadership and empower a set of task group leaders. But
unless forced to pursue this option, we believe it is a risky choice. It would place the leadership of the
National Campaign in layers of committees: the task group leaders, accountable to the steering
committee, which in turn would be accountable to some sort of board of directors, advisory board, or
other governing bodies representing the interest of the host organization or sponsors. Given the broad
range of initiatives that can and should be pursued to form a comprehensive effort to combat sexual
slavery, the Campaign could become hobbled or paralyzed due to an inability to reach consensus, or
could pursue uncoordinated or conflicting endeavors. If that occurred, the Campaign may struggle to
quickly produce successes upon which to build momentum, broaden and strengthen coalitions, and
attract further investment to pursue increasingly ambitious initiatives.

Figure 2.3: lllustrative Organization Chart

- Executive
Steering Director
Committee
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Task Leader: Task Leader: Task Leader: Task Leader:
Law Enforcement Education Social Marketing R&D

Whether the initiative is led by one person or a steering committee, one of the critical leadership
functions will be to ensure that the task leaders work in a coordinated fashion. A challenge inherent in
collaborations is ensuring that task leaders are on the same page about direction and priorities, and
methods for pursuing them. Distributed leadership at the task level will be necessary, because for a
large-scale and comprehensive effort, substantial tasks will occur simultaneously and will pursue
varying challenges requiring a wide range of substantive knowledge and different managerial skill sets.
This Campaign will not function properly if the task leaders wander off in different directions, work at
cross purposes, duplicate effort, or cannot get along, and a strong leader will be important to ensure the
collective effort stays on track.

Individual Leaders

According to many of those we interviewed for this project, leadership is regarded as the most
important ingredient (or among the most important ones) of effective social movements and political
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action. The character and skill of the individuals placed will be at least as important as the leadership
structure. There are many factors combining to determine who is an effective leader, and the
individual qualities must be a good match for what is required in any specific endeavor. Hunt
Alternatives Fund and the people likely to serve on the National Campaign’s steering committee are
experienced managers and are capable of fitting the right people into leadership positions.

There are entire industries devoted to illuminating the general qualities of effective leadership, and we
will not recite them here. For the National Campaign’s consideration, we offer a few thoughts about
what will be required of the Executive Director and task leaders. In the building stages of social
movements, leadership generally resides in the grassroots; political leaders tend to follow after the
trail is blazed by activists. For the National Campaign, its leaders must:

Inspire others to act

Be devoted to pursuing the objectives of the Campaign

Be able to clearly articulate ambitious and achievable goals and objectives
Be committed to investing in lines of action that produce results

Be accountable for producing results

Position the Campaign’s staff and collaborators to succeed

Effective leaders are typically (a) expert in gathering information that can be useful, at packaging
that information effectively to change hearts and minds, and at conveying the right information to
each distinct audience; (b) skilled at forming, maintaining, and mobilizing coalitions to push public
opinion and generate political will; (c) shrewd strategists, understanding what needs to be done,
discerning where the ripe opportunities are, and thinking strategically about how to take advantage of
those opportunities to achieve goals; and (d) inspiring, adept at mobilizing others to act who might
not otherwise do so, and moving people already committed to a cause to devote themselves to it.

Coalitions

One of the key objectives of the National Planning Meeting in May 2010 was determining whether
there was support for a National Campaign focusing on demand within a very diverse collection of
people deeply involved in efforts to combat human trafficking, modern-day slavery, and prostitution.
The answer was a resounding “yes.” While many people interested in attending the meeting could not
be there, there was a strong feeling among those who were that a diverse coalition can be readily
assembled to mobilize a campaign designed to combat demand.

Multiple coalitions are necessary. A broad coalition helped pass the TVPA and its reauthorizations,
and some national-level initiatives the Campaign will pursue are likely to require a similar kind of
coalition. Other initiatives are more divisive in nature and more localized in scope, and it may not be
desirable or possible to have everyone aboard a single coalition. A solution is not to expect a single
coalition, but instead to pursue a network model with multiple coalitions all aimed at ending sexual
exploitation, but focusing on separate pieces that together constitute a comprehensive effort. For
example, there is broad support for educating boys, and for establishing a broad network of coalitions
to develop and implement programs. There is less agreement about john schools, shaming men
arrested for buying sex, or pushing for particular law reforms such as the Swedish model or statutes
requiring johns to register as sex offenders. Those who support john schools or shaming may coalesce
around those initiatives; others who have collaborated to support a particular law reform or education
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program for boys may recuse themselves from other efforts that may conflict with personal feelings
or their organization’s mission.

Systems from other fields have been established to support and facilitate effective coalitions, and
build and maintain consensus. The current field of experts, leaders, and practitioners have worked
together before and accomplished much. But there are also conflicts that have, by nearly everyone’s
account, slowed progress or produced less than optimal results. If a comprehensive effort is to
progress and create a critical mass of energy that can push public opinion and policy over “tipping
points” of change, those leading the National Campaign should consider establishing rules and
processes to manage the divergent opinions and interests of actual and potential coalition members. A
set of detailed ideas about how to maintain large, diverse, and widely distributed coalitions is
presented in Chapter 3.

Establish a National Center Devoted to Combating Demand

For the National Campaign to be effective and sustainable, it must become institutionalized. It will
need a permanent physical and virtual “home,” a staff, procedures, and operating systems, and these
should be developed before the formal launch to provide direction and a base of operation and send
the message that the National Campaign is here it stay. An established presence will make it clear it
cannot be ignored by opponents in hopes it will soon go away, and lets allies who may want to invest
in collaboration know that they can count on the Campaign as a partner.

We believe there are two main options for are anchoring the National Campaign: (1) establish a new
center or organization, or (2) enhance the capacity and expand the mission of an existing entity. It
will be up to the Campaign’s steering committee or Executive Director to determine which of these
options (or perhaps other possibilities) will best suit the needs of the Campaign and thus advance the
cause of combating sexual slavery. There are many well-known and respected organizations that
focus on combating human trafficking or prostitution that could serve as a base, and the Campaign
could work with an existing organization’s leaders and donors, and add more staff and support in
order to conduct the Campaign.

With the information we have available to us, we would recommend establishing something new
rather than launching the Campaign from within an existing organization. We believe a new center or
organization would provide a fresh start, and there would be no concerns about having the
Campaign’s mission conflict with that of an extant organization that may have been established to
pursue different aims. With a new organization or center, there would be no concerns about having a
new National Campaign draining attention or resources away from ongoing initiatives, as might be
the case if the Campaign is launched from an existing organization.

A “Center for Ending Demand” or “Center for Preventing Sexual Slavery,” for example, could be a
provider of wrap-around support for the Campaign’s multiple initiatives. Support could be provided
for community organizing, assistance in performance monitoring and evaluation of demand reduction
programs, facilitating access to funding offered by government agencies, etc. A center would be the
home base of the network of collaborators and the National Campaign. A number of options for its
structure and location could be pursued. For example, it could be a new stand-alone 501c3
organization that operates the center and its multiple initiatives, or could be placed with an extant
organization, such as a university.
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There are advantages to having the Campaign be launched from a center devoted entirely to
combating sexual exploitation, and to specifically do so by combating demand. A center that is well
resourced, highly visible, has credible and well known and connected leaders, and has high-profile
donors, champions, and well respected coalition members strongly signals that this effort is deadly
serious and is here to stay. Opponents cannot just hope to wait it out for a year or two, as they can
easily do with smaller initiatives that seem temporary and are really just programs driven by small
grants with finite performance periods. A center with gravitas and a sense of permanence can quickly
become the go-to place for inquiries by the media, policymakers, practitioners, and the public. Press
releases could be issued from a center, and the Campaign’s leaders would have the center as their
affiliation. The center could also be the host for awards programs and the sponsor of events. A highly
successful example that comes to mind is the National Center for Missing and Exploited Children, but
there are many others.

One of the key functions of a center, in our opinion, is the provision of technical assistance for
programs and practices. A center can coordinate, manage, synthesize, disseminate, and use
information about effective and promising program, practice, and policy implementation through a
technical assistance arm. This could provide a number of functions, such as an information
clearinghouse where practitioners and policymakers could find practical information about how to
implement and sustain interventions, law, and research. It would also provide a place where
practitioners in need of assistance can contacts peers in locations that have established successful
programs. A technical assistance function within a full-service center focusing on demand could also
coordinate a response team of expert practitioners or researchers who could physically go to locations
that need assistance and make presentations or help install programs or interventions.

Il. Promote Public Awareness and Commitment to Action

One of the most important policy levers is the will of policymakers’ constituents. Key constituencies
include the public—broadly defined—and any number of identifiable segments of the population.
Depending upon the jurisdiction, it may be important to target faith-based groups; community
leaders; heads of professional associations; affinity groups and associations; unions; and businesses,
business sectors, or business associations. In generating public support, one of the most important
allies is the media. Cultivating relationships with reporters and editors can be indispensable in
moving public opinion and generating political will to take action against sexual exploitation.

To promote public awareness and commitment to action attacking the causes of sexual slavery, the
Campaign should conduct social marketing campaigns. While social marketing is only one of many
techniques for shifting public will and using that to generate the political will to take effective action,
it is an important tool. For social marketing campaigns, content experts must take the lead in
identifying key audiences and determining what these audiences need to hear to mobilize action.
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Social marketing firms can help develop and convey messages effectively. We anticipate that a large,
national social marketing campaign would be useful in knitting together the disparate pieces of a
National Campaign, and helping to create broad “buy in” and recognition that there is a new social
movement to combat demand for commercial sex. Such approaches have been effective in mobilizing
action in Atlanta and Chicago, and appear to be effective in the United Kingdom. We also believe that
there should be “micro-campaigns” targeting highly specific subpopulations such as lawmakers,
judges, public health officials and practitioners; the general public (to combat the belief that
commercial sex is a harmless and intractable behavior); and the buyers of commercial sex. Social
marketing and other initiatives would work synergistically, and would be linked together in a
coordinated campaign. Figure 2.4 illustrates how policy, practice, and public opinion can each be
influenced by social marketing efforts, and how they can help create support for interventions
working directly to combat demand.

Some social marketing campaigns can be targeted directly to the broad public, with the objective of
the public insisting upon serious efforts to eliminate sexual exploitation. First, an educated and
motivated public may pressure public officials to pass strong laws and establish and follow sound
policies that effectively address demand for commercial sex. Second, the public could appeal to local
authorities to commit the resources necessary to combat demand; for example, they could convince
the mayor and the chief of police to prioritize combating sexual exploitation. Third, the public can
more directly influence demand by failing to tolerate or enable sexual exploitation.

Figure 2.4: lllustrating Direct and Indirect Influences of Social Marketing Campaigns on
Demand
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One of the tactics that would facilitate public awareness would be providing incentives for better
performance by the media. The media should be monitored and responses developed to attack
regressive language, destructive framing of the issue (“sex work™), the premise that prostitution is
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intractable, etc. The media would be presented with the case that the National Campaign is a new
effort to attack commercial sex comprehensively: combating consumer-level demand in addition to
(and not instead of) more aggressively prosecuting pimps and traffickers, and rescuing and supporting
victims. Libertarian arguments could be presented that require the state to prohibit prostitution, based
on harm to others, and the Campaign could release those packaged arguments when the need or
opportunity arose, such as when a related story breaks or when the media inquires. The Campaign
could synthesize, package, and circulate evidence that legalization encourages illegal commercial sex
markets, rather than eliminating them. Many people and organizations pursue these kinds of
approaches already, but are stretched too thin to do it systematically and consistently. There should be
an aggressive response to every relevant event or story, criticisms of regressive portrayals, and praise
when media coverage is done well. Technology would be an ally in this kind of approach, and with
proper “canned” responses and materials monitoring and responding to the media could be done
efficiently with modest staffing. When something more substantial arises in the media, additional
resources could be marshaled and a more substantial response mobilized.

Ill. Generate Political Will

When asked why a variety of programs, laws, and initiatives were progressing slowly or not at all, a
“lack of political will” was most frequently cited as the ultimate cause by those we interviewed in our
landscape assessment. With a slow economy and many demands on finite resources, competition is
fierce. While few politicians deny the importance of combating sexual exploitation, even fewer
consider the issue to be a high priority. One of the most important questions to be addressed by the
National Campaign is, “How does one generate political will where it is currently lacking?”

As one reads through the following tactics for meeting the objective of generating political will, it is
evident that these are not mutually exclusive and independent interventions. Political will is usually
driven in large part by public support, and the ways of achieving both public support and political will
interact. For example, social marketing campaigns can be an effective tool, and are most effective
when leveraging and collaborating with media. The development of messages can benefit from a
strong research foundation, and social marketing campaigns and media relations can benefit
tremendously from cultivating high-profile champions of the cause, such as celebrities, business
leaders, and prominent politicians. For appealing to both the public and to political leaders, there is no
substitute for the testimony of survivors of sexual exploitation, and survivors who are effective
communicators can be integral to education and social marketing efforts. Among the tactics useful for
producing greater public awareness and activism and generating political will are the following:

e Compile and present a compelling empirical case with both data and anecdotes. The
information must be not only valid and convincing, but easily understood. Instead of a
recitation of disembodied statistics, equivalencies of simple figures that are meaningful
should be presented: e.g., one in six American men admit to buying sex—double the
proportion of the population who are left-handed (or some other comparison that will
resonate and place the prevalence of sex buyers in perspective).

e Present the issue as a political opportunity. With severe time and resources constraints,
lawmakers should not be asked to do the groundwork and raise support. Instead, a coalition
and political advocates should present them with the issue, easily packaged and understood,
and place minimal burdens upon them. They need to be presented with an issue that, for
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them, is a political “winner.” The ideal approach is the message, “This issue is good for you,
establishing you as a champion for human rights and protecting the interests of your
constituents. By championing this issue, we can deliver votes, deliver resources from donors,
and help to establish the fight against slavery as a highlight of your legacy.” Effective leaders
can make it easy for politicians to champion the cause, and unattractive to ignore it. By
saying this, we do not mean to suggest that self interest is the only thing politicians care
about. Solving the problems of slavery and exploitation is the real target, and most
policymakers will respond when presented with the right information. Our point in this
discussion is to say that the National Campaign ought not to approach lawmakers asking for
favors. The tone should be presenting them with opportunities to do the right thing, and to
frame it as a “win-win” opportunity for them as well as for affecting change.

Link the issue to the interests of those whom the Campaign seeks to influence. For
example, if a key concern of a political coalition is a perceived erosion of individual liberty,
then sexual slavery can be framed (accurately) as one of the most egregious violations of
individual liberty. If another constituency is concerned about the rights of women or certain
ethnic groups, then persuade by emphasizing the fact that sexual exploitation violates the
rights of women, girls, and people of certain ethnicities disproportionately. While shaping
the message to appeal to particular groups can be effective, care must be taken so that these
targeted appeals do not frame the Campaign as a special interest. These targeted messages
must be placed within the context of the broader message that sexual exploitation is a
criminal violation of human rights, regardless of gender, ethnicity, etc.

Recruit and support high-profile and effective champions of combating demand. This
would be helpful in coalition building, social marketing, lobbying congress, fundraising, and
doing public outreach. Possibilities include prominent lawmakers, celebrities, athletes, and
business leaders. There are several effective champions currently in Congress, such as
Representatives Chris Smith and Caroline Maloney, but they need additional support to push
through appropriations and they need more committed cosponsors. Several celebrities are
already involved or interested in combating demand, such as Ashley Judd, Ashton Kutcher,
and Demi Moore. Other celebrities are involved in anti-trafficking efforts and could become
interested in combating demand, such as Susan Sarandon, Mira Sorvino, Julia Ormond, Ricky
Martin, Tony Shaloub, Emma Thompson, and Ron Livingston. Current corporate leaders
include Manpower, Inc., Lexis Nexis, and the Body Shop.

Support and utilize survivor leadership. Survivors have led many of the efforts producing
the successes bringing us to where we are today. Their involvement has been, and will
continue to be, critical in shifting public opinion and generating political will to combat
sexual exploitation. It is difficult to imagine how a campaign without survivor leadership
could be successful, and their role should be central rather than symbolic or advisory.

Marketing to law and policymakers. Messages can be tailored to reach legislators and public
officials, who would establish laws and policies that would allow or require resources to be
commended to efforts to combat demand.

Marketing to practitioners. Within the parameters of law and policy, practitioners often have
discretion to pursue issues they regard as priorities. For example, health educators can choose
to include or omit references to the special health consequences associated with sexual
exploitation, and police can choose to conduct enforcement operations focusing on sexual
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exploitation, or to focus those resources on other issues if they regard them as higher priority.
Social marketing campaigns could be developed specifically to appeal to practitioners to
prioritize and effectively pursue the demand driving sexual exploitation.

IV. System Change and Resource Mobilization

Raising public awareness and passing laws mean little if they do not result in concrete action, and
concrete action requires resources. Furthermore, action intended to produce change must also lay the
groundwork for maintaining and expanding upon the positive changes produced. We define resources
and system change broadly here, including not only the people and materials needed for programs and
practices, but also the laws, policies, and organizations necessary to authorize, mandate, or allow the
commitment of resources to certain lines of action.

o State and local law reform. Before speculating about needed reforms, a rigorous analysis of
the content the text of state criminal codes and municipal ordinances, as well as the
establishment of a general coalition underlying the National Campaign and perhaps a separate
coalition or task group, is necessary. Several salient issues emerge from the preliminary
research:

0 In the absence of aggravating circumstances (such as concurrent offenses or engaging in
commercial sex while infected with HIV), prostitution is usually classified as a low-level
misdemeanor. While maximum penalties often include incarceration, that seldom occurs
for those who buy or attempt to buy sex, absent aggravating circumstances or unless it
involves a mandatory penalty for a second or third offense.

0 Many states have prostitution criminal codes that are role neutral, i.e., referring simply to
soliciting prostitution and making no distinction between the “buyer” and “seller.” One
of the implications of this is that it will be difficult to satisfy the Wilberforce provision
requiring the Uniform Crime Reports to separate the two. Either state law must be
revised, or law enforcement agencies must implement new tracking procedures that will
allow them to make the distinction when they tally and report their prostitution crime
statistics to the FBI.

0 Adopting the “Swedish Model” in the U.S. Many people working to combat sexual
exploitation believe that states should adopt laws consistent with the Swedish model—
decriminalizing selling sex while maintaining and enhancing criminal penalties for
buying sex. The model promotes a therapeutic approach for survivors, and a punitive
approach for “buyers” and pimps/traffickers. Among the relevant points of the discussion
in debates over the merits of this approach are:

= Decriminalizing selling in Sweden is coupled with referrals to social services for
prostituted persons. In relative terms, Sweden has a robust social “safety net” of
service systems. Services for sexually exploited persons are more readily available in
Sweden than in the U.S. or most other countries. Law enforcement agencies in many
U.S. cities contend that most of the modest services available for survivors are those
linked to juvenile justice or correctional systems, and while law enforcement
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provided or referred services are imperfect options, they are sometimes the only
forms of service support available.

Many people disagree with the preceding point, and argue that it is simply inhumane
and unjust to arrest people who are victims rather than offenders—particularly
minors who are being sexually exploited and raped. The costs to survivors due to
being treated as criminals are disproportional to the benefits of having the criminal
justice system facilitate access to services (particularly since services in the U.S. are
often minimal, absent, or difficult to access). These costs include developing a
criminal record which hurts future employability, and many manifest harms to
survivors. Since all minors involved in prostitution are, by definition, trafficked and
raped, it is inherently unjust to punish them for committing the crime of prostitution —
which assumes volition, and volitional involvement in commercial sex is legally
impossible for minors. Similarly, most adult prostitution is the result of some form
or duress, from outright enslavement, to less overt third-party coercion, to a “choice”
to sell sex often made under economic or other forms of duress.

Some opponents of the Swedish model in the United States argue that the ability to
arrest those alleged to be engaged in prostitution is one of the only means by which
women and girls can be extracted from the control of pimps and traffickers, and then
protected and perhaps linked to support services. Extracting and detaining
prostituted persons also provides a means of gathering intelligence important for
investigating human traffickers. Many police officers also argue that it is very
difficult to identify potential victims without fingerprinting them, since they often lie
about their identities (either to avoid arrest or due to fear of retaliation by traffickers
if they cooperate with police) and have false identification, thus making it difficult to
know whether to treat the situation as child sex trafficking or prostitution.

Those who disagree with the preceding points argue that police can still lawfully
order the separation of women and girls from potential pimps and traffickers without
arresting them, and that the identification challenges do not justify arresting and
punishing those who are victims, particularly those who are children.

Tracking data suggest that the Swedish model laws are effective, but until more
rigorous evaluation results are produced, it is unclear whether the low number of
offenders (johns) reflects an improvement in the problem or lax enforcement. Most
experts in the field believe the program has produced a positive impact, but a formal
evaluation of the impact is underway that can provide a more definitive answer.

Given how demand drives sexual exploitation, and how prostitution and sex trafficking are
magnets for—and causes of—the full range of felonies, many people involved in combating
exploitation believe that more severe penalties for buying sex are necessary. In addition,
given the inherent risks and harms resulting from men buying sex, arrest provides an
excellent opportunity to educate men about the consequence of soliciting prostitution—
particularly about health risks and the trauma experienced by survivors. Among the
possibilities:
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0 Make the purchase of sex a felony.

o0 Establish mandatory, substantial jail sentences for first offenses, and prison terms for
subsequent offenses.

0 Require those convicted of purchasing sex to register as sex offenders.
o Eliminate diversion options that allow johns to have their charges dismissed.

0 Mandate severe fines, and use the revenue to support “restorative justice” programs for
survivors.

0 Mandate education for men arrested for buying sex, without necessarily offering
education as an optional diversion in lieu of criminal sanctions.

0 Require men arrested for buying sex to assist law enforcement in investigating and
prosecuting pimps and traffickers

V. Support Local, Direct Action

While they can be combined and categorized as education programs and law enforcement
interventions, there is a wide array of specific tactics that have been developed, and many of these
tactics overlap categories in our strategic framework. There is vast expertise at the practice level that
should be fostered and brought to bear on the collective efforts supported by the coalition and the
Campaign. An effort has been underway for the past three years to inventory the range of extant
demand reduction efforts operating at the local level in the United States. There are roughly a dozen
distinct types of interventions that have been developed and implemented to combat demand, and
many variations within each type. Specific approaches include:

e Public education and awareness programs
0 broad messaging—qgeneral public
O targeting specific groups, e.g.
= state and local policy leaders, such as mayors, agency heads
= professionals—law enforcement, public health, activists, education
* men who sexually exploit others
" boys
= community organizations
= military—Ileadership and armed forces
= business—Ileadership and the workforce
= teachers—school administrators, classroom teachers, school psychologists
= parents
= legislators—federal and state
e Police decoy operations (“reverse stings”) aimed at johns
0 street-level
= women officers posing as prostituted persons
o web-based
= police respond to real ads, replace prostituted persons with police decoys, continue
taking calls from johns
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= police post decoy ads, set up reverse sting
= police decoys respond to ads placed by johns seeking prostituted persons
0 brothel-based
= police investigate brothels, make arrests, replace brothel staff with decoys, continue
fielding calls and walk-in from johns
= police use “black books” or other call lists to investigate “customers”
Shaming
0 publicizing identities of arrested johns, via news outlets, police websites
Seizing or forfeiting autos
Suspending driver’s licenses
Geographic restraining orders (e.g., Stay Out of Areas with Prostitution, or SOAP
orders)
0 johns prohibited from visiting areas with known prostitution activity
Neighborhood action
0 tipsto police
O citizen patrols
0 community-initiated events
Community impact panels
o residents and business representatives speak to arrestees about harm of prostitution to
residents and businesses
“John school” education or treatment programs for arrestees
O as sentencing options, coupled with other criminal sanctions
o0 asdiversion programs
0 one-day classes versus multiple-session counseling models
Community service programs for arrestees

Based on feedback we received during the research for our landscape analysis, we recommend that
the Campaign consider prioritizing support of the following tactics:

A. Educate boys. The issue about which there was greatest consensus in our interviews and
other research is the need to educate boys. Fortunately, there are established processes
and excellent examples of how to include new topics in school-based curricula. The basic
steps of the process are (a) assembling panels of experts in the subject matter, education,
and curriculum development, (b) develop a core curriculum, and then (c) include in the
processes school boards and textbook publishers. There are past successes in
implementing sex education, civility, bullying, and hate crime lessons in school curricula,
and these successes can serve as models. The CAASE program in Chicago has already
developed (in collaboration with other local partners) a curriculum that would be helpful
in developing a model that could be refined, adapted, and replicated. A model curriculum
would serve as the foundation for advocacy efforts pushing for adoption by state
Departments of Education, then by individual school districts.

B. Educate adult buyers and potential buyers. Given the evidence that one out of every six
men in the United States has purchased sex from a prostituted person at least once in their
life, and the survey finding that it is normative to view prostitution as a victimless crime
or harmless vice, opportunities abound to reach potential buyers and the general public
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who serve as bystanders or enablers. Broad-based education and awareness and social
marketing programs are bound to reach men who may or do buy sex. More target-rich
environments can be found anywhere men assemble in predominantly or exclusively
male congregations. For example it is well-established that sexual exploitation is
concentrated near military bases, at major sporting events, along business travel routes,
and at truck stops and work camps. A good model for education of adults would be the
Department of Defense training program, discussed in Part 11 of this report.?

C. Educate practitioners who can and should mobilize to combat demand. One of the most
important targets for education is prosecutors. Police tend to follow the lead of
prosecutors in their enforcement activities, since they don’t want to commit their time to
investigating cases that are not carried forward for prosecution, or that result in minimal
penalties. Where police know that prosecutors will pursue their cases against men who
buy sex, they have incentives to bring those cases to prosecutors. One of the findings of
Abt Associates’ national assessment project was that there is an inequity in the standards
of evidence needed to prosecute providers of commercial sex compared to that needed to
prosecute their “customers.” Police can simply observe persons known to be prostituted
having conversations with men who approach them in cars, getting into some of the cars,
and then returning. Those observations are sufficient to arrest and prosecute for
prostitution. They do not need to hear whether an explicit offer of money for sex
occurred, nor do they need proof that sex occurred or was planned. In some jurisdictions,
undercover stings are conducted where plainclothes male officers approach people
suspected of engaging in prostitution. The sting interactions are usually unrecorded, with
prosecutors satisfied to have the testimony of the officer as the primary or sole evidence,
while for reverse stings many of the female decoys wear wires or recording devices, or
have the interactions surreptitiously filmed as corroborating evidence.

The standard of evidence required for prosecuting johns appears to be higher than that
required for prosecuting prostituted persons. Few courts are satisfied with evidence
equivalent to that for prosecuting prostituted persons. When police watch a man in a car
repeatedly pull up and speak to women, then have one hop in his car and be returned
minutes later, they contend that they have insufficient evidence for prosecution. There is
reasonable doubt, since they could say that the woman asked for directions, or was a
friend they drove to buy cigarettes, or anything else. To arrest male buyers, most city and
district courts require undercover reverse stings in which they have a recording of an
explicit offer of money in exchange for sex. There appears no clear explanation as to why
the standards differ. Off the record, some will say that the johns are litigious and less easy
targets, whereas prostituted persons often have criminal records for prostitution, and are
far less litigious—they or their pimps will simply plea bargain to get back on the streets

http://www.combat-trafficking.army.mil/index.htm
http://www.combat-trafficking.army.mil/training.htm
http://www.combat-trafficking.army.mil/documents/training/TIP_20Feb09.ppt
http://www.dodig.mil/Inspections/IPO/combatinghuman.htm
http://ctip.defense.gov/
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and start the money flowing again. Training prosecutors may help to bring more balance
to the standard of evidence applied to the buyers and sellers of commercial sex.

In addition, both prosecutors and police would benefit from training about the definition
of sex trafficking/sexual slavery, particular in relation to pimping. In our National
Assessment research for the National Institute of Justice, Abt Associates researchers have
found that most police and prosecutors do not regard women working for pimps
necessarily to be sex trafficking victims. However, any reasonable definition of slavery or
human trafficking (i.e., service compelled through force, fraud or coercion; lack of
compensation beyond subsistence; inability to leave freely) makes any pimp a trafficker,
and any women “working” for them to be a trafficking victim. Education and training is
needed. One of the challenges is that law enforcement is wary of the anti-trafficking
movement pushing the definition of slavery into street prostitution, and federalizing what
is a local or state crime. The training would have to make it clear that compelled
commercial sex or prostitution is sexual slavery, but that prostitution without a pimp or
trafficker (although itself a serious crime) is not.

Insert anti-demand messages into existing education and training programs. This
leverages current infrastructures for efficiency, and takes advantage of ready-made
procedures for access to populations that need exposure to these messages. There are
numerous existing educational programs and systems that have interests parallel to, or
compatible with, the abolition of sexual exploitation. Brief statements could be added to a
number of extant efforts about how buying sex is exploitive and illegal, e.g.:

Corporation and government agency-based sexual -harassment training
Corporation and government agency-based travel policy training

University campus programs on preventing date rape

Programs educating men about intimate partner violence

Military training programs on human trafficking

Military basic training programs on health and risk behavior for infectious disease
School health, sex education, civility, and human rights curricula

O O O O o o o

Support law enforcement. Aside from proactive public education, most of the direct
interventions with commercial sex buyers are dependent upon law enforcement. We have
identified at least 10 different types of anti-demand efforts engaged in by police: street-
level reverse stings; web-based reverse stings; print media reverse stings; publicizing
identities of arrestees; neighborhood collaborations, such as tip lines and citizen patrols
used to provide intelligence about sex buyers to police; auto seizure; community service
programs; geographic restraining orders; letters sent to arrestees’ homes; john school
programs; and driver’s license suspensions. Evidence shows that two approaches work:
arresting and educating known johns (Poland et. al., 2009; Shively et al., 2008;
Weishurd et al., 2006). Others may be effective if directly targeted and properly executed
(particularly promising are education programs and carefully designed social marketing
campaigns). The effectiveness of other approaches is still untested, and we do not know
whether, why, or under what conditions most approaches are more versus less successful.

2-26

Chapter 2: Strategic Frameworks for the National Campaign Abt Associates Inc.



Many tactics are either promising but untried (educating school-age boys), or are
unevaluated and of indeterminate value (shaming, auto seizure).

There are a number of ways in which the National Campaign can and should provide
support for this indispensable element in combating demand. In our national assessment
and the landscape analysis we identified a number of needs. Among the most critical is
practical, operational information about how to conduct demand reduction interventions,
including research, peer support, and technical assistance. The National Campaign could
support local law enforcement in their efforts to combat demand by facilitating the
assembly and delivery of information to practitioners. We discuss a number of tactics for
providing this and other support later in the report.

G. Support those collaborating with educators and police. In recent decades it has been
established that public health and public safety interventions are less productive when
operating in isolation. The more effective model is collaborative, where police, public
health, social service, community groups, and businesses contribute to proactive problem
solving and system improvement interventions (e.g., Butler et al., 2002; Carter, 2006;
Smithey et al., 2002). Law enforcement efforts show the best results when they are part
of comprehensive systems to solve particular problems. There are examples of effective
collaborations working to combat demand that include partnerships among public health,
law enforcement, community groups, businesses, and NGOs (e.g., National City Police
Department, 1997; Shively et al., 2008; Tucson Police Department, 1997).

The economic downturn has hit many collaborators hard. Law enforcement tends to be
one of the last pieces of the public service infrastructure to experience severe budget cuts,
while social services, education, and nonprofits often are decimated during economic
hardship. While the National Campaign is unlikely to prioritize grant-making as one of its
primary contributions, there other ways that it could support organizations critical to
effective local action. For example, the Campaign could centrally develop materials and
make them available locally to allow collaborators to stretch their own resources. The
Campaign could also provide assistance in shifting public opinion and generating the
political will for local governments and businesses to prioritize and devote resources to
their anti-demand efforts. Other possibilities include providing grant writing assistance,
and providing some grant support to exemplary programs or to a limited number of new
demonstration projects.

H. Enlist Businesses to combat sexual exploitation. Among the ways they can (and
sometimes do) contribute are:

= Inserting educational material about the harm of purchasing sex into policies
and human resources materials, such as sexual harassment policies and training.

= Enforcing policies prohibiting reimbursement for commercial sex-related
“entertainment” or services as a business expenditure, such as business dinners at
strip clubs or pornography in hotels rooms during business trips. While strip
clubs and hotel pornography are not illegal forms of commercial sex, which is the
focus of the National Campaign, they are thought by many to be directly related
to illegal sexual exploitation. While businesses cannot and should not prohibit
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legal acts committed during employees’ own time, or financed with their
personal resources, employers do have a right to prohibit their resources from
contributing to the commercial sex business, and are free to convey the message
to their employees that they find commercial sex to be objectionable.

= Urging hotels to cease providing pay-per-view pornography.

= Training hotel staff to identify prostitution and human trafficking, and
collaborate with police in identifying johns (as well as survivors and traffickers).

= Urging businesses to terminate the employment of taxi drivers who assist sexual
exploitation by identifying and driving johns to brothels or prostitution strips.

= Educating and lobbying businesses to educate their workforces about the dangers
and harms of purchasing sex abroad, and how purchasing sex in foreign countries
violates the sex tourism provisions of U.S. federal human trafficking laws.

= Working with cities to develop and invest in regulatory procedures for businesses
commonly serving as fronts for brothels, such as massage parlors, nail salons,
and spas. Legitimate versions of these businesses can often be highly cooperative
with law enforcement, since their image as legitimate is damaged by sexual
exploitation occurring in analogous storefronts.

Use information provided by johns to investigate and prosecute pimps and traffickers.
Currently, law enforcement relies heavily upon the testimony and evidence produced by
sexually exploited persons to arrest and prosecute pimps and traffickers. A severely
underutilized alternative is the store of information held by johns about the locations,
identities, and operating procedures of pimps and traffickers, such as those operating
brothels and web-based systems of exploitation. A current obstacle is that so few johns
are arrested, and when they are, they are typically released and given minimal sanctions.
They do not remain in custody for long, and there is little leverage to plea bargain or
otherwise elicit their knowledge about traffickers. If johns were routinely arrested and
penalized more severely, they could provide useful information and relieve some of the
pressure on victims when making criminal cases against those who exploit.

Encourage organizations and agencies to adopt as priority objectives combating
demand and ending commercial sexual exploitation. This effort parallels that of
coalition building. While it is import to build and strengthen coalitions within movements
to combat modern-day slavery, it is probably more important to build coalitions within
other professions and content areas whose primary mission is not combating human
trafficking. For example, a way to push the elimination of sexual exploitation higher on
priority lists is to work through professional organizations, affinity groups, and other
extant organizations focused on government, public health, education, religion, business,
journalism, the practice of law, law enforcement, tourism, the military, e.g.:

Amateur Athletic Union

American Association for Higher Education & Accreditation
American Association of State Troopers

American Bar Association

American Hotel and Lodging Association
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American Medical Association
American Nurses Association

American Prosecutors Research Institute
American Public Health Association
Anti-Defamation League

Association for Education in Journalism and Mass Communication

Association of American Universities
Association of Clergy International
Association of Fraternity Advisors
Association of Schools of Public Health
Catholic Press Association

Center for Disease Control and Prevention, National Center for Injury Prevention

& Control

Fraternal Order of Police

Independent Taxi Operators Association
International Association of Chiefs of Police
International Association of Firefighters
International Association of Human Trafficking Investigators
National Alliance to End Homelessness
National Association for the Advancement of Colored People
National Association of Attorney’s General
National Association of Counties

National Association of District Attorneys
National Association of Social Workers
National Association of Women Business Owners
National Baptist Convention

National Board of Public Health Examiners
National Catholic Education Association
National Center for Victims of Crime

National Coalition Against Domestic Violence
National Coalition for the Homeless

National Collegiate Athletic Association
National Education Association

National Governor’s Association

National High School Coaches Association
National Organization for Women

National Press Club

National Scholastic Press Association
National Sheriffs Association

National Small Business Association

National VVolunteer Fire Council

Nevada Taxicab Authority

Online News Association

Police Executive Research Forum

Southern Baptist Convention

Southern Poverty Law Center

Sport in Society

State Police Associations
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State-level Peace Officer Standards & Training (POST) centers
United States Conference of Mayors

United States Travel Association

Washington International Trade Association

K. Establish grant programs: A grant program or programs could be developed to fund new

demonstration projects or to support and expand existing exemplary programs. There are
many options for lines of support to consider, such as a program for supporting
innovations in combating demand, or a need-based grant program for communities in
which political will and need are present, but resources are the main obstacle to
mobilizing effort to combat demand. In our National Assessment we encountered dozens
of police departments that have identified demand for commercial sex as a priority, and
have had implemented programs and practices resulting in the arrest and education of
hundreds of offenders. Yet many have curtailed or eliminated these practices due to
shrinking budgets and competing priorities. While in some jurisdictions the answer may
be to pressure or educate police chiefs and others about sexual exploitation so that they
move it up the priority list, in some cases this will still not be sufficient to promote
action, or to promote as much activity as is necessary. There are resource limits that are
holding police and their partners back, and modest grant support may push willing
agencies “over the hump” so they can more aggressively combat commercial sex. There
may be value in having separate grant programs or mechanisms for police, public health,
and NGOs.

Among the practical considerations in running grant programs is their administration and
oversight. Establishing needs and priorities, issuing solicitations, reviewing proposals,
and overseeing active grants is labor intensive, and if the National Campaign awards
grants, it would be a mistake to under-invest in the infrastructure necessary to perform
these management functions.

Establish a conference series: The Campaign could support occasional or periodic
conferences, and more frequent web conferences and teleconferences on specific topics.

. Establish awards programs: Awards could be made to provide an incentive for, and

recognition of, excellent work. They can draw public attention and support for those
striving to combat slavery and end demand. Awards could be developed for advances in
policy and law, excellence in law enforcement, cross-sector collaborations (e.g., public
health, business, and police partnerships), neighborhood-led initiatives, etc. The awards
could be synchronized with a conference series, announced through press releases, and
presented by prominent persons such as policy leaders, celebrities, or activists to draw
additional attention and support. We recommend that early awards go to practitioners,
since they are the most important single sector involved in the battle against sexual
exploitation, are doing the only work demonstrated to make an impact, and rarely receive
recognition.

. Support Survivor Leadership and Organizations. Survivor leadership must be adopted

as one of the core components of the National Campaign, and support of survivor led
organizations should be prioritized as a tactic. Survivors of sexual exploitation have been
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at the forefront in the battle against human trafficking and all forms of commercial sexual
exploitation for decades, and have founded dozens of organizations throughout the
United States that support survivors and advocates for social change - including efforts to
combat demand. Some of the nations leading survivor advocates are involved with the
national campaign's planning process, and can serve as task leaders in developing ways to
best utilize survivor or input and leadership. Briefly, the campaign should support extent
organizations that work with and utilize survivors in public education and advocacy roles.
There are several relatively large organizations with a high national profile (e.g., GEMS
in New York, and SAGE in San Francisco) that explicitly focus on fostering survivor
leadership. For example, GEMS has a Youth Leadership Program which “trains young
women on the issue of sexual exploitation, domestic violence and youth incarceration and
equips them with public speaking, peer counseling, organizing and advocacy skills.
Youth Leaders are afforded multiple opportunities to develop their skills through
outreach, public speaking events, advocacy, and media work.”” What is less well known
to non-specialists are the dozens of other organizations that support survivors. The table
at the end of Appendix G lists over 50 additional programs that either do, or could, work
with survivors to advance education, social marketing, and advocacy initiatives. Many of
these programs involve making presentations in john school programs (e.g., Breaking
Free in Minneapolis, Veronica’s Voice in Kansas City), and many of the cities listed
could work with such organizations to include survivors as they develop new john
schools and public education programs.

“Obviously there have been experiences | would rather not have had and pain | wish | hadn’t
felt—but every experience, every tear, every hardship has equipped me for the work I do now. 1 get
such deep satisfaction from knowing I’m fulfilling my purpose, that my life is counting for
something; it puts all the past hurts into perspective. My pain has become my passion and I find
true joy in my work, in my life, and in seeing ‘my girls’ fulfill their purpose too. A gem is
something precious, and for most of their lives these girls have been told they were the opposite of
precious. As many as 90 percent of prostituted youths were sexually abused as children. Many are
runaways—or ‘throwaways’—who cannot envision a future, much less a good one. At GEMS we
work to give them their future back.”

Rachel Lloyd, survivor and Executive Director &
Founder, Girls Educational & Mentoring Services'®

For survivor leadership in the National Campaign to work in an effective and ethical
manner, adequate support must be provided. Many survivors are highly skilled, eager to
help, and demonstrated to be effective in combating sexual exploitation generally, and

®  Source: http://www.gems-girls.org/what-we-do/programs

0 source: http://www.reebok.com/Static/global/initiatives/rights/text-only/awards/recipients/lloyd.html
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demand specifically - but they should not be asked to contribute substantially to the
national campaigns initiative without compensation. Most of the survivors in current
leadership roles are over-extended already, acutely so since the economic downturn.
Their passion for the issue and desire to create change often leads them to volunteering
their time when opportunities to make an impact arise, but the National Campaign should
not ask for nor expect pro bono involvement of people already devoting their energies at
subsistence levels. To practice principled leadership, when planning and prioritizing
investments the Campaign should ensure that resources are slotted to support survivors
asked to be involved in the Campaign, and to support survivor-led organizations that
engage in separate anti-demand initiatives in their communities.

VI. Research and Development

After education, there was greatest consensus among those interviewed regarding the need for better
information about the size and scope of sexual exploitation, prostitution, and sex slavery, and about
the effectiveness of different prevention and enforcement practices. Many of those interviewed spoke
of the “no data, no problem” challenge. Others spoke of breakthroughs in implementing change that
were brought about by research. For example, the “Hidden in Plain Sight” study in Atlanta helped to
launch the “Dear John” social marketing campaign, which in turn helped mobilize law reform and
collaborations working toward establishing anti-demand law enforcement efforts. The Wilberforce
Act authorizes and/or mandates over a dozen studies, reports, and data collection efforts, including
requiring the Uniform Crime Reports (UCR) to distinguish between “buyer” and “seller” in
prostitution events. Among the studies that could be initiated are:

e For unproven initiatives, a system of evidence-based implementation, monitoring, and
refinement should be established. Some interventions have evidence of impact and cost-
effectiveness, and a consensus could be reached to support certain endeavors early in the
Campaign. For example, arresting and educating buyers of commercial sex is effective and
inexpensive (e.g., Poland et al., 2008; Shively et al., 2008; Weisburd et al., 2006), and social
marketing (when properly targeted and executed) can be a useful tool for helping to mobilize
support for other interventions (e.g., Grier & Bryant, 2005; Noar, 2006; O’Keefe, 1985;
Randolph & Viswanath, 2004; Salmon & Murray-Johnson, 2001). The effectiveness and
efficiency of other options remains to be demonstrated, so it is critical to choose or design
demonstration projects, coupled with feedback mechanisms to monitor performance and
measure impact. As interventions are found to produce results, they can be adopted as core
practices or strategies of the coalition, through established processes of consensus-building.
Demonstrations that do not fare well under scrutiny will either be refined and further
monitored, or abandoned by the Campaign if it becomes clear that they are not promising.

For example, there should be evaluations of “shaming” tactics. More than half (59%) of the
655 communities in the U.S. that are known to have conducted reverse stings publicize the
identities of arrestees. For many police departments, revealing identities of johns proceeds
from an intent to deliver a punishment that serves as a specific deterrent, and general
deterrence—sending a message to potential johns that their identities will be revealed if they
are apprehended for soliciting sex. There are compelling arguments both for and against
shaming. Proponents argue that it is a powerful deterrent, perhaps more important than arrest
and legal sanctions. Aforementioned surveys and anecdotal evidence lend support to this
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argument (e.g., Durschlag & Goswami, 2008; Farley et al., 2009), as does a body of
criminology literature on the effects of social or extralegal sanctions on deterrence (e.g., Vold
et al., 1998; Zimring and Hawkins, 1973). Opponents contend that the deterrent effect of this
tactic is unproven, that shaming violates due process rights since identities are typically
publicized upon arrest and prior to adjudication (American Civil Liberties Union, 2008), and
that it negatively affects families of arrestees. Some cities that are very aggressive on
combating demand (e.g., San Francisco) have chosen not to pursue shaming specifically
because of the impact it may have on those associated with offenders, such as children and
spouses. Given the prevalence of shaming and the potential for unintended consequences, it is
critical to determine whether effectiveness justifies its use. To date, there has not been an
evaluation of the efficacy of shaming.

As interventions are found to be feasible to implement, sustainable, and effective in meeting
their objectives, they become evidence-based practices. For the National Campaign,
standards could be put into place for defining and determining thresholds for what it will
regard as sufficient evidence of effectiveness, and also for what kinds and levels of impact
will be regarded as compelling. For example, lower recidivism rates relative to comparable
groups are the typical measure of impact for offender treatment or deterrence programs.
Education programs must be judged by different standards and success must be assessed
using other measures, such as longitudinal surveys of treatment and control groups, or
objective measures such as arrest rates. Studies using objective measures have advantages,
since they are free of survey response biases and respondent deception, but they can be
exceedingly expensive and difficult to execute.

The challenge in establishing standards of evidence is in determining the level or type of
evidence required to convince not only the National Campaign’s coalition and leaders of a
program’s value, but key stakeholders such as the agencies and NGOs operating and
sponsoring the programs. Once the standards of evidence are established, there must be a
determination of whether it is necessary or feasible to gather that evidence, given limits of
time, expertise, data, and money available for performance measurement and evaluation. The
general rule is that when programs are very costly, have high opportunity costs, or pose
risks to subjects or to the public, then the standards of evidence rise. Conversely, when
programs cost little and do not present great challenges or risks in their execution, then it is
less urgent to have ironclad evidence that the programs produce significant impacts. For
example, john schools cost little, those costs are typically covered by fees paid by offenders,
and providing people with education poses little risk either to the public, offenders, or to
program staff. Arguments can be made that the need for evidence of impact is less critical
when deciding whether to invest in or promote those programs, compared to interventions
such as programs requiring longer-term and expensive residential treatment or social
marketing campaigns.

None of this discussion should be interpreted as an argument for acceptance of substandard
evidence. The point is that the “gold standard” usually is costly, and is not always feasible to
pursue, and that the major investments of time, skill, and money required to gather such
evidence should be allocated for assessing interventions that are more costly or risky.
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In addition to performance measurement and evaluation, there is a need for more basic
research about the etiology of sexual exploitation that can inform effective interventions. For
example:

(0]

(0]

Measuring treatment needs of arrested johns. Most john schools approach all men with
the same intervention, but we know that there are distinct sets of motivations that suggest
different issues should be targeted by interventions. One of the principles of effective
intervention is responsivity—matching the treatment with the needs of the treated.
Ideally, one measures the treatment needs and risk factors associated with offenders, and
provides treatment tailored to address those specific needs and risk factors. While this is
an avenue worth pursuing, there is one caution important to consider, summarized by
the phrase “the best can be the enemy of the good.” Providing multiple treatment
modalities and implementing thorough needs assessments are each labor-intensive, and
could raise the costs of treatment (john school education) to the point where it is
unsustainable. Currently, one of the strengths of the john school model is that the vast
majority of them operate little burden on public resources. Most are completely self-
sufficient, supported entirely by fees or fines paid by the offenders. Current john schools
also address a range of needs by delivering multifaceted education, so that the major
types of treatment needs are addressed even though all offenders receive the same
intervention. While more individualized and responsive treatment is typically better, the
costs could be prohibitive, and the prudent choice may be to continue with “one size fits
all” interventions rather than having no intervention at all.

A study of the “demand curve.” This research would focus on the points at which
demand decreases in response to price. The concept can be expanded to examine how
demand responds to availability of “supply” and the level of time and effort required to
find persons to exploit.

Studying how men learn to buy sex. While it is convenient and perhaps true that cultural
forces (commaodification of sex, sexualization of girls, inequities in gender roles,
vulnerability of women and children, pornography, mainstreaming of prostitution culture)
influence exploitation, the causal mechanisms are not understood. For example, most
men are exposed to pornography, but the vast majority do not buy sex. It is unclear what
portion of sex buyers would not have bought sex if they had not been exposed to
pornography. We do not understand the “resistance” factors distinguishing non-buyers,
nor conversely, the “predisposing” or causal factors distinguishing men who buy.

Establish Criteria for Prioritizing Issues to be Pursued by the
National Campaign

We have provided a strategic framework and listed a number of objectives to be pursued and tactics
for doing so, but it will be important to carefully choose which initiatives to launch, particularly at the
beginning of the Campaign. One of the themes stressed by the attendees of the donors’ strategy
meeting in Los Angeles last November was that the Campaign should not spread itself too thinly, and
should not try to do everything at once. Instead, the strategy for the beginning of the Campaign
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should be to focus on a relatively small number of achievable objectives, and develop a track record
of success on which to build momentum and achieve broader support.

As discussed above, some of the initiatives that are candidates for National Campaign support could
be initiated immediately or within the first year. Sufficient evidence exists about some interventions’
effectiveness that the Campaign could proceed with confidence to support them. For many other
interventions, their ability to produce results is unknown because the programs are unevaluated,
making them somewhat risky for the Campaign to support—particularly if they are resource intensive
or are controversial enough to create divisions within the coalition.

To sort through the range of possibilities, it is important not only to place them within a strategic
framework, but to establish criteria that can be applied to the options to help guide rational and
systematic prioritization. We propose the following:

e Time: Refers to what can or should be mobilized sooner, and which interventions require
more time to either prepare or to yield results. In order to grow the National Campaign and
position it for long-term success, there may be a preference for selecting as earlier initiatives
those capable of producing measurable successes and those that best represent what the
Campaign wishes to be known for. Some initiatives cannot be mobilized before groundwork
is done, such as passing laws to authorize certain initiatives, or conducting evaluations that
establish which initiatives are worthy of investment.

e Consensus: Refers to what strategies would have greater consensus at the moment, and thus
would be easier to launch soon and also to help establish and strengthen the early coalitions
and workgroups. Conversely, starting with more divisive issues could break apart coalitions
before they’ve had a chance to work together and build trust, cohesion, and momentum.

e Resources: We recommend prioritizing for earlier deployment those interventions that are
less resource intensive, since we assume that the resources will be at lower levels in the early
stages of the Campaign, and will grow as the Campaign builds upon success and attracts new
donors. An “umbrella” strategy of the coalition and the Campaign is to start with discrete and
manageable endeavors and accumulate “wins” to help build coalitions and thus the
Campaign. Success will attract more capital and other forms of support, such as access to
leaders and target populations, and will attract new partners to the National Campaign who
bring useful capabilities.

e Information: As we discussed above, this Campaign should respect and rely upon evidence,
insist upon results, seek to be efficient, and demand results proportional to investments.
Those assumptions indicate a need to gather information before launching initiatives (as well
as monitoring the performance of initiatives once they are underway). Therefore, strategic
and tactical options about which we have information can be prioritized for earlier
deployment, while those about which we have little information will be de-prioritized until
the information gap can be filled with evidence of the potential for results.

e Impact: This is perhaps the most important criterion. It is critical that the Campaign starts out
by doing something noticeable, substantial, and that will make an impact. In addition to being
the whole point of the Campaign (make an impact, produce results), interventions supported
by the National Campaign that have the potential to be very significant or will be proven
demonstrably effective would energize coalitions and attract new investors. Using this
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criterion along with time (assuming we are focusing on initiatives to be launched earlier), we
might de-emphasize education and mobilize behind political advocacy, a media campaign, or
supporting local law enforcement efforts, for example. While education is ultimately very
important—where initiatives interface with the targets, the johns—such projects may not be
as exciting and inspirational. The message we have received from people who are