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Effective demand generation uses an evolving 

multi-stream strategy
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1. What PrEP is

2. Where you can get it/ learn more about it

3. PrEP is safe

4. PrEP is good for any HIV- person in a risky 

environment

5. PrEP users are good/moral/smart

6. Encourage loved ones to take PrEP

7. Don’t discourage PrEP users

Private/Specific 

(Below the line)

Public/General 

(Above the line)

8. PrEP benefits: Functional, Emotional, Immediate

9. Frequently asked questions

10. Specific messaging for priority audiences

11. Personalized support, discussion, problem solving

12. Adherence support

News

Talk shows

Radio shows

Newspaper

Mass Media Ads

Social media

Community events

Small group events

Small group 

discussions

Peer-Led 

Conversations

Peer referral

Counselling

Mentors

Aware of 
PrEP

Accept PrEP
(no stigma)

Desire PrEP

Committed 
to PrEP
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How might PrEP 
services help me 
feel in control of 

my life and 
choices?

How might PrEP 
services make my 

relationships 
stronger?

How might 
you help me 

deal with 
naysayers?

How might PrEP
services make me 
feel important and 

respected?

How might you 
make the 

benefits of PrEP
feel more real?

PrEP use is EMOTIONAL & 
RELATIONAL; about 

possibilities (more than risk)

Can you please 
make this fun?



Evolution of PrEP Messaging: From Risk to Empowerment



Insight Driven and User-Centered Interventions are Impactful
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Goodie bag with non-
rattling pill carrier3

Glow in the Dark 
Bag

Peer Educator 
Facilitation Guide



Positively framing & positioning PrEP in the media counters stigma 

Positioning
• Introduce PrEP 

broadly to build trust

• Gain framed 

messaging 

• Focusing on specific 

populations attracts  

resistance 



Communities are receptive but sustained surround 
sound marketing is essential to norm PrEP

Sources of PrEP 

information
• Media (42.6%)

• Health personnel (33.6%)

• Interpersonal (26.2%)

• Community (11.5%)

• Other (4.9%)

1%
exposed to4

*Findings from Jilinde’s 

evaluation of PrEP Awareness 

in Kenya 



• Peer networks

Entry point
% of clients using this 

entry point

• Community 
outreaches

• Within the 
facility

50%

17%

33%

(2,343)

(796)

(1,546)

Total 100% (4,685)

PrEP Uptake is highest when peers refer

# number of clients 
using this entry point 

*PrEP uptake among AGYW in Jilinde
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