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Campaign Site
www.itsdifferentnow.org

Facebook Presence
www.facebook.com/itsdifferentno
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Twitter Presence
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PRELIMINARY RESULTS
Chanel | Memwres@May0920:2

News Papers

Website
Twitter

Blogs

TV

Radio

Transit Shelter Ads
Posters

Digital Ad Campaign

Total Video Plays

Van 5un, Metro, 24 Hours, Van Province, Saskatoon S5tar, Edmonton Journal
1,826 visits, avg. 2.15 mins, 4,182 page views

645 followers (average +2 /day), 495 tweetsearned over
494,629 impressions

ViAwesome, You Should Know, That's So Sexy, etc.
Global, CTV Victoria

CKNW, Bell

25 GRP

Aprox 30 GRP

Facebook: 855,844 impressions, 1,878 clicks, 297 connections
PoF: 998,980 impressions, 303 clicks
Targeted Blog: 125,807 impressions, 284 clicks

2,830



m WWW.ITSDIFFERENTNOW.ORG

As of May 09, 2012

Likes: 1,326
Weekly Total Reach: 1,299
Talking About This: 20

61% female,
37% are 35+ yrs.

Friends of Fans: 417,487

Approximate FB
ad reach: 12M +
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Gender and Age’

18-24 2534 3544 45-54 55+

Female 61%
13-17
Male 35%0 0.15% _ 11%n 6.9%0
1.8%0
Countries’ Cities” Languages7
1,245 Canada 695 Vancouver, BC, Canada 1,092 English (US)

30 United States of America 62 Surrzy, BC, Canada 208 English (LK)

& United Kingdom 35 Nanaimao, BC, Canada 7 Spanish
4 India 32 Bumaby, BC, Canada 3 French (France)
3 Taiwan 29 Toronto, ON, Canada 2 Simplified Chinese (China)
2 Kenya 21 Langley. BC, Canada 2 French (Canada)
Reach’ Unigue Users by Frequency®
Organic? Paid? Viral? Total?
3k 70
o
1.5 35

-
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Apr 14 Apr21 Apr 28 May 5 1 2 3 4 5 610 1120 21+




FIRST FACEBOOK CONTEST

Highlights: Contest Ads inspired more action/impression

Contestee’s can now be engaged long term to increase viral
reach

ItsDifferentNow.org Vintage: 30 days
) ‘ Like, share and be
) Aot entered to win a Big Sexy
A A Night in Vancouver. It's

: l Different Now. Contest POSt LikeS: 253
Contest Shares: 272
VIAwesome Entries: 117

Total Contest Entries: 642

Estimated Total Contest
Impressions: 2,232,720



SECOND FACEBOOK CONTEST

Highlights: Deep engagement. People spending time telling their
story and returning for conversation. Tracking to double first contest

4 N

Contest Entries: 260

New Followers: 462
ENTER TO WIN

YOUR ULTIMATE

VALENTINES
NIGHT OUT Extended Reach From

& Contest: 137,342 users

LEARN HOW TO
BEAT HIV IN
VANCOUVER

CLICK ON CONTEST
TAB BELOW
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AUDIENCE-CENTRIC DELIVERS KEY INFORMATION SOCIAL INTEGRATION &
GETS ATTENTION OVERCOMES BARRIERS TO

(o], [cle]] [cHs]V.\Nelc

ACTION IDENTIFIED BY IDENTIFY AND
DRIVES INTEREST PRE-CAMPAIGN RESEARCH DEVELOP CHAMPIONS

? v

v

WHAT HAS WORKED WELL
CONNECTED WITH TARGET AUDIENCE
PR COVERAGE (1v, NEWSPAPERS, RADIO)
BRAND IS ESTABLISHED

AWARENESS (MASSIVE # OF BRAND IMPRESSIONS)
BRAND LOYALTY (WILLINGNESS TO SHARE)

>

WHERE WE WANT TO GO

MAINTAIN BRAND MOMENTUM TO
EXPAND REACH FURTHER BRIDGE
AWARENESS TO EDUCATION

(CORE MESSAGES MAY NOT BE SPREADING)

BRIDGE EDUCATION TO ACTION
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PHASE || CAMPAIGN OBJECTIVES

Our ultimate goal is to increase the number of HIV tests in the
Vancouver area.

There are almost 9,000 hospital/medical clinic visits a day - getting
those people to opt-in for the HIV test on location is the key to
achieving success. We need to remove the barriers people have to

getting an HIV test.



THE STRATEGY

“We need to give people an excuse to take the test.”

We want to create a mass movement in Vancouver to help get rid of
HIV.

When people understand what is different now and “treatment as
prevention” and spread the word, it will signal the beginning of the end
of HIV.

14



GETTING MEDIA &
PARTNERS INVOLVED

Invite key media companies/partners and give them a formal presentation of the
campaign. Ideally it’s well rehearsed and includes HIV leaders and Dr. Julio Montaner.

The goal is to tell the media companies the HIV story, tell them what we’re going to do to
start to end HIV and ask for their help to make it happen.

We take them through the issue and get them personally invested in
the outcome.

Then we take them through the strategy and campaign on what we are doing.

15



THE BIG IDEA



CHANGE THE COURSE OF HISTORY



CHANGE THE COURSE OF HIV



CHANGE THE COURSE OF HIVSTORY



CHANGE STORY

VISIT ITSDIFFERENTNOW.ORG TO LEARN MORE
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WEBSITE 0 FACEBOOK

LONG FORM

VIDEO
0 TWITTER

TESTING

OUTDOOR
ADVERTISING

PR OUTREACH
& COVERAGE

SOCIAL MEDIA

JOIN THE FIGHT




Our Media Assets, work in progress

CAMPAIGN MATERIALS

L

TV/Pre-roll TV/Web Radio Outdoor/Print/Digital
1x 30sec 1x 3min 1x 30sec X4
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. Media briefing summary

« July 18 press conference objectives and plans
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Media Briefing - Update

The goals: Get free media space Regional first, For Launch and beyond.

Results so far: the following have already agreed to run our media:

2goeNoUAWNS

Asian Journal, Punjabi Journal, Hindu Journal

Astral*

KVOS (TV)

CTvV

Global TV (will run in the Fall when they’'ll have open inventory)
Postmedia (National Post and Vancouver Sun/Province)

Rogers Broadcasting (CITY)

WE

Georgia Straight

. CBC Digital
. Vancouver Magazine

*Astral is a leading Canadian media company, reaching people
through a combination of highly targeted media properties in
television, radio, out-of-home advertising, and digital media.
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Media Briefing - Update

The goals: Get free media space Regional first, For Launch and beyond.

Results so far: following up with the following outlets

1. Globe & Mail

2. The Beat 94.5fm

3. Sing Tao

4. News 1130

5. CBCTV

6. Vancouver Canucks

7. Vancouver is Awesome (look to you folks on that)
8. Zoom Media

9. Metro Vancouver

10. CFOX, Rock 101, CKNW
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July 18
Press Conference



July 18 Press Conference

This 25 minute conference will reach editorial and target groups:

Press Conference Objective:

« We achieve maximum reach from editorial coverage

« We increase visits to website, with long form video views &
social sharing

« We ensure project sponsors are well represented

 All editorial content references video, URL, information within
video

Target Groups:

« Media/editorial

 Public

* Client stakeholder groups

« Community groups

« Trade media (FCV focused)



July 18 Press Conference

Speakers

MC/Moderator (John)
Dr. Reka Gustafson
Dr. Julio Montaner
Scott Harrison

Media Kit Production:

release, backgrounder, cd/flash drive

options for production: presentation folder with flash drive
release, backgrounder, bios for presenters, assets (commercial
& print)

media kit will be available online



3 MINUTE



30 SECOND



RADIO



WEBSITE



CHANGE
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CHANGE STORY
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12,395

SHARE THE WORD
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OUTDOOR ADVERTISING



NOWITS OURTURN TO
MAKE A DIFFERENCE.

CHANGE STORY

ITSDIFFERENTNOW.ORG




NOWITSOURTURNTO
MAKE A DIFFERENCE.

CHANGE STORY

ITSDIFFERENTNOW.ORG
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NOWITS OURTURNTO
MAKE A DIFFERENCE.

CHANGE STORY

ITSDIFFERENTNOW.ORG




MEDIA PLAN



Press Results So far

Headlines (late July 18 - early July 19):

PRINT

B.C. launches massive program to wipe out HIV/AIDS; The Globe and Mail

Campaign aims to end HIV epidemic; 24 Hours

Campaign that normalizes testing will mark 'the beginning of the end of HIV,' say health authorities; The Province

‘We are going to win this fight in B.C.'; The Province
Vancouver Coastal Health & Providence Health Care aim to change the course of “HIVstory”;

B.C. aims at ending HIV/AIDS; Maclean’s

RADIO

New campaign aims to get more people tested for HIV; CKNW
Montaner lauds new VCHA HIV campaign; CKNW

New ad campaign wants everyone to take HIV test; CKWX

B.C. aims to end HIV/AIDS with widespread testing; RedFM
TV

News Hour - HIV-Aids advances; Global

New rapid HIV test can determine status in 30 seconds; Global
B.C. aims to end HIV/AIDS with widespread testing; CBC News
B.C. launches major campaign to encourage more HIV testing; CTV News
Mercier: HIV testing to be used as prevention; CBC Newsworld

Afro News

New Headlines (late July 19 — early July 20):

Correction; Globe and Mail

CBTK-FM; CBTK

Vancouver wants to expand HIV/AIDS testing; thestar.com

Doctors want AIDS testing for sexually-active B.C. residents; Canada.com

British Columbia hopes to stop spread of HIV by testing all sexually active people; FoxNews.com
CBU; CBU

Wider testing for HIV-AIDS urged; Times Colonist (Victoria)



Web Metrics so far



