PSI Best Practice # 4:

Social Marketing for VCT
PSI uses social marketing for VCT programs to promote high quality counseling and testing services while reducing or eliminating barriers and stigma associated with HIV/AIDS, testing and treatment.  Research is conducted to assess the various motivations and barriers surrounding VCT in target groups in order to deliver targeted messages, to determine the best method of message delivery, and allow programs to monitor VCT campaign impact.  This brief provides best practices for VCT social marketing campaigns, highlighting successful country-specific campaign approaches. 
Formative research can be used to determine the target population, message content and best method for message delivery.  Some countries target the general sexually active population in a generalized epidemic during the first phase of a campaign, and use subsequent campaigns to target high-risk groups such as youth or couples.  Focus groups and interviews with members of the target population will provide country programs with information to develop creative briefs used to guide marketing plan creation.  

Identifying the target population is just one part of campaign creation; the campaign message is equally important.  Raising awareness of VCT and benefits of knowing one’s serostatus, client confidentiality and quality of service, including rapid test results and first-rate counseling, are common themes for initial VCT marketing campaigns.  Subsequent campaigns tend to focus on specific target groups, their risk behaviors and address common fears and barriers around testing.  Not to be overlooked, campaigns need to provide the VCT site name or logo, location, and hours of operation.  Pre-testing of materials with the target group will ensure that the message intended is the message received.
After the marketing campaign implementation it essential to evaluate the campaign’s success, monitoring its effectiveness with the target population, allowing programs to make adjustments when necessary.  At its conclusion, a media impact study should be conducted to evaluate the reach, and effectiveness of the campaign for disseminating the message correctly and consistently. 
The channels used for marketing are numerous and varied ranging from mass-media, such as TV and radio, to mid-media like street dramas.  Additionally, some countries incorporate interpersonal communicators (IPC) and peer educators (PE) as a way to encourage behavior change and promote VCT services.  IPC and PE hold interactive sessions with members of the target group engaging them in discussions and activities to address their risk behavior, why the behavior puts them at risk for STIs and HIV, and ways to reduce their risk. 
Marketing campaigns are costly and not all media channels are appropriate for reaching all populations.  For example, television should not be used to promote VCT if the target population lives in rural areas without access to television.  Conversely, only relying on IPC and PE to spread information about VCT mobile clinics may be less effective than posters or radio announcements when trying to reach the masses in a generalized epidemic. PSI catalogues all of its media files and these materials can be utilized by country programs to gather ideas or even to adapt existing marketing materials to their country specific campaigns.  
In addition to general promotion of VCT services, some countries have found it beneficial to offer special promotions to increase the number of clients from a specific target group.  A common promotion is to offer free or reduced price VCT for World AIDS Day.  Valentine’s Day, Independence Day, and Mother’s Day are also popular promotion opportunities as are sporting events to attract more male clients (like football in Zimbabwe), holiday specials targeting youth, and invitations for free services for couples.  Keeping promotions time-bound allows countries to more easily monitor their impact.  

Recommendations:

· Develop VCT mission statement.

· Use research to identify target groups, and to inform message content and delivery.

· Use PSI media resources in campaign creation.

· Monitor and evaluate the impact of campaigns on a regular basis.

· Use IPC and PE to spread info about VCT as a compliment to mid/mass-media.

· Offer special promotions to increase client flow with target groups.


Mission Statement


PSI/South Africa recommends creating a VCT mission statement which provides general focus, vision and direction to the program.  Having a mission statement helps to guide program goals and objectives including marketing and service provisions which result in the desired outcome behavior. 





Campaign Evaluations 


Designed to be sensitive to local culture, PSI/India conducts campaign evaluations every six months and makes any changes or modifications necessary to ensure success in achieving their campaign objectives.  Similarly, PSI/Kenya contracts with ADTRACK, a local research firm that monitors and evaluates the campaign’s likeability with the target population.  PSI/Kenya is attempting to get VCT uptake data from the national AIDS program and is undertaking a pre- and post-test tracking survey to evaluate exposure to and impact of their campaigns.  








Case Study: Promoting VCT in Kenya


PSI/Kenya is unique since it does not offer VCT services, only promotes services that have been identified as providing quality VCT.  They structure their campaigns to best fit the target group, tending to favor TV and radio, using billboards and posters as supplements.  They have recently branded a small number of ‘matatus’, their local transportation, with the VCT brand that is seen all over Kenya and promotes hundreds of public and private VCT sites.  








Case Study: Conversations with a Purpose in India


 PSI/India’s main marketing goal is to clearly understand the consumer and their attitudes and barriers to VCT, how best to address these issues and how to make it socially acceptable to talk about VCT and HIV/AIDS. India uses IPC, an approach they call a ‘conversation with a purpose’.  They feel that the IPCs ability to facilitate conversations keeps target group members engaged while sharing a message about behavior change.  They further use their IPCs at street theatre events to reinforce messages.  








Unique Promotion – A Simple Thank You


 PSI/Zambia has a unique promotion: clients are given a thank you card after completing post-test counseling.  This card has a tear-off section that can be given to a friend or partner for free VCT services.  











