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Photo by Michael Kora on Unsplash

…MORE INTERESTING THAN 50% 
OF ALL TELEVISION ADS.

https://unsplash.com/@mikekora?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/photos/a-herd-of-cattle-grazing-on-a-lush-green-hillside-eo7XYoPtLho?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash


BUT NEUTRALITY – FEELING 
NOTHING – IS THE MAIN RESPONSE 

TO ADVERTISING TODAY

EMOTION BUILDS BRANDS 



We can’t afford to get this wrong…

DULL MARKETING COSTS MORE

Why?



We don’t have to be perfect

Photo by Tonik on Unsplash

We just need to do BETTER…

https://unsplash.com/@thetonik_co?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/photos/i-love-you-text-on-pink-and-white-polka-dot-background-U0wwiY6nRGA?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash


Let’s do better!

DIAGNOSIS STRATEGY TACTICS

The real issue

Our primary audience

Positioning

Our commitment

Contribution to fame...

Using our core brand 
assets in the most 
powerful way

Achieve and measure

Most important 
channels

Drive maximum 
attention and demand

CAMPAIGN APPLICATION



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

women in Africa. 



SOUTH 
AFRICA
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Oral PrEP initiation algorithm for HCPsCounselling guideline for HCPs – 
Pregnant and Breastfeeding People

Oral PrEP fact sheet for 
PBFP: front

Oral PrEP fact sheet for all: 
back



Videos tailored to Gen Z… that work! 
Apparently?



Social Media targeted to 
where PrEP Choice is 

available! 



WhatsApp support group for PrEP clients



KENYA
Campaign Application in Development – Draft Creative



• Minimal demand generation on PrEP Choice, 
mostly because PrEP Choice was not yet 
available

• MOSAIC team embarked on applying the 
positioning strategy within the CATALYST study 
context:
‒ Co-creation workshops convened in Nairobi, 

Kisumu and Mombasa to develop creative
‒ Review of materials and messages completed
‒ Currently, the materials are being updated 

and more colours from the branding 
guidelines being applied

• Considerations
‒ Current trend – language, self-care, different 

faiths, keep it simple but stylish
‒ Engaging familiar faces 
‒ Communicate that it's possible to get the right 

product and use it

CONTEXT





SELF-CARE = SELF-LOVE = INNER STRENGTH





• Finalise key messages and 
formats e.g. posters, palm cards, 
t-shirts etc

• Develop short videos

• Presentation to AGYW and MOH 
for input 

• Campaign planning and launch 
per county

• Adaptation of materials at 
national level for programmatic 
roll-out of PrEP methods

Next Steps:



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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STORYTELLING 

TO CHANGE 

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 AND MTV NISHEDH

● KEY DRIVER IN OUR CAMPAIGNS

● 14 CAMPAIGNS AND COUNTING 

● MULTI-AWARD WINNING

● PROVEN IMPACT ACROSS  GEOGRAPHIES

● POWERED BY REAL EXPERIENCES OF YOUNG PEOPLE



MTV SHUGA: A MASS MEDIA BEHAVIOR CHANGE CAMPAIGN 

SURROUND 
PROGRAMMING 

PEER
EDUCATION 

COMMUNITY
OUTREACH

EVALUATION

RADIO
DRAMA 

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



WORLD BANK’S DEVELOPMENT IMPACT EVALUATION 

2X
THE TREATMENT GROUP WAS

AS LIKELY TO GET TESTED

50%
CONCURRENT SEXUAL

PARTNERS WERE

LOWER AMONG
 MALE VIEWERS

REPORTING OF 
PHYSICAL VIOLENCE

AMONG FEMALE 
VIEWERS

$1  
INVESTED

IN 
MTV 

SHUGA

EVERY

$150 
 IS RETURNED

IN HEALTH AND
WELFARE
BENEFITS

MORE THAN 
HALVED



DEMAND FOR SERVICES

ATTRIBUTED TO44% 
 OF TOTAL CALL 

CENTRE TRAFFIC
IN 2017

73% 
 OF CALLS 

FROM UNDER 
24 YEAR OLDS

MARIES STOPES INTERNATIONAL, 2017, NIGERIA

61% OF MTV SHUGA REFERRALS

INITIATED FROM WHATSAPP



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
• -EXPOSURE TO DS2 ASSOCIATED WITH INCREASED AWARENESS 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,



THANK

YOU
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