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WHAT IS 
OPTIONS?

The Optimizing Prevention Technology 

Introduction on Schedule (OPTIONS) 

Consortium is one of five microbicide 

projects funded by the U.S. Agency for 

International Development (USAID), in 

partnership with the U.S. President’s 

Emergency Plan for AIDS Relief 

(PEPFAR), working to accelerate and 

sustain access to antiretroviral-

based HIV prevention products 

(collectively referred to as PrEP). 
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• What Is Demand Creation?

• What Is a Demand Creation Campaign Strategy?

• The PrEP Communications Accelerator

• Discussion and Q&A

WHAT 
WE’LL BE 
COVERING 
TODAY
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The aims of today's webinar:

1. Familiarize you with the demand creation approach and 

how to apply it 

2. Define the essential components of a demand creation 

campaign strategy

3. Demonstrate how the PrEP Communications Accelerator

can be applied to develop a demand creation campaign 

strategy
4

OUR 
OBJECTIVES



WHAT IS DEMAND 

CREATION?

WHAT IS DEMAND 

CREATION?



Consumers everywhere—rich and poor—

have hopes and aspirations. 

Tapping into those strong emotional
sentiments and showing the consumer how 

the product helps them achieve their 

desires can be a powerful motivator
for product use. 

- USAID Report, Idea to Impact: A Guide to 

Introduction and Scale of Global Health Innovations



PEOPLE everywhere—rich and poor—have 

hopes and aspirations. 

Tapping into those strong emotional
sentiments and showing the PEOPLE how 

the product helps them achieve their 

desires can be a powerful motivator
for product use. 

- USAID Report, Idea to Impact: A Guide to 

Introduction and Scale of Global Health Innovations
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The heart wants what it wants 

– or else it does not care.
Emily Dickinson
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DEMAND 

CREATION

DEMAND 

CREATION



PUTTING 

DEMAND 

CREATION 

INTO 

CONTEXT …ADVERTISING
MARKETING

SOCIAL MARKETING
DEMAND GENERATION

BEHAVIOR CHANGE  COMMUNICATION
SOCIAL AND BEHAVIOR CHANGE COMMUNICATIONS

DESIGN THINKING 
HUMAN CENTERED DESIGN…
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A demand creation 

campaign uses 

strategic and creative 

communications that 

satisfy an emotional 

need of audiences, 

rather than using 

rational or functional 

appeals.

DEMAND 

CREATION

CAMPAIGN
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1-2 Years 3+ Years

% of Cases that Report 

Large Effects on Profit

Duration of the Campaign

OVER TIME, 

EMOTIONAL 

APPEALS 

MORE 

EFFECTIVE

Source: Study published by the 

IPA, published in The Long and 

the Short of It (2013)
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DEMAND 

CREATION

It's about more than making a product accessible.

It's about making a product FAMOUS.
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Creativity will not be 

impactful if it is not rooted in 

strategic thinking.

DEMAND 

CREATION



DEMAND CREATION 

CAMPAIGNS

REAL-WORLD 

EXAMPLES
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PREP –

UNITED STATES
WHAT THEY COULD HAVE SAID 

(RATIONAL)
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PREP –

UNITED STATES
WHAT THEY DID SAY (EMOTIONAL)
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?

CONSOL –

SOUTH AFRICA
WHAT THEY COULD HAVE SAID 

(RATIONAL)
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CONSOL –

SOUTH AFRICA
WHAT THEY DID SAY (EMOTIONAL)
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CADBURY'S –

SOUTH AFRICA
WHAT THEY COULD HAVE SAID 

(RATIONAL)
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"Triplets"

https://www.youtube.com/watch?v=nNjvlnQ_xtI

CADBURY'S –

SOUTH AFRICA
WHAT THEY DID SAY (EMOTIONAL)
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PRODUCT EDUCATION 

STILL MATTERS.

IT'S JUST NOT THE ONLY 

THING THAT MATTERS.
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ACTIVITY

What's your vision?



WHAT IS A DEMAND 

CREATION CAMPAIGN 

STRATEGY?

WHAT IS A DEMAND 

CREATION CAMPAIGN 

STRATEGY?
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WITHOUT STRATEGY, 

EXECUTION IS 

AIMLESS….

Morris Chang
Founder & Chairman

Taiwan Semiconductor Manufacturing Company
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DEFINING 

A DEMAND 

CREATION 

CAMPAIGN 

STRATEGY

A demand creation 

campaign strategy is a 

“road map” for 

demand creation 

communications.

It outlines priorities to 

ensure that activities and 

outputs are 

coordinated and 

consistent to achieve 

pre-defined objectives.
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OBJECTIVE
A description of what we want to achieve. 
Example: Increase knowledge and understanding of what PrEP is, who it’s for and what it does.

AUDIENCE

This is the population that you are looking to target, or speak to, with your PrEP communications 

campaign. Be as specific as possible. Only include relevant information.
Example:  Adolescent girls and young women (18-24) in-school and out-of-school. The majority are still single 

but are now sexually active. Some are still living with their parents or family whereas others are living with a 

boyfriend. 10% are married.

PROBLEM STATEMENT

The core problem you are trying to address. A description of what is keeping our audience from adopting 

the desired behavior.
Example:  AGYW want the freedom to make their own choices but feel pressured to conform to others 

expectations of them.

STRATEGIC IDEA
The most powerful idea that can solve the problem. What the audience must take away from the 

communication. 
Example: PrEP gives you the power to live life your way without the fear of HIV.

SUPPORT
A description of 1-3 of the most important reasons our audience should believe in the strategic 

idea.
Example: It fits your life, not the other way around, so you get to go on living life the way you want.

CHANNEL
A description of the places where we will engage with our audience.
Example: Community radio, targeted interpersonal communication (IPC) activities.

CONSIDERATIONS
Anything else you may need to keep in mind or communicate this audience.
Example: PrEP does not protect against STI's or pregnancy.

DEMAND CREATION CAMPAIGN 

STRATEGY COMPONENTS
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CAMPAIGN 

STRATEGY

What do you need to say? 

How are you going to say it?

Who are you going to say it to?

Where are you going to say it?

When are you going to say it?  

Strategy answers important 

questions, like:
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CAMPAIGN 

STRATEGY

Demand creation 

campaign strategies  

should be INSIGHTFUL

✓Relevant

✓Appealing

✓Motivating
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HUMAN TRUTHS

Truths  about a human being no matter who 

they are or where they live. Human truths  go 

the heart of what it means  to be human.

INSIGHTS
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What is their reality like?

What have they stopped or 

started doing recently 

and why? 

What do they value? 

What are their ambitions?

Who do they trust?  

Who don't they trust?

INSIGHTS
Insights can be 

gleaned from asking 

questions like:
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A problem statement 

identifies  what's  

stopping your audience 

from learning 

more or trying the 

product, service or 

behavior.

INSIGHT-

DRIVEN 

PROBLEM 

STATEMENT
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INSIGHT-DRIVEN

PROBLEM 

STATEMENT

STRATEGIC 

IDEA

A PROBLEM STATEMENT 
CAN MAKE OR BREAK A 
STRATEGIC IDEA
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SYNTHESIZE 

RESEARCH 

INTO INSIGHTS

STRATEGIC 

IDEA 

DEVELOPMENT

IDENTIFY THE 

INSIGHT-

DRIVEN 

PROBLEM 

STATEMENT

STRATEGIC 

IDEA TESTING 

(Optional, but 

recommended)

A PROBLEM STATEMENT 
CAN MAKE OR BREAK A 
STRATEGIC IDEA



DEVELOPING A 

STRATEGIC IDEA 

FROM A PROBLEM 

STATEMENT

REAL-WORLD EXAMPLE
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AGYW don't know 

any women who 

have tried PrEP and 

so they don't know 

enough about it or 

trust it enough to 

find out if it's right 

for them.

EXAMPLE: 

PROBLEM 

STATEMENT
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AGYW don't know any women 

who have tried PrEP and so 

they don't know enough about 

it or trust it enough to find out 

if it's right for them.

PROBLEM STATEMENT

STRATEGIC IDEA

More and more women are 

protecting their bodies with 

PrEP.

EXAMPLE: 

PROBLEM 

STATEMENT & 

ACCOMPANYING 

STRATEGIC 

IDEA   
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THE PREP 

COMMUNICATIONS 

ACCELERATOR

THE PREP 

COMMUNICATIONS 

ACCELERATOR

A tool for fast-tracking the 

development of a demand creation campaign strategy
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The P rEP Communications  
Accelerator is an interactive, 
digital resource that supports 
national governments, 
program implementers, and 
health practitioners to develop 
demand creation campaigns  
that drive demand for PrEP in 
sub-Saharan Africa. 

It includes:

• Tested guidance for PrEP
demand creation 
campaigns

• Aggregated research on 
target groups  

• Best practices  for demand
creation communications

THE PREP 

COMMUNICATIONS 

ACCELERATOR
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Interviewed 35 stakeholders in 
4 African countries - Zambia, 
Uganda, South Africa, Kenya -
and the US with organizations 
including J ohn Snow, Inc., FHI 
360, CDC, USAID, Population 
Services  Kenya, CHAI, ministry 
officials  and others

Lands cape analys es  in South 
Africa, Kenya, and Lesotho

Kenyan landscape analys is: 12
interviews with program 
managers, research officers, 
communication specialists and 
peer educators

5 Target Audiences

530 Participants

6 Kenyan counties

30+ Interviews with national 
ministries,  implementers from 
a multitude of organizations, 
funders and actual/potential 
PrEP users

40

METHODOLOGY 
USED FOR 
DEVELOPMENT
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4343
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accelerator.prepwatch.org

PREP 

COMMUNICATIONS 

ACCELERATOR 

QUICK START 

GUIDE
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FOR 
QUESTIONS OR 
SUPPORT, 
CONTACT US!

For questions or support when using the 

accelerator please contact us at 

accelerator@optionsconsortium.org
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AGENDA

Joseph Murungu,

Zimbabwe

AGENDAFIRST-HAND 
EXPERIENCE
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DISCUSSION 

AND Q & A 



THANK YOU


