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WHAT 
IS V?
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But, what if we could 
give women what 
they really want?  
Certainty that they 
can stay negative.

the life of a south african woman is 
filled with uncertainty: uncertainty of 
where their next meal may come from, 
uncertainty of whether their lover is 
faithful, and uncertainty about what 
the future may hold. 
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What do women 
really want?

A private-sector 
approach:

appeal to women's aspirations,  
not their limitations

design something to look  
expensive, not be expensive  
(use first impressions wisely)

highlight emotional benefits,  
not rational benefits

focus on influence, not affluence 
(classic word-of-mouth techniques)
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(

Position this brand for  
who women want to be, 
not who they are today 
(including the most at-risk)

We need to 

The EmpoweredThe Thoughtful 

The Impulsive
“Why should I care? Get me to 

pay attention.”

“I’ll do the best I can, but need help  
making it a habit”

“I believe in the product and want  
to tell everyone I know about it”

Guide Me Set Me Free

Entice Me

ExtrovertedIntroverted

In Control

Not in Control

The Vulnerable 
“It’s my only option and I need 

your help”

Protect Me

A Design Persona represents a cluster of 
users who exhibit similar behaviors, lifestyle 
choices, mindsets, and perceptions regardless 
of age, gender, education, and other typical 
demographics. A Design Persona is not a 
demographic profile, a market segment or a 
summation of survey data. Rather, a Design 
Persona is a combination of observations from 
ethnographic research, as well as a narrative  
that brings users to life.  
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We are shift-
ing the in-
dustry:  

 
FROM 

Don't Get 
 HIV

We're shifting 
the industry:

 
TO 

Empower 
Yourself

 
FROM 

Don't get 
HIV
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That protecting oneself 
from HIV should be  
as everyday and as fun  
as any self-care product

We believe 
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Introducing...
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Let's help her 
feel comfortable 
with being 
brave.

we are creating a brand and service 
that strives to make a woman feel 
confident in whoever she is; to be 
bold, empowered, and in control‒
for perhaps the first time in her life.  
We are shifting the industry from “Don’t get HIV” to “Empower yourself” by 
creating a brand and service that strives to make a woman feel confident in 
whoever she is; to be bold, empowered, and in control. For perhaps the first 
time in her life. Let’s help her feel comfortable with being brave.

We believe that protecting oneself from HIV should be as everyday and as 
acceptable as any self-care practice.Let's give women 

the confidence to 
take care of 
themselves
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give women the
confidence to take 
care of themselves

above all else,
we always
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VIBRANT 

We are full of energy, optimism and life. 
There's a pace and a restlessness to us. You 
never know what great thing lies around 
the corner or how much fun we're going to 
have next. We're filled with vavavoom! 

INTELLIGENT 

We are smart, thoughtful and informed, 
and convey information in a way that 
everybody can understand. We help 
guide women every step of the way. 

BOLD 

We are strong, independent and confident, 
just like the women we serve. We are brave 
enough to be vulnerable and strong enough to 
shoulder the burden for the women we serve.

WARM 

At our core, we empower women as our peers. 
We are their greatest advocates and supporters, 
and give them confidence every moment we 
can. We are warm and supportive, no matter 
who you are and what decisions you make.

SASSY

We are frank and sometimes even blunt with 
a little bit of cheekiness. We’re not afraid to 
say it as it is. We're all adults here. However, 
this is always done with love and a smile.

NAÏVE / CHILDISH / WHIMSICAL / GIRLY

We may be bright and optimistic, but 
there is always an edge to us. We're not 
the prepubescent teen but the confident 
20-something who knows who she is.

INACCESSIBLE / ELITIST / PATRONIZING

While we are intelligent, we never talk down 
to people. We are always on their level and 
speak in a manner they can understand.

MILITANT / REVOLUTIONARY

We are not protestors or aggressive. We are 
not about taking on the system or taking 
power from anyone. We just give women the 
confidence to do what they need to do.

.

DISINGENUOUS

We're not fake, and our smiles are genuine. We 
honestly care about women and making them 
feel empowered and confident. However, we 
don't bend over backwards. We'll call someone 
on their nonsense if they're lying to themselves.

VACUOUS / SUPERFICIAL / VAIN / ARROGANT

There's a thin line between sassy and bitchy. Let's 
stay on the good side and build one another up.

We Are We Are Not
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BRINGING 
THE  
EXPERIENCE
TO LIFE
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EMOTIONAL JOURNEY

THINK & FEEL

ACT

DESIGN  
CONCEPTS

AWARENESS /  
DESIRE PRODUCT 

INTERACT WITH 
AMBASSADOR 

DESIRING THE  
PRODUCT

GETTING A TEST &  
THE PRODUCT

FIND OUT WHERE/
HOW TO GET IT

TRAVEL TO 
TEST 

GET  
TESTED 

RECEIVE 
PRESCRIPTION 

I can’t believe a product 
like this is finally here / 
This is prevention, not 
treatment / I have a way 
to feel in control

I feel optimistic /  
empowered

See paid for media 
messaging

See collateral in  
pharmacies

Collateral in private- 
sector pharmacies

Above-the-line advertising

Ambassadors, including:  
- In-person gatherings
- toolkit
- Social media presence 

Digital Tools including:  
- Website 
- SMS features 

Sponsored testing days

Rewards and incentives

HCP education tools

Proof of negativity

Go to informal events 

See posts online

Ask questions

Seek out more  
information online 

Find out about testing 
days in my areas 

Travel to test 

Get tested

Talk to HCP about  
product and best form

Choose my  
preferred dosage

Get my proof of 
negativity

Get prescription  
from doctor

I aspire to be like other 
women who use this 
product 

I feel inspired /  
reassured / excited

I’m ready to take this 
next step / This is worth 
it and has value to me

I feel ready /  
empowered

I have a reason to go 
through with this  
test, there’s something  
I can do if I find out 
I’m negative

I feel hopeful

I have hope that there’s 
something that will help 
me avoid feeling this 
way. I wait to hear more 
information. 

 
I feel anxious, but 
also curious

I need this product 
so I can feel this way 
everyday

I feel victorious / 
empowered / jubilant

Experience  
Blueprint

An experience blueprint is a detailed visualization that captures the 
experience across touch points.  Page 1 of the Experience Blueprint 
includes the emotional journey with design, the end user's actions, 
thoughts and feelings, as well as the proposed design concepts. Page 
2 highlights actions taken with other stakeholders as well as support 
processes that need to happen in order for the service to be delivered.  

USING THE 
PRODUCT

GETTING A RE-TEST  
& RE-FILL

FILL  
PRESCRIPTION

FIRST  
USE

USE  
AGAIN

MAINTAIN RE-TEST / 
RE-PRESCRIBE

RE-FILL

Starter Kit  
(w/on-boarding aids) 

- Tertiary packaging
- Starter Guide 
- Primary Packaging
- Dosage Form

Adherence Support  
including: 

- Daily or Frequent Text 
- Ambassador Gatherings
- Buddy System 

Loyalty Card 

Go to pharmacy 

Get starter kit

Choose to hide 
or show off    

Unpack the starter kit 

Read guides +  
instructions for use

Store it in relevant place

See kit as a visual cue 

Receive text reminder 

Show friend product

Pack dosage for travel Receive SMS  
reminder  
to get re-fill and 
re-tested

Receive re-fill box and 
reward, depending on 
loyalty status 

Become Ambassador if 
desired 

I am excited  
to receive the  
starter kit

I feel excited

This is easy to use and 
very convenient / My 
lover won’t know what it 
is / I understand exactly 
how to use it / This is 
not a medical product.

I feel empowered /  
excited / reassured

I remember to use it 
because of visual cues 
/ I know that it helps me 
feel good

I feel confident

This is easy to use and  
I remember to use it 

I feel in control

This product has been 
working so well for me 
/ I feel confident going 
into my test 

I feel confident / 
 hopeful / excited 

I wonder what my  
new reward will be 

 I feel excited 



3130

T H E  V  E X P E R I E N C ET H E  V  E X P E R I E N C E

AMBASSADOR
MALE 

NURSE / DOCTOR

PHARMACIST  

BEHIND THE SCENES  

Assumes messaging is 
irrelevant to him

Line of Interaction 

Line of Visibility

Hosts face-to-face 
interactions 
Educates women 
through toolkit 
Spreads word on-
line/social media

Creates content 
for website

Educates about  
product + sells  
using toolkit

Performs test 

Fills in proof of  
negativity 

Directs to relevant 
doctor

Brand Identity +  
guidelines 

Separate campaign for 
efficacy of PrEP 

Private sector price 
anchor 

Social Entrepreneurship
Business Model 

Two-tiered local 
Ambassador Network
(paid and unpaid)

Managers for  
Ambassador Network

Partnerships with  
locations for  
Ambassador Activations 

Social Media Guidelines 
for Ambassadors 

Digital management 
team for technical  
support

 

Partnerships with 
private sector loyalty 
and wellness programs 
to reward testing

Partnerships with exist-
ing free testing days to 
promote on website

Branded activations that 
combine testing, pre-
scription and pickup

Partnerships with 
Medical Professional 
Development Organi-
zations

HCP web portal

Approval for Proof of 
Negativity Card to be 
valid for prescriptions

Provides prescription 

If possible,  
communicates  
directly with  
pharmacist 

Ambassadors remind 
through SMS / 
Whatsapp

DESIRING THE  
PRODUCT

GETTING A TEST &  
THE PRODUCT

DESIGN  
CONCEPTS
Collateral in private- 
sector pharmacies

Above-the-line advertising

Ambassadors, including:  
- In-person gatherings
- toolkit
- Social media presence 

Digital Tools including:  
- Website 
- SMS features 

Sponsored testing days

Rewards and incentives

HCP education tools

Proof of negativity

Doesn’t recognize 
 it as medication

Is either unaware of it 
happening or learns 
about product from 
partner

Is either unaware or 
supports usage

Partnerships with  
manufacturers for  
logistical support  

Suppliers for packaging, 
printed materials

Facility + staff for 
assembling elements of 
starter kit

CRM tool for tracking an 
individual's prescription 
history 

Ability to text users  
that opt-in

Pre-written texts for 
adherence messaging 
& retest reminders 
that adhere to brand 
guidelines

Incentive prescription
pickup with loyalty or 
wellness points

Recruit women to 
become unpaid  
Ambassadors after 1 or 2 
successful cycles 

Retreive relevant  
dosage form /  
applicator  
if needed
 

Provides re-fill box for 
relevant dosage form

Hands over reward  
depending on  
loyalty card

Performs re-test 

Fills in new proof of 
negativity 

HCP dates loyalty card 

Provides new Rx

Check in via SMS / 
Whatsapp

Ambassadors host 
informal gatherings 
from time to time with 
group 

Check in via SMS / 
Whatsapp

USING THE 
PRODUCT

GETTING A RE-TEST  
& RE-FILL

AWARENESS /  
DESIRE PRODUCT 

INTERACT WITH 
AMBASSADOR 

FIND OUT WHERE/
HOW TO GET IT

TRAVEL TO 
TEST 

GET  
TESTED 

RECEIVE 
PRESCRIPTION 

FILL  
PRESCRIPTION

FIRST  
USE

USE  
AGAIN

MAINTAIN RE-TEST / 
RE-PRESCRIBE

RE-FILL

Starter Kit  
(w/on-boarding aids) 

- Tertiary packaging
- Starter Guide 
- Primary Packaging
- Dosage Form

Adherence Support  
including: 

- Daily Text 
- Ambassador Gatherings
- Buddy System 

Loyalty Card 
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We have broken the 
experience into four 
strategic pillars based 
on the major steps 
we need to achieve as 
implementers. There 
is one PDF per pillar.

1. Create Demand
2. Prep for PrEP
3. Initiation
4. Adherence
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Thank You
IDEO 
CONRAD 
USAID 
CAPRISA 
Instant Grass 
Abt Associates 
Matchboxology 
PEPFAR


