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Who we are

Strengthen & support the implementation of jurisdiction 
Ending the HIV Epidemic in the U.S. (EHE) plans to 
contribute to the reduction of new HIV cases to less 

than 3,000 per year.

Tip: Get TAP-in TA and Training by Contacting TAP-in@caiglobal.org
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Learning Objectives
1. Explain the difference between social media and digital 

marketing;
2. Discuss the importance of digital marketing as a strategy to 

ending the HIV epidemic;
3. Describe how digital media platforms can be used to reach 

specific audiences with HIV care information and resources;
4. Understand the options and considerations for strategic 

utilization of funds.



Social Marketing  
vs.  

Social Media
Robbyn Kistler (She/Her/Hers)

Senior Consultant, Social Impact Media KFF



Social Marketing
Use of marketing theory, 
skills, and practice to 
achieve social change, 
promote general health, 
raise awareness, and 
induce changes in 
behavior.

CDC. (2023, March 21). Social Marketing. Effective Interventions,
https://w ww.cdc.gov/hiv/effective-interventions/respond/social-marketing/

https://www.cdc.gov/hiv/effective-interventions/respond/social-marketing/index.html


Social Media

Websites and applications 
that enable users to create 
and share content or to 
participate in social 
networking.



Digital Media Platforms

Media that use electronic 
devices (computer, 
smartphone, or 
connected TV, etc.) for 
creation, distribution, 
viewing, and storage.



Social Media & Other Digital Media Platforms
Organic Posts vs. Paid Ads

DIGITAL MARKETING is PAYING for ads on these platforms OR placements 
through a digital ad network that may run paid placements on a wide array of 

websites and mobile apps



Why Use 
Digital Marketing?



Why Use Digital Marketing?
1. Reach
2. Measurable metrics  
3. VERY low cost
4. Scalable and flexible
5. Connect people to all the services 
6. Address key barriers to ending the HIV epidemic 



Adults Social Media Usages

A growing share of 
Americans say they 

use YouTube.  

Facebook remains 
one of the most 

widely used 
platforms among 

U.S. adults.

Percent of U.S adults who say they ever use...Percent of U.S adults who say they ever use...

PEW RESEARCH CENTER: Survey of U.S. adults conducted Jan. 25-Feb. 8, 2021



Teens Social Media Usages

YouTube 
is the most used 
platform among 

teens ages 13-17.

Percent of U.S teens who say they ever use any of the 
following apps or sites...

PEW RESEARCH CENTER: Survey of U.S. teens ages 13 to 17 conducted April 14-May 4, 2022



Digital Ads Can Focus on 
Priority Populations



Poll 1

Does your jurisdiction 
currently conduct digital 
marketing to support 
your HAB EHE and/or 
Ryan White HIV/AIDS 
Programs?

If yes, check all that 
apply.

Facebook

TikTok

Instagram

X (formally Twitter)

YouTube

Dating Apps

No, We Don’t

Other, please type answer in chat



Poll 2
What do you feel are the 
top challenges to 
increasing the use of digital 
marketing in your 
jurisdiction?

Limited or no staff experience 
with paying for digital marketing. 

Difficulties with the procurement 
process.

Approval of content internally.

Bad experiences in the past. 

Not a priority currently. 

Other (Please type answer in the chat)



Planning 
Considerations



Planning Considerations for  
Digital Marketing
• Clearly define 

audiences 
oGeography, language, age, 

gender, interests/affinities

• Clearly define goal
oClicks to website, video 

views, max impressions    
(# times ads displayed), 
max reach (# users)

• Select digital media platforms 
that best match audiences 
and goals

• Budget and scale of the 
campaign

• Cost of message 
development

• DIY or Contract for services



Use existing messages to 
maximize resources for visibility



Greaterthan.org Home Page



Greaterthan.org Stories 
Page



Greaterthan.org Materials Page

GreaterThan.org/Materials



EHE Jurisdictions 
Digital Marketing 

Case Studies



Increasing Linkage to 
Care in Atlanta

Tiffany Lawrence, MPH (She/Her/Hers)
Program Administrator, Ending the HIV Epidemic 

Department for HIV Elimination



Ending HIV Together in Greater Atlanta



Ending HIV Together in Greater Atlanta #2

Goal: To increase awareness of and linking to Ryan 
White HIV/AIDS Program (RWHAP) services in 
Metro Atlanta

Message Topics: RWHAP services, including AIDS 
Drug Assistance Program (ADAP); HIV treatment; 
HIV undetectable; and Mpox

Media Buy: $214,662



Ending HIV Together in Greater Atlanta #3

Media Platforms: Google Display Network, Google Search, 
Grindr, Twitter, YouTube

Priority Focus: Higher HIV incidence ZIP codes, HIV and / or 
LGBTQ interests, Black / Latino affinities and Spanish 
speakers in the Ending the HIV Epidemic (EHE) counties 
(Fulton, DeKalb, Cobb and Gwinnett)

Referral Resources:
– GreaterThan.org/Atlanta-Ryan-White
– GreaterThan.org/Atlanta-Ryan-White-ES
– GreaterThan.org/Mpox



Sample Messages

Get more information at:

The GreaterThan.org/Materials 
website

Video can be accessed at:
The GreaterThan.org website 

in Spanish

https://greaterthan.org/materials/?_sft_product_cat=ryan-white-hiv-program
https://greaterthan.org/materials/?_sft_product_cat=ryan-white-hiv-program
https://greaterthan.org/product/el-programa-ryan-white-de-vih-sida-aurelio-spanish/
https://greaterthan.org/product/el-programa-ryan-white-de-vih-sida-aurelio-spanish/


Sample Messages #2

To see and/or hear the video visit: 
Ryan White HIV Care: Kneeshe Newly 
Diagnosed on YouTube 

https://www.youtube.com/watch?v=MAyw2-KLVbI
https://www.youtube.com/watch?v=MAyw2-KLVbI


Year 3 Results - Digital Placements

81.7+ million 
impressions 
(# times ad 
displayed)

2.6+ million 
minutes watched 
(YouTube only)

3+ million video 
views 

(15+ seconds)

698,000+ clicks to 
online resources 
(action to connect 

to more info)



GreaterThan.org/Atlanta-Ryan-White 



Year 3 Results - Web Traffic to 
GreaterThan.org/Atlanta

536,000+ 
sessions

2,800+ clicks 
to local 

providers

539,000+ 
pageviews

2,000+ opens 
of Ryan White 

FAQs



Year 3 Results- Linkages 

2,258

Clicks to 
Intake  
Form

113

Form Starts

66

Form 
Completes

40

Referrals to 
Other 

Services

26

Linked to 
Ryan White 

Services 



Key Takeaways

Use of existing campaign extends your $$$

Have regular meetings/communication

Have an end-of-year recap meeting

Begin year with a strategy meeting 

Understand how your campaign relates to 
behavior change 



Ending the HIV Epidemic 
in Missouri

Rebecca Bax (She/Her/Hers)
Coordinator, Ending the HIV Epidemic Grants

Dustin Hampton, M.Ed. (He/Him/His)
Chief of the Bureau of HIV, STD, and Hepatitis



Ending the HIV 
Epidemic in Missouri #2

•  Two-pronged campaign 
o General public
o Medical providers and 

personnel
• Budget: $750,000
• Total impressions: 43,337,820
• Designated landing pages 
• Use of QR codes



Social Media Reach
General Public Reach
• 471,552 Missourians on 

average 6 times through 
FB/IG (Facebook/Instagram)

• 574,841 Missourians on 
average 7 times through 
Snapchat

• YouTube, PulsePoint, 
Pandora, and Hulu

Medical Personnel Reach
Missouri Academy of Family Physicians 
• 15,000 impressions
• Reached 3,600 individuals

Medscape
• 1,293,971 

impressions
• 1,190 clicks

PulsePoint
• 2,650,552 

impressions
• 3,231 clicks



HIV Stigma and 
Discrimination 
General Public
• CDC.gov syndicated 

page

• 22,500 unique users 
per month

• 12 minutes per visit



Medical Provider 
Webpage

• Homegrown page

• Linked to campaign by 
banner

• 2,050 unique users per month

• 1/3 of users spent almost 20 
minutes on the webpage 



I am a Work of ART! 
• Co-brand with HIV.gov

o New images
o Reuse copy
o Use syndicated web 

pages

• Use PrEP campaign 
research to drive 
placement decisions



Imagine. 
Ending HIV. It's Possible. 

Campaign



Toolkit 
Resources

#ImagineEndingHIV

Video Testimonials  
of Successful     
HIV Interventions

EHE Talking Points

Fact Sheets on 
Small Wins & 
Using Data

Shareable Social 
Media Graphics 
and Posts 



Campaign

When we showed the campaign video 
to our leadership and partner 
organizations, they immediately felt 
involved in our EHE goals.

It’s a powerful message to send that 
we are on the front lines working to 
make change.



Scan the QR Code
TargetHIV.org/imagine



Questions?



TAP-in
Technical Assistance 
Provider-innovation network



What We Can Do For You!
• Providing on-demand technical assistance

• Tailoring the Imagine campaign toolkit

• Developing social media/media evaluation 
strategies 
• See TAP-in’s Social Media Evaluation 

Toolkit on TargetHIV

• Facilitating peer-to-peer consultation; and

• Linking to regional and national resources



How to Request TA
Email: TAP-in@caiglobal.org 



Thank YouThank You
Your feedback is 
important to us! 

To complete our 
evaluation, you must be 
registered for this 
webinar.

If you have not registered, 
please register using the 
link in the chat.
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