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What’s Next?  



• Brief overview of the previous campaign 

• Highlights of what was delivered, achieved and learned 

• What’s next?  

 

 

 

 

 

Outline of presentation  



• National HIV prevention programme in England funded by PHE 

 

• Partnership of 37 organisations 

 

• Co-ordinated programme of social marketing, online and local engagement and 

influencing, and policy work.  

 

• Targeting black Africans and men who have sex with men (MSM) 

 

• From 1 April 2015-  innovation fund and postal testing 

HIV Prevention England 2012 - 2016 



The Campaign 



Real People 



People in the community  



Resources  

This has been replicated in 4 European 

countries 



HIV Testing  



Local Delivery HIV Testing  

Last year:  

Overall positivity rate: 1.2%  

Slightly higher for Africans at 1.3%  

 



Postal Test: Testing History 

MSM  Black African  



National HIV Testing Week 



National HIV Testing Week  

• 363 organisations took part in 2015 

• Diverse range of organisations including: 

LA, GUM, community organisations, GPs 

surgeries, hospitals, faith groups, private 

health care 

• Influencer engagement: Faith leaders, 

celebrities, media owners 

• Over 14,000 postal test orders in Q3 of 

2015 

 



Condoms  



Condoms 
Example of different messages, same look  



Reaching people through local delivery 



Online Reach and Engagement  



CAMPAIGN: Recognition was not led by any particular medium, with similar proportions 
recognising publicity/ads from social media, out-of-home media, and online advertising 
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 84%            70%  67%  69%  
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  75%            56%  60%  57%  

Where seen 

Source: Q26 Have you seen any of these ads or something similar , on a poster or in a newspaper or magazine? Q27 Have you 
seen any of these ads or something similar online? Q28  Have you seen posts about this campaign on social media?(1,379 
(MSM) , 362 (BA)) 
  



YouTube Support 

31 YouTube creators provided social media support during testing week 2015 

23 photos were posted to Instagram earning over 10,000 likes  

15 of them uploaded videos totalling over 100,000 views 

28 of them tweeted out their support using the hashtags 

26 provided photos for press and social media use 



Community Responses 
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 39% 37% 

34% 41% 

Tend to agree Strongly agree

76% 

75% 

These ads made me think it's normal 
to get tested for HIV 

These ads made me realise that 
getting tested is quick and easy 

REAPPRAISAL: Three quarters picked up on the message of acceptability 

and accessibility of testing when prompted. 

(despite low spontaneous awareness) 

Source: Q31 Here are some things people have said about these ads that you have just seen 
or heard. How much do you agree or disagree with each one? 1,379 (MSM) , 362 (BA) 
  

37% 41% 
These ads made me think it's normal 

to get tested for HIV 

These ads made me realise that 
getting tested is quick and easy M

S
M

 

31% 34% 

Tend to agree Strongly agree

78% 

66% 



• Confidence in ability to get a test: 84% (vs. 92%) 

• Know where to get tested: 77% (vs. 88%) 

• Know that HIV medication more effective if disease caught early: 72% (vs. 84%) 

 

 Though those not aware of the campaign were significantly less 

knowledgeable or confident in these matters than those who were 
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Knowledge amongst those not aware of campaign 
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• Confidence in ability to get a test: 84% (vs. 93%) 

• Know where to get tested: 67% (vs. 85%) 

• Know that HIV medication more effective if disease caught early: 67% (vs. 84%) 
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Thank you  


