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Campaign Development

 Overview and Goals:
— Promotes HIV treatment.
— Promotes prevention through HIV testing and PrEP.
— De-stigmatizes HIV.

« Target Audience:
— People with HIV — especially those not in care.

— People at greater risk of getting HIV — especially people of color,
transgender people, and people 18 to 35 years of age.

— Support networks of persons living with HIV and at-risk of HIV acquisition.
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Creative Concept

Know HIV. No Fear.

 Key Messages:
« HIV treatment works.
* Free testing is widely

available. KNOW HIV.

 PrEP is highly effective NO FEAR.
at preventing HIV.
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Creative Assets

* Real people
sharing their real
experiences with
HIV, testing and )

PrEP. ‘NG FEAR.

* Video
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https://www.google.com/search?q=know+hiv+no+fear+city+of+columbus+youtube&sca_esv=557804163&rlz=1C1GCEJ_enUS1025US1025&ei=-WDeZJuYDu2F0PEPs4SQiAw&ved=0ahUKEwjb-MvZo-SAAxXtAjQIHTMCBMEQ4dUDCBA&uact=5&oq=know+hiv+no+fear+city+of+columbus+youtube&gs_lp=Egxnd3Mtd2l6LXNlcnAaAhgDIilrbm93IGhpdiBubyBmZWFyIGNpdHkgb2YgY29sdW1idXMgeW91dHViZTIIECEYoAEYiwNI2gtQ8gNYzApwAXgBkAEAmAGzAaABlQiqAQMxLje4AQPIAQD4AQHCAgoQABhHGNYEGLADwgINEAAYRxjWBBjJAxiwA8ICBRAhGKABwgIFECEYqwLiAwQYACBBiAYBkAYG&sclient=gws-wiz-serp#fpstate=ive&vld=cid:fc32a355,vid:kZL1DMnI1XY

RFP and Media Buy Vendor

Evaluation Criteria:

Project Summary 0
Organizational Experience and Capacity 25
Description of Services 70
Quality Assurance 5
Budget & Budget Narrative 0
TOTAL 100
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Campaign Tactics

Traditional Media:

 Billboards KNOW HIV.
. NO FEAR.
« Radio
* Out of home PrEP keeps you safe.
« Giveaways at
community

events like Pride
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Campaign Tactics

Digital Media
 Social media
(Instagram,

Facebook, Tik Tok).
« Dating Apps (Grindr,

Gay Black Chat, PrEP | KNOW.HIV.
Adam4Adam) & chill. NO FEAR.
. PrEP keeps you safe. Learn more.
« Search and display .
ads.

Hook up with care.

KNOW HIV. NO FEAR.
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Campaign Influencers

« Partner with people In
the community to share
messages through their
social media platforms.

e Use trusted
messengers who
represent the target
audience we are trying
to reach cemorent 7 hoored and happy 1 b  prt o

columbus Public Healths “Know HIV. No Fear”
.
 Tik Tok

@ ccimoroni

KNOW HIV:
NO FEAR.

Qv W

campaign. Knowing your status is so important.
Programs like "Know HIV. No Fear" provide
resources/services that make getting tested and
finding out your status, or seeking treatment safe
and easy. Programs like this actively work to fight
against the stigma behind HIV/AIDS and for those

Q ® 0

<

«{'3 ninawest

KNOW HIV:
NO FEAR:

Qv W

€y Liked by columbuspublichealth and 6,565
others

ninawest Now more than ever, we all need support.
Social Distancing may be our new normal but let's
think of this as a positive opportunity to take charge
of our sexual health? What is more empowering then
the power of knowing? Knowing your HIV status is
the first step to taking care of your sexual health and
should be a normal part of everyone's healthy sex
life. The stigma surrounding HIV, can leave people

Q ® o
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https://www.tiktok.com/@biancaprobably/video/7114066012990868782

COVID-19, Mpox & Syphilis

1>
N

8 | N ) //
Rethink®what you
know about HIV.

KNOW HIV.
L NO FEAR.

PARTY
WITHOUT
THE "POX.

Learn more about the
monkeypox vaccine.

Don’tbe’.-

affaid to \#
dO |t//w,\ )

KNOW HIV.
NO FEAR.

Add syphilis to your
testing schedule. LEARN MORE
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Focus Group Testing

“It has a sense of
comfortability. Whoever
watches or sees this would
feel comfortable owning their
true self, and what they’re

going through. It makes them
want to take the next step [to Kﬁlg\ll:VERR/

get tested and take PrEP].”
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Focus Group Testing

‘I love seeing the brown skin
and the mix of masculine and
feminine energies. And its
Inclusive because HIV

! 7 7 ,@~
doesn’t care who you are.

Rethmk what you
know about HIV.

Get tested today. K[!]lg \QIEER/
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Focus Group Testing

“[Photos of just individuals]
makes the message seem
Isolated and alone. And,
knowing your status can
already be isolating and scary.
It’s good to show a community
So that you aren’t scared. Show

people getting tested with Rethink what you

friends or telling each other know apbout HIV.
your status.”
Get tested today. Kﬁ‘g Y:VEKRI
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Focus Group Testing

“It's mentally and
emotionally a lot to get Get care -

tested. So, if you not judgement. 4
make it abundantly 3=
clear that its free, that KNOW HIV.
would help with the NO FEAR.
anxiety and stigma.”
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Focus Group Testing

“l went to the doctor and
they told me about the
syphilis outbreak. |
literally was like, ‘Isn’t that
the disease that pirates
used to get?’ And they
said, ‘No, that’s scurvy.”
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Focus Group Testing

In a normal week, how frequently do you use the following apps or media?

Social Streaming  Streaming Dating TV/cable Radio Local Radio Podcasts Online
media audio services apps (music) websites (talk) news

100%

80%

60%

0,
40% B Never

B <1x/week
1-2x/week
3-4x/week

N 5-6x/week

B Daily

B >1x/day

20%

0%
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Focus Group Testing

In a normal week, how frequently do you use the following social media sites or apps?

N - .
80% I . I
60%
0,
40% B Never
B <1x/week
1-2x/week
20% 3-4x/week
[ s5-6x/week
B Daily
0% B >1x/day

Facebook Reddit TikTok YouTube Snapchat WhatsApp Instagram Twitter
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Campaign Revisions

A research-driven strategy:

This installment of the Know HIV No Fear campaign was
based on findings and insights provided by past influencers
and our intended audiences to help drive the strategy for this
campaign. This research identified the need for:

Increasing the inclusivity of the ads

Making ads more informative

Providing a stronger call-to-action

Education on how to access PrEP
Driving this campaign, we were able to access the most used
channels buy our audience and incorporate a user-generated

campaign that gave us the opportunity to leverage peer-to-
peer education through paid media tactics.
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Campaign Results

LCYAELCEVEVS
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Campaign Results

14% Over Delivery Total Impressions Served
of Impressions
14% m Facebook
7,115,986 Impressions Delivered m StackAdapt
B Snapchat
24,878 Clicks or Calls Overall DT'ETDK
B Grindr
. ) BYouTube
9,209 Clicks Delivered from Snapchat 2 DOOH
mPandora

0.35% CTR Overall 10%

1.71% CTR from Grindr 0% o,
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Campaign Results

Goal: Increase Visitors to Landing Page

9,287 Overall Sessions Landing Page Views

12%

7,327 New Users
55% of Users Came from Grindr

12.95% Average Engagement Rate

14.37% Highest Engagement Rate from Grindr

W Grindr WPandora B StackAdapt [ Facebook MTikTok
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Campaign Results

Programmatic Digital Out of Home

Impressions by Location

KPls Ordered Delivered
800,000
Impressions 1,666,666 1,748,802
EMR (Exposed 250,000 262,509 700,000
Mobile
Retargeting) 600,000
Clicks N/A 285 500,000
CTR N/A 0.11% 400,000
Budget $23,000 $23,000
300,000
200,000
100,000
- Value of over delivery = $1,136 0 -
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Campaign Results

Pandora

KPls Ordered Delivered

Impressions 1,250,000 | 1,588,155 |

Clicks NA | 1,504 R%t ht'ﬂk

| | | what you  gknow HIV.
| CIR _ NA | 028% know. NO FEAR.
Budget $20,000 | $20,000

Prevent HIV with PrEP. LEARN MORE

- The Easy-to-Get messaging served the most
impressions.

- Overall CTR Exceeded Streaming Audio
Benchmarks.

<

PEEP & KNOW HIV.

protect. NO FEAR.

PrEP keeps you safe. LEARN MORE
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Campaign Results

816,318 Impressions Delivered

6,658 Clicks Delivered

Drove 24% of all clicks
0.82% CTR from User Generated
Content

$6,138.03 Budget

Platforms: Facebook, Video, YouTube, TikTok, Snapchat
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Campaign Results

Video
Click Through Rate by Creative
KPls StackAdapt YouTube
Impressions 422,014 17,242 oogy |0.07% 0.08%| 1 179
Clicks 277 37 '
CTR 0.07% 0.21% 0.07%
Budget 6,187.19 166.87 I
udge $6,187. $166. 0.06%
0.05% 0.04%
- YouTube faced creative challenges, -
however delivered the second highest '
CTR of all video tactics. -
- The AJ videos were the most cost-
efficient ads with the lowest CPM of 0.02%
$13.34 and an overall CTR of 0.08%.
0.01%
0.00%
Fred Briden AJ Amaya Bianca
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Campaign Results

Paid Social

KPlIs Facebook Grindr Snapchat TikTok
Impressions 1,019,772 407,755 738,962 1,172,883 ‘
Clicks 1716 | 6,959 9,209 5,086 \
CTR 0.17% 1.71% 1.25% 0.43% |
Budget $7,500 $5,000 $5,000 $6,275 \

-> Social Channels over delivered in impressions by
61%.

-> Grindr Delivered highest CTR with 320x480 size
driving the highest number of sessions to the
website.

->Click to Call CTA lowered the CTR on Facebook
as compared to previous campaigns (0.38%
historic average).

PrEP & protect.

Rethink

what you
KNOW.

KNOW HIV.
NO FEAR.

Prevent HIV with PrEP.

LEARN MORE

KNOW HIV. NOFEAR. [

* Budget was shifted from YouTube into Snapchat, StackAdapt and TikTok due to YouTube not scaling.
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Questions? | .

KNOW HIV.
NO FEAR.
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