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What we’ll cover 
• Challenge & overview
• Key themes
• Learnings & takeaways



CHALLENGE & 
OVERVIEW



As HIV prevention options rapidly expand, 
how do we communicate products and 
product choice to providers in a way that 
motivates them? 

OUR CHALLENGE



PHASE 1
IMMERSION

WHAT

Summarize insights on 
providers and demand 
generation for PrEP, with a 
focus on PrEP choice, and 
illuminate gaps in existing 
evidence. 

HOW

Review of published and 
grey literature to identify 
overarching insights 
about providers and PrEP 
service provision for AGYW

PHASE 2 
DISCOVER

PHASE 3
CO-DEVELOP

PHASE 4
VALIDATE

WHAT

Market research (Phase I 
and II) to fill gaps identified 
to ensure robust insights 
brought forward into 
positioning strategy and 
communication guidance.

HOW

In-depth interviews with 
providers from urban, peri-
urban, and rural areas 
across South Africa and 
Kenya toward the 
development of an 
insights report

WHAT

Workshops to develop the 
positioning strategy and 
communication guidance

HOW

Analysis of information 
and translation into 
insights towards 
developing the positioning 
direction

WHAT

Final positioning direction 
validated with provider 
advisors and final strategy 
and guidance developed.  

HOW

Positioning and guidance 
validation workshop with 
provider advisors

Activation Session with 
MOSAIC country partner 
teams to socialize final 
strategy

OUR PROCESS
WE ARE HERE



Discussions with PrEP providers were held in Kenya and 
South Africa to understand provider needs, perceptions, and 
relationship dynamics with clients.

We explored the provider perspective on the 
following areas:

1. Functional and emotional journey to 
provision of PrEP choice

2. Category and product perceptions

3. Provider-client relationship dynamics



We started by 
collating insights 
from existing 
published 
literature on PrEP 
providers.



The literature suggests that:
▸Trust between providers and AGYW is 

critical to PrEP adoption and adherence.
▸Providers do not feel heard or valued by 

AGYW.
▸Providers recognize the 

disproportionate HIV risk faced by AGYW 
and believe PrEP can help AGYW take 
control and protect themselves.
▸Providers question AGYW’s decision-

making abilities and responsibility.

…and more.



Key themes in our exploration of the journey of the provider 
of PrEP choice for AGYW:

Providers see more PrEP 
products for their clients to 
choose from as enabling 
them to be more 
successful at their job.

Lack of confidence in their 
own knowledge of a product 
means a provider may not 
offer that product since they 
think it will diminish trust 
with their clients. 

Peer-to-peer support is 
invaluable—in discussing 
challenging cases, filling 
knowledge gaps for new 
products and services, and for 
the mental/emotional load.

Empathy is seen as critical to 
building a trusting 
relationship with their clients 
– but in practice it may not 
be empathy but instead 
understanding.  
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C OM MU NI CAT ING  P R EP  CH O I CE  TO  P R OV I D ER S  KE Y TH EM ES



LEARNINGS & 
TAKEAWAYS



Much of what we 
read in the literature 
was confirmed in our 
interviews.

But some findings 
were more nuanced 
and warrant further 
exploration.



Providers feel successful when 
the client feels heard and 
supported—they see being able 
to offer clients a choice as 
contributing to a successful visit. 

This is what they most want out 
of a visit with a client, though 
they also want to see that the 
client is adhering to their 
prevention method and is virally 
suppressed.



Providers voiced that empathy is a 
critical element of their relationships 
with their clients. At the same time, 
during discussions, they expressed 
and sometimes were aware of their 
own judgements and biases (i.e., 
referring to clients as careless or 
promiscuous). 

Providers are focused on gaining 
knowledge of their clients’ feelings 
(understanding) versus personally 
aligning with those feelings 
(empathy).



PHASE 3
CO-DEVELOP

PHASE 4
VALIDATE

WHAT

Workshops to develop the 
positioning strategy and 
communication guidance

HOW

Analysis of information 
and translation into 
insights towards 
developing the positioning 
direction

WHAT

Final positioning direction 
validated with provider 
advisors and final strategy 
and guidance developed.  

HOW

Positioning and guidance 
validation workshop with 
provider advisors

Activation Session with 
MOSAIC country partner 
teams to socialize final 
strategy

Our next step is to 
further investigate 
our findings in 
workshops in order 
to develop a draft 
positioning for 
validation with 
providers.



THANK YOU

Scan to view the 
literature review.
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