
Building a brand for PrEP:
Positioning PrEP in the hearts 
and minds of young people
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Today’s 
objectives.

Learn how to reach youth populations 
through building evidence-informed, 
youth-centric brands.

1.

2.

Learn why evidence-informed, youth-
centric branding is important to 
reaching youth populations with PrEP.
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First of all, what is 
branding? 

Brand is not what you say about 
yourself, it’s what others say 
about you.

It’s about building trust, credibility, 
reputation, and perception with 
your audience. A brand ideally lives 
in the audience’s hearts and minds 
and can help demand generation 
programs better connect with 
intended audiences. Branding can 
be a public health impact tool.

Credit: Kristian Egelund, Unsplash.com Credit: Nik, Unsplash.com 
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Health branding applies marketing 
principles to promote and produce 
behavior change as a public good by 
specifying how brand associations 
and beliefs can in turn influence 
behavior.

Evans et. al

“

Evans WD, Blitstein J, Vallone D, Post S, Nielsen W. Systematic review of health branding: 
growth of a promising practice. Transl Behav Med. 2015 Mar;5(1):24-36.

https://pubmed.ncbi.nlm.nih.gov/25729450/
https://pubmed.ncbi.nlm.nih.gov/25729450/


Brands help make demand generation programs 
connect with our intended audiences

Photo credit: Rodion Kutsaiev, Unsplash.com. 
For more information, see How Brands Grow, What Marketers Don’t Know (Byron Sharp) and RED Marketing (Greg Creed & Ken Muench)

A strong brand can help create demand generation programs that are 
distinctive and resonant.

z

WITHOUT A BRAND, THE 
AUDIENCE WILL NOT:

BRANDS CAN MAKE DEMAND 
GENERATION EFFORTS:

• Notice the message

• Internalize the 
message

• Remember the 
message

• Act on the message

• Distinctive

• Consistent

• Easy to understand

• Resonant

https://www.amazon.com/How-Brands-Grow-What-Marketers/dp/0195573560/ref=sr_1_1?gclid=CjwKCAjw-rOaBhA9EiwAUkLV4l6IZ8D6hFSzyu7Zftj174bRk8YeRxzxwOyAiCtpbrAJCX-1o9KbLxoC4SIQAvD_BwE&hvadid=616991221409&hvdev=c&hvlocphy=9033326&hvnetw=g&hvqmt=e&hvrand=16868240366132135152&hvtargid=kwd-17730521046&hydadcr=24660_13611807&keywords=how+brands+grow&qid=1665990626&qu=eyJxc2MiOiIxLjYxIiwicXNhIjoiMS4wOCIsInFzcCI6IjEuNDAifQ%3D%3D&sr=8-1
https://redmarketingbook.com/


Why is branding 
important for PrEP? 

We need demand for PrEP.

Strategic, evidence-informed branding 
keeps the audience at the center. 

We need to do something differently to 
reach young people.

We need to be ready for PrEP choice. 

Credit: Getty Images



Branding is all about strategy. This leads to 
focused, effective creative.  

Brand Guidelines & 
Campaign Strategy

Brand Positioning 
Strategy 

Creative 
Execution 

Campaign 
Implementation 



Today’s Agenda
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FOUNDATION 
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Anelde Greeff, she/her
Co-Founder and Chief Content Officer, 2Stories
Anelde is the co-founder and chief content officer of 2Stories, a distributed 
women-led agency, with its head office in South Africa. She is also a founder 
and director of SheSays Cape Town, the first chapter in Africa of the world’s 
largest network for women in creative industries.

LinkedIn: anelde-greeff Instagram: 2stories.agency

Today’s speakers

Marie Merci Niyibeshaho, she/her
NextGen Squad member, LVCT Health

Marie Merci is a Kenyan youth advocate. She is the President of the Nairobi 
Youth Advisory Council, a former member of The Tausi Taskforce under Her 
Voice Fund, and a former champion of Empower for Change under LVCT 
Health. She is currently an Adolescents and Young People Liaison Officer at 
LVCT Health and the NextGen Squad representative for Kenya on the 
MOSAIC project.

https://www.linkedin.com/in/anelde-greeff/
https://www.instagram.com/2stories.agency/?hl=en


Today’s speakers

Elmari Briedenhann, she/her

Elmari leads the Innovation4Health team in the Implementation Science 
Department at Wits RHI. She ensures quality and evidence-informed 
approaches to demand generation, social and behavior change 
communication, human-centred design, and digital health technology 
implementation across different projects.  

Sara Piot, she/her

Sara joined the MTV Staying Alive Foundation in 2003 as an intern. Today, in 
her role of MD & Deputy ED, she is responsible for programmes and 
operations of the Foundation and works closely with the main funding 
partners. Originally from Belgium, Sara has lived in France and in London for 
the past 25 years.

LinkedIn: sara-piot-a15bb93

LinkedIn: elmari-briedenhann

https://www.linkedin.com/in/sara-piot-a15bb93/
https://www.linkedin.com/in/sara-piot-a15bb93/


Casey Bishopp, she/her

Casey is a global development professional with over nine years of domestic 
and international experience in communications and project management. 
As part of FHI 360's work on the MOSAIC project, Casey leads and contributes 
to demand generation and marketing efforts that support the introduction of 
new biomedical HIV prevention products for young women.

Today’s speakers

LinkedIn: casey-bishopp

Emily Donaldson, she/her

Emily has a background in public health, marketing, and strategy and a 
passion for market research, co-creation methodologies, and application of 
insights to inform product development and delivery. She’s led journeys, 
illuminations, brand strategy, and concept testing, for HIV, STIs, COVID-19, and 
women’s health products for pharmaceutical companies, biotechs, 
government organizations, and non-profits. Emily leads the MOSAIC Project’s 
marketing and demand generation work at FHI 360. 

LinkedIn: emilydelacydonaldson

https://www.linkedin.com/in/casey-bishopp/Organization’s
https://www.linkedin.com/in/casey-bishopp/Organization’s


Branding the PrEP Category for 
Adolescent Girls & Young Women  
A N E L D E  GR E E F F ,  2 STO R IE S
M E R CI  N I Y I B E SH A H O ,  L VCT H E A L TH



WHAT IS A BRAND POSITIONING STRATEGY 
AND WHY START THERE?

Brand positioning is a critical step in 
evidence-based, user-focused branded 
marketing & communications.

It is internal and not audience-facing. It’s 
not a campaign or a slogan. 

It acts as a north star for teams as they 
execute planning for introducing new 
products. 

It is a guide when developing national 
communications strategies, demand 
generation campaigns, or other 
communication materials.

What do we 
want young 
women’s 
hearts to feel, 
and minds to 
think, about 
PrEP?

OUR POSITIONING WILL 
ANSWER THE QUESTION:

Photo Credit: Getty



1. Leveraged an approach and 
framework from the private sector.

2. Prioritized young women’s voices 
and perspectives every step of the 
way.

3. Applied a gender transformative 
lens.

4. Obtained critical feedback from 
Ministry of Health representatives.

5. Had HIV prevention and choice in 
mind, not just a single product.

6. Iterated, iterated, iterated as 
market introduction gets closer.

OUR APPROACH TO CREATE BRAND POSITIONING PHASE 1 
LEARN

PHASE 2 
BUILD

PHASE 3
ITERATE

PHASE 4
VALIDATE



What effect and impact is a larger macrotrend 
having on AGYW and what should the PrEP category 
do about it?

What rules or conventions about the PrEP category can 
we disrupt and change in order to stand out to AGYW?

What do AGYW most want the PrEP category to do for them? 

What facts or associations about PrEP can we leverage to 
win the hearts and minds of AGYW?

Why should the PrEP category be the only option worth 
considering for AGYW? 

CONSUMER

PRODUCT

KEY BRAND 
BENEFIT

CULTURE

CATEGORY

OUR FRAMEWORK TO DEVELOP BRAND POSITIONING INPUTS
INPUT CRITICAL QUESTION 



VALIDATING BRAND POSITIONING 
ALONGSIDE AGYW

L O C A TI ON # A G E  RA N G E S

Johannesburg, South Africa  15 18-24

Welkom, South Africa  29 18-24

Bulawayo, Zimbabwe 10 18-24

Chitungwiza, Zimbabwe 8 18-24

Plumtree, Zimbabwe 14 18-23

Nairobi, Kenya 15 18-24

Kisumu, Kenya 16 18-24

Mombasa, Kenya 14 18-24

TOTAL 121

We brought three creative interpretations of 
the direction to 121 AGYW in Kenya, South 
Africa, and Zimbabwe in urban, peri-urban, 
and rural settings for their reaction and input. 

“With PrEP, I’m able to know my worth. I can 
walk with my head high because I’m 
preventing HIV. It goes hand-in-hand with self-
care. 

AGYW, South Africa



PrEP is self-care.

PrEP provides peace of mind.

PrEP choice puts young women in control.

CONSUMER

PRODUCT

KEY BRAND 
BENEFIT

CULTURE

CATEGORY

WHERE WE LANDED: BRAND POSITIONING INPUTS FROM VALIDATION 

PrEP’s SUPERPOWER FOR AGYW…

PrEP supports young 
women in putting themselves first.



PrEP is a way for young women 
to prioritize their physical health and 
mental well-being, to live a life 
uninterrupted by HIV.
It affirms that self-love is strength.

PrEP’s SUPERPOWER FOR AGW



PrEP CATEGORY POSITIONING 

“Life is a balancing act of what I want, 
what I need, and what’s expected of me. 
Prioritizing myself by taking PrEP 
requires that I overcome the many 
challenges that surround PrEP use, 
especially judgement and stigma. This 
is difficult, but I know I’m at my best 
when I feel good about myself because 
I’ve taken PrEP. When I feel confident 
and strong, my actions, decisions and 
words reflect it.”

AUDIENCE INSIGHT



PrEP CATEGORY POSITIONING 

POSITIONING NARRATIVE

This is not a story about HIV. This 
is a story about young women.

Every day is a balancing act of 
juggling different needs with 
limited resources. But instead of 
relinquishing their power, they 
are giving main  character 
energy. They have a strong 
sense of self and are determined 
to live a healthy life.



Are not passive bystanders in their own lives.

They are claiming their power and are bold.

Understand their daily realities, but also
understand that they are inherently strong
because they navigate these realities
every day.

Understand the need to prioritize themselves.

Are brave, know their own worth, and
are not settling for anything that does not
acknowledge and celebrate their sense of
worth and their journey.

Do not need to be empowered. They are 
already empowered.

Photo Credit: Getty

WHAT DID WE LEARN ABOUT TODAY’S AGYW…





Logo

Colour palette

Bespoke illustrations

Messaging

PrEP CATEGORY BRAND GUIDELINES

Key elements included:



PrEP CATEGORY BRAND GUIDELINES



PrEP CATEGORY BRAND GUIDELINES









Scan to download
the brand guidelines



MTV STAYING ALIVE FOUNDATION 

STORYTELLING TO SAVE LIVES 



STORYTELLING 

MTV STAYING ALIVE FOUNDATION: A MEDIA MOVEMENT 

● 25 YEARS EXPERIENCE CREATING SBC & DEMAND-GENERATION CAMPAIGNS

● HARNESSING THE POWER OF THE MTV BRAND

● WORLD LEADERS IN DELIVERING SOCIAL CHANGE

MTV SHUGA: 

● KEY DRIVER IN OUR CAMPAIGNS

● 14 CAMPAIGNS AND COUNTING

● MULTI-AWARD WINNING

● PROVEN IMPACT ACROSS SUB SAHARAN AFRICA

● POWERED BY REAL EXPERIENCES OF YOUNG PEOPLE



MTV SHUGA: A MASS MEDIA BEHAVIOR CHANGE CAMPAIGN 

SURROUND 
PROGRAMMING 

PEER
EDUCATION 

COMMUNITY
OUTREACH

EVALUATION

RADIO
DRAMA 

PROFESSIONAL
OPPORTUNITIES 

TELEVISION 
SERIES 

GRAPHIC
NOVEL 

SUPPORT
LINES

DIGITAL

PARTNERSHIPS



NOT A TYPICAL BEHAVIOUR CHANGE CAMPAIGN

GENUINE CULTURAL ASSET

MTV BRAND LEVERAGED

WE ARE BRAVE, RELATABLE, AND TRUSTED

INVOLVE YOUNG PEOPLE AT EVERY STAGE OF THE 
CAMPAIGN – WE TELL THEIR STORIES

WE GO WHEREVER YOUNG PEOPLE ARE

RIGHTS-CLEARED AND COST-FREE CONTENT

ADAPTABLE

WHY DOES OUR MODEL 
WORK?



MTV SHUGA REACH

14 SERIES 
PRODUCED IN
5 COUNTRIES

6M HOURS WATCHED 
ON 

YOUTUBE

2.8M WEEKLY 
VIEWS

ON SABC1

348M  
SOCIAL MEDIA 
IMPRESSIONS

42M+ VIEWS
ON 

YOUTUBE

60K+                
COMMENTS ON SOCIAL 

MEDIA

215K YOUNG 
PEOPLE REACHED 

THROUGH PEER 
EDUCATION



MTV SHUGA:  OUR APPROACH TO MESSAGING 

YOUNG 
PEOPLE1

FORMATIVE RESEARCH 
      - TECHNICAL 
INFORMATION 

- LANDSCAPE
- BARRIERS TO CHANGE 

2
REAL EXPERIENCES 
- RELATABLE, IMPACTFUL 

STORIES

3 SHAPES CAMPAIGN
 NARRATIVE

4
ONGOING MONITORING,

EVALUATION AND 
LEARNING



MTV SHUGA Down South 2 & 3 

FUNDED BY UNITAID SINCE 2018

GOAL OF DS1 WAS TO CREATE DEMAND FOR 
HIVST AND RAISE AWARENESS OF ORAL PrEP

ONE OF THE GOALS OF DS2 WAS TO CREATE 
AWARENESS ABOUT LONG PrEP, INCLUDING 
LONG ACTING

CHALLENGE: DELAY OF ROLLOUT OF LONG- 
ACTING PrEP

PARTNERSHIP WITH WITS RHI

Sister Unathi chatbot and myprep.co.za



LSHTM EVALUATION OF MTV SHUGA DOWN SOUTH 2 (2021)

• MIXED-METHODS EVALUATION, ONLINE SURVEY (DUE TO COVID) , 3431 
PARTICIPANTS

• 43% HAD ENGAGED WITH MTV SHUGA AND 24% WITH DS2 SPECIFICALLY
• - MORE LIKELY TO BE AWARE OF HIV SELF TESTING (60% VS. 28%) 
      AND PREP (52% VS. 27%)
• - MORE LIKELY TO BE KNOW THEIR HIV STATUS (58% VS. 35%). 

• QUALITATIVE INSIGHTS IDENTIFIED MECHANISMS BY WHICH DS2 
INCREASED AWARENESS, CONFIDENCE AND MOTIVATION TO USE HIVST 
AND PREP, BUT HAD LESS INFLUENCE ON SERVICE ACCESS.



South African Implementation

Photo by Engin Akyurt on Unsplash

Elmari Briedenhann, Wits RHI

https://unsplash.com/photos/the-flag-of-south-africa-is-waving-in-the-wind-VO2kz7KBNn8?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash


A story that 
started in 
2016…

Still going 
strong in 
2024

And all the 
beautiful 
moments in 
between…



We’re all in this 
together.

Partnerships make the world go round!



Evidence-informed 
brand and demand 
generation campaign 
strategy is key to effective 
implementation of 
demand generation for 
PrEP. Let’s look at what 
that means…



A deeper look inside the evidence-
informed process of creating a brand 
for the PrEP category

Early and 
often 

meaningful 
involvement 
of your target 

audience

Continuous 
engagement 
with a broad 

set of 
stakeholders

Build on 
available 

evidence & 
learn from 

what’s been 
done 



Campaign strategy should always start with the evidence

“Reaching AGYW with 
unique and resonant 
messaging and 
communication tactics, 
through channels that 
appeal to them and 
motivate action, requires 
ongoing input and review 
from similarly diverse 
young people.”

Briedenhann E, Rosenberg P, Sheobalak N, Pleaner M, Martin CE, Mullick S. Eita! Reaching Communities and Young People to Drive Demand for Oral Pre-Exposure Prophylaxis in South 
Africa. J Adolesc Health. 2023;73(6S):S50-S57. doi:10.1016/j.jadohealth.2023.08.003



The Eita! Model
“The word “eita” is also a South African slang term used as a warm greeting; 
therefore, the name of the model also pays respect to its country of origin.”

Mmm… this is new! What is it? Should I, shouldn’t 
I… maybe I can ask my friends what they think, 
even my mom or gran?

This is interesting; maybe I want to… I think I need 
to know more! I can definitely talk to my 
friends/partner/mom!

Ok! I feel supported, encouraged… let me try!

This is hard, but I’m supported… Yes! I can do this!

EDUCATE / 
AWARENESS

INTEREST / DESIRE

TRY!

ACTION / 
ADOPTION



Think big picture…

But remain focussed on where product is available!

Start 
focussed

Go 
bigger

Go 
national

Continue 
focussed 
activities



What happened next…
In phase 1, Project PrEP initially set out to reach 90% (328,517) of AGYW in the cluster catchment 
populations through demand creation.

Social media 35 000+ post engagements per month

Chatbot Up to 900 users per month

WhatsApp chatline More than 1 200 users in Jan 2024

Radio National campaign (2023): 3mil+ reach

Community dialogues 48 dialogues reaching 1 182 – 21% AGYW 
(June – Dec 2023)

Events 323 people (Dec 2023) – 55% AGYW

Health talks 21 000 people (June – Dec 2023)

MYE 23 meetings in 2023, total of 33 participants

E-Learning 3 500+ course completions to date

Website Average of 11 500 – 12 500 users per month

More than 34 million potentially 
inclusive contact points were 

made with all audiences. 
Project PrEP phase 2 reach and engagement:

Peer-to-peer and 
youth-friendly support:
3 278 people were 
reached through Client 
Navigators from June to 
December 2023, 2 990 
(91.2%) AGYW opted in for 
Client Navigation support; 
this number accounts for 
62% of all AGYW 
accessing any service 
provided by the project.



You need much, to engage many:

Journey Tool developed under 
Promise, optimised under MOSAIC, 
shared on MyPrEP:
51k Impressions, 31K Reach, 
860 engagements

Clinic walls should 
look good…

And good 
relationships 

mean we 
CAN DO 

THIS!

National 
photoshoot

Mobile clinic 
outreach where 
it’s needed.



Let’s play together!
Project PrEP’s been going steady 
with MTV Shuga DS since 2018:
• Events
• Script review
• Chatbot
• Social media
• Video production

During the months 
that MTV Shuga DS 

promoted Sis Unathi, 
user numbers went 

up by 33.75%

What’s even 
better… majority 

of these users 
still come back 

to her each 
month ☺

We’re also long-time friends 
with OPTIONS:
• Videos developed with OPTIONS 

budget, featuring MTV Shuga DS 
actresses, promoted by 
Project PrEP

And there’s a budding new 
romance with MOSAIC:
• PrEP Category brand 

collaboration
• Radio jingles and digital PSAs 

produced by Project PrEP, 
promoted by MOSAIC

On digital channels:
Reach: 9mil+
Impressions: 14mil+
Engagement: 136 497



Do it together! User-generated content always does 
better. Mmm… I wonder why?

Miss TUT plus 
size rocking 
our socials!

MYE… 
HCD-style!

Loving those 
events!



PrEP is choice! Material picture 
to come

Marketing and demand generation efforts 
need to align with product introduction 
timelines. 

Focus should be on PrEP choice not on any 
one specific product.

Being strategic means applying a nimble, 
phased approach.

Meet your target audience where they are. 



New look, feels good… launching 23 March 2024 
in the Free State, South Africa

The event is geared towards creating an environment where 
girls and young women feel comfortable engaging with staff and 
healthcare providers, an opportunity to connect through positive 
moments of natural engagement.”



Sneak peek!



Let’s drive demand 
for PrEP options 
together!

People didn’t come in the door in the 
numbers we’d hoped for oral PrEP and it’s 
time we do things differently now that we 
have a PrEP category.

We have limited demand generation 
budgets for development and 
implementation of this work, but it’s critical 
to bring people in the door of the clinic for 
new products to be successful.

We need to leverage partnerships, 
support the NDOH and our ministries of 
health, and be strategic, evidence-led, 
and user-centric in our approach to 
demand generation. 



Audience Q&A



Upcoming Sessions

The MOSAIC Global PrEP 
Learning Network takes 
place quarterly.

The next session will be in 
Spring 2024.

Visit PrEP Watch

This webinar will be accessible on 
PrEPWatch in the coming weeks.

Complementary resources, relevant 
articles, tools, and registration for 
upcoming webinars can also be 
found on PrEPWatch.

Visit https://www.prepwatch.org/global-prep-
learning-network/ for more.

https://www.prepwatch.org/global-prep-learning-network/
https://www.prepwatch.org/global-prep-learning-network/


MOSAIC is made possible by the generous support of the American people through the U.S. President’s 
Emergency Plan for AIDS Relief (PEPFAR) and the U.S. Agency for International Development (USAID) 
cooperative agreement 7200AA21CA00011. The contents of this presentation are the responsibility of 
MOSAIC and do not necessarily reflect the views of PEPFAR, USAID, or the U.S. Government.

Photo Credit: MOSAIC Consortium
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