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INTRODUCTION KEY FINDINGS KEY FINDINGS (Continued)

Individuals who had seen PrEP4Love ads were...

* Third = Coast * CFAR %

 While there have been significant increases in awareness of pre-exposure 0] . .
prophylaxis (PrEP), uptake remains relatively low among young men who have sex 7 5 - 9 A) H d d Sseen an a d fO I P rE P N Ch ICa gO
with men (YMSM) and transgender women (TW). 2 8 times as likely to have had a conversation
e Advertising campaigns have been launched in major cities using sex-positive [N tern et with a medical provider about PrE P
messaging to empower individuals to be proactive in seeking out PrEP prescriptions ael-p@
by engaging with medical providers. Friends 2 O times as likely to have initiated the
e |n 2016, the citywide PrEP4Love campaign was launched by the AIDS Foundation of Healthcare Providers m o conversation about PrEP. and
Chicago and the Chicago PrEP Working Group. Bars & Clubs S —— '
* The campaign depicted racially Public Transportation  mm—— times as likely to have taken PrEP in the
diverse couples with catchy s revious 6 months
phrases (e.g., “spread tingle”) at 0 10 20 30 40 50 60 /0 P
bus stops, on fliers at bars, and Transeender women were
online — these ads linked White individuals were y nif’fcanﬂ more likely (AOR Latinx and Black individuals Compared with individuals who had not seen ads.
individuals to information about twice as likely to see ads on I g / were 1.8 to 2.2 times more

= 12.8) to see ads by way of

initiating PrEP. public transportation than their healthcare der th likely to see ads through
« This study sought to atinx and Black individuals cisgender men. friends. Conclusion

assess the reach and impact

PrEP4Love had on a cohort of Overall, these results show that the PrEP4Love campaign was
YMSM and TW in Chicago. successful at reaching a majority of YMSM and TW in Chicago, and
On a scale of 1-5 how many gay and bisexual men do that individuals who had seen ads were more likely to have used
you believe are on PrEP among... PreP.
DES|GN/M ETHODOLOGY . * |Individuals who had seen PrEP ads were more likely to perceive that
o 100 People you know. Men national. their friends, and that gay and bisexual men in general, were using
* RADAR is a longitudinal cohort study of YMSM and TW in Chicago. © PrEP, which could help reduce internal and community stigma.
O
o 5 5o - 5 5 o— 80 . . . . .
At baseline, part|C|pan.ts repgrted being assighed male at Ic?lrth, were between 16 2 - Likewise, the association between seeing PrEP4Love ads and
and 29 years old, and identified as LGBT or reported sex with another man. £ 60 : : : : : T :
= starting conversations with medical providers indicate this form of
e Between June 2017 and April 2018, additional questions were added to the core = 40 advertising could be an effective way of encouraging youth to
survey regarding awareness of the PrEP4Love Campaign. See below for the sample 2 engage with the healthcare system.
of individuals (n=700) who completed these questions. s 20
e All data cleaning and statistical analyses were performed in R Version 3.5.1. 0 * Unsurprisingly, awareness of the Pr.EP4Love campalgn HIEE hlghl.y
o o , , o clustered around the bars and public transportation hubs at which
e Univariate statistics were used to describe the demographics of participants as well B 1 Almost None . e .
. . most advertising took place, indicating a need to explore new
as proportions of individuals who had seen ads for PrEP4Love. M2 , o , .
m 3 routes of disseminating the message deeper into communities.
 Simple logistic regression was used to determine outcomes of interest. Multiple Individuals who perceived that almost no gay and | o |
logistic regression models were then constructed, controlling for demographics. bisexual men were on PrEP both nationally and among 4 ° Future geospatial analysis will explore how seeing the
e Maps were created using ArcPro 2.2 using a local geocoder, only including addresses people they know were significantly less likely to have | > oSt adve.rtlsemer?ts ana |r.1|t|a.t|ng. SOOI al?out PrEP. Wlth,
that could be geocoded to a specific address point or street address seen a PrEP4Love ad. medical providers varied in different community areas in Chicago.
N = 700 N % N | %
Race/Ethnicity Sexual Identity Participants’ Awareness of PrEP4Love Ads vs.
White 212 30.3 Gay 487 69.6 Initiating a Conversation about PrEP with a Provider
Black/African American 189 27.0 Bisexual 124 17.7 * To encourage PrEP uptake among priority population, other
Hispanic/Latinx 222 317 Queer 19 70 jurisdictions need eye-catching, sex-positive campaigns similar to
Other 77 11.0 Straight/Heterosexual 19 2.7 the one implemented in Chicago.
Age, years Unsure/Questioning 8 11 * Given that individuals were more likely to initiate conversations
16 to 20 217 31.0 Other 13 1.9 with providers, jurisdictions rolling out campaigns should also host
21 to 22 218 31.1 Gender Identity PrEP trainings with medical providers to prepare for those
23 to 24 101 14.4 Cisgender Male 641 91.6 conversations.
2> to 31 et | a9 | WRIEEe sy FEmElE 20 | e * Future studies should look more closely at the link between seeing
Other 2Ll an advertisement and starting PrEP, and how marketing can affect
18.9% (n=132) indicated using PrEP in the prior 6 months community level awareness and stigma.
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