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GMHC HN Pt1m!nlion CampaiRn 

Executive Summary 

A synopsis of the key findings frum the evaluation of GMIIC's IIIV prevention campaign 

targeting gay and b isexual men in New York City is presented below . 

Highlights: 

• Intercept interviews were coll�cted in 28 different venue$ in Manhattan and 

Queens including bars, dance clubs. sex clubs, and office settings resulting in a 

sample reflective of New York City's diverse gay and bisexu.il community . 

• More than half of the sample (58 % ) could recall and describe one or more 

posters from the campaign without assistance . 

• More than three-fourths of the sample (79%) could recall, with visual prompting, 

having seen one or more posters from the campaign. 

Among Those Who Saw The Campaign: 

• More than half (54%) reported seeing the campaign one or more times each week. 

• 

• 

• 

On average, respondents could identify three (out of a series of ten) posters from 

th� campaign . 

Over half (55%) agreed that the campaign had increased their awareness of the 

link between alcohol and/or drug use and unsafe sex. 

Over two-thirds (69%) agreed that the campaign had pt,sitively influenced their [ 

attitude� Lowanl8 u8ing prutec.:tion and sexual activity. 

FW111 Evalw,.Liun Rcp(1rl Page 1 
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GMHC HIV Prewmlfrm Campaign 

• Nearly three-fourths (72 % ) agreed that the campaign had influenced them to 

practice safer sex more often. 

• The majority of respondents demonstrated a keen interest in the campaign; 89 

percent offered specific comments on the campaign. 

• The key informanL-:: uniformly supported conducting an HlV prevtmtion campaign 

in the community and considered the campaign's focus,  Think About It. Talk 
About It. Sraying Negative, It 's Not Automatic, an important, worthwhile message, 

particularly for the HIV negative community . 

• In general , key informants believed the concept of delivering HIV prevention 

message.s in bathrooms and other enclosed spaces serves as a timely reminder and 

captures the viewers' attention . 

• All key informants concluded that the campaign should evolve and continue in the 

community 

Implications: 

• The evaluation documents the level of effectiveness of the campaign at various 

junctions in the communication process . Examination of these results illuminates 

the strengths and weaknesses of the campaign and the delivery system. 

• 

• 

The evaluation collected feedback f1·oru kcy i.11furmant8 an<l survey rc::ipomkul::i 

which provir.lcis inisight on how the campaign was perceived and understood and on 

the impact the messages had 011 attitudes and behaviors . 

This report presents suggestions on future campaign direction and offers a 

plethora of concrete ideas on way� to extend and expand the campaign. 

Pinal U.va.h111tinn �e11111T Page 2 
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GMHC HN Prevention Campaign 

Introduction 

2 .  I Background 
According to the New York City Department of Health's  AIDS Surveil lance Office, 80,2 18 AIDS 

ca,;;es have been reported in the city to date. 1 As of June, 1995 , the cumulative number of AIDS 

c.ases in New York City accounted for 17 % of the all cases in the United States and exceeds lhal 

of San Francisco, Los Angeles , Miami ,  and Boston combined .2 Moreover, a disproportionate 

number of HIV seroconversions are occurring in young populations and among African American 

and Hispanic tnen.3 

W ithout a known cure or vaccine, preventive campaign:, remain one of Lhe most important 

strategies for reducing HIV infection and motivating individuals to adopt safe behaviors. To a 

large extent, public awareness of how to minimize HlV infection has been achieved, 4 yet a 

waning vigilance threatens to thwart endeavors in HIV/ AID_S prevention . A sense of bum oul, 

hopelessness , and frustration seem to characterize the prevailing attitudes towards the HIV/ AIDS 

epidemic. In addition, members of the gay and bisexual community have observed that AIDS and 1-
,.,.., 

( 

J -
HIV positive status have acquired some heroic and desirable qualities .5 

,Y 

The second decade of the AIDS epidemic hiis observed shifts in attitudes and concerns . 

Accordingly, preventive campaigns must evolve and adapt to meel Lhese neec.l.s . Fur HIV/AIDS 

pr1.:ventive efforts to serve as au effective bridge helweeo epillcmiulugkal data, campaigns must 

act as the catalyst or change. Refining existing campai)in.s rr.:quires careful analysis of which 

messages and mediums are most effective. Evaluation, thus, represents a critical element of the 

research l)l"OCess by gauging effectiveness and pruviuing data-based evidence for future campaign 
direction . 

1New York City Dcpattmeut of Hcah.h. N!!W York AIDS Sur•vtJlllun<:11 Rr.purl, (Octubur 1995). 
2Centern for Di8"�w Cu1.11ru1. HIV S11rvtllla11Cd ll.epon, (Vol 7: l ,  t99S) . 
3See Hays snd Peter.�01, (1994). 
�Si:c Office of Technology Asus&ment {]988). 

$s� Siwmunx (199)) Mo Johnston (1995) . 

Fiwi.1 Evaluation Report Page 3 
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2 .2 HIV Pl'evention Campaign 

The Gay Men's Health Crisis, Inc . (GMHC) , in collaboration with Educational Mc;:ssagc Services 

(EMS), developed an HIV prevention campaign targeting gay and bisexual men using a 

narrnwcast print media strategy . In July 1 995 , the campaign was installed and laurn.:ln:ll in 

designated venues in three borough of New York City, namely ,  Manhattan, Brouklyn, and 

Queens 

The campaign consists of ten posters displayed 223 times in 53 different venu�s in greater New 

York City . The messages are disseminated in bathrooms and other private, enclosed areas (i .e . 

changing rooms) in bars , night dubs, restaurants, sex clubs,  bathhouses , health clubs, iillult 

theaters, clothing stores, and bookstores frequented by the target population. In particular, venues 

which facilitate alcohol consumption, drug use, and/or sexual activity given the " locus uf risk" 

nature of these locations, were heavily targeted . 

The campaign was designed to stimulate introspection and discussion among gay and bisexual men 

at risk for HIV transmission in New York City.  Broadly speaking, the principal Lheu1c uf th� 

campaign is the concept of maintaining HIV negative status through personal reflection and 

dialogue. The intent was that this would facilitate individuals to initiate safe sex behavior whii..:h 

would, in turn, reduce raws of HIV transmission . 

The tag line, Think about lt. Talk about It. Staying negative - It's not automatic, is placed 

on all posters and summarizes the campaign's main focus . The campaign also touche$ on themes 

relating to relation.ships, intimacy, insl:curity, and familial support. Additional message themes in 

the campaign include: l'tn, cun be IIIV posirfve. artd have sufr: se.x; HIV is nol inevitable; 

Communicate �vlth your partner, and; Recosnh.e th� huzurduus link berween alcohol/drug use and 

unsafe sex . 

Based on information collected duriug th� formative research slage, thi; messages reflect many 

prev::ii ling attitudes �nd perceptions among the gay a.ml bisexual community. Six of the messages 

are presented in English and four are in Spanish. All pu::itt:r::; display the GMHC hotline number . 

{See Appendix A for replications of the campaign posters.) 

Final Evalu.·ninn Rfl{hXt Page 4 
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2 .3 Formative Research 

Formative research for this campaign was conducted by EMS in June. 1995. A series of four 

focus groups was organized and administered in midtown Manhattan and Queens . The focus 

groups consisted of three homogeneous groups (Le. HIV positives, 19-25 year olds, and Spanish­

speaking Latinos) and the fourth, uf mixed compositi on .  

The purpose of  these focus groups was to pretest draft message concepts to  determine which ten 

messages should be included in the campaign. In addition, individual and group reactions were 

used to improve and refine the concepts, images, and text . 

Process evaluation of the campaign entails a bimonthly monitoring and tracking system which is 

conducted by "maintenance" supervisors. This process facilitates replacement of missing and/or 

damaged posters and serves to collect and recl)rd feedback, in the form of graffiti and verbal 

comments. from venue owners, managers, and patrons. Documenting reactions of the campaign 

ensures that messages are appropriately placed in venues and provides an indication of how the 

messages are perceived . 

2.4 Summative Evaluation 
The main purpose of the evaluation was to investigate the efficacy of the delivery system and the 

impact of the campaign on the ta.l'get audience. Since the campaign has been in operation for 7 

months, the evaluation concentrated primarily on impact measures , In particular, the discrete 

stag1,;s of information processing an� examin�J in onlcr to accul'atcly assess. at each level ,  how the 

campaign operates . Using Lhe perspective of the target audience, the evaluation provides 

infurmatiun un th� fulluwing: 

- campaign exposure , recall and n:cognition rates ; 

- comprehension levels and affective responses; 

- awareness ;  attitudinal and/or behavioral change(s); 

- strengths and weaknesses of the campaign messages . 

Firu!.1 Evaiualiun Report 
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To complement information gathered from the int1:rc1:pt interviews, guided interviews with key 

informants investigated opinions on the campaign 's effectiveness, delivery system. and messages . 

Specifically, the key interviews focused on: 

- perceptions of the campaign among professional colleagues and clients; 

� improvements regarding message themes, images, and text; 

- views on the appropriateness of the message medium; 

- beliefs on whether the campaign should continue; and, 

- ideas for future direction. 

In sum, the evaluation of the HIV prevention campaign used two data collection methods to 

collect infol'mation on a variety of campaign components . 

Pina.I Evaluation Report Page 6 
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GMHC HIV Prevention Campaign 

Methodology 

This section outlines the research methodology which guided the evuluation. The following topics 

are reviewed: the study design, data col lection methods, and data prol.:essing procedures . 

3. 1 Study Design 
The campaign evaluation involved both quantitative and qualitative components. To obtain 

quantitative measures from a "man on the street" perspective, surveys were administered to a 

sample of the target population using an intercept interview technique. To obtain qualitative data, 

de.pth interviews were conducted with key informants from the community . 

These two data collection methods use dissimilar sources, methods, and data collectors which, in 

turn, enhance the reliabil ity and integrity of evaluation findings . Specifically , the intercept 

interviews capture diversity and breadth while the structured inttlrviews provide depth and detail .  

3.2 Data Collection - Intercept Interview Protocol 

A total of 150 surveys were administertld by seven different interviewers at 28 venues in New 

York City during two weeks in January, 1996. [See Appendix B for a list of venues . ]  Due to 

weather constraints, all interviews were conducted indoors in bars, dance clubs, sex 

clubs/bathhouses, and ol'licc ::1ilcs . The vcnul.: sdi:.:ctiun prucl.:s::1 wa:i: designed to obtain intel'views 

from a variety of venues to ensure a diverse, representative sample. Although thi.; majodLy of 

inlervicw::i tuuk place in venues where the campaign was in pla1.:e, one quarter uf the interviews 

were conducted al non-p,uticipatin� venui: sites . 

3. 2. 1 Field Proc:edures 

The intercept surveys were conducted by individuals hired am.I lrainc::d by EMS.  The majority of 

interviewers had prior experience conducting interviews, were familiar with local venues, and 

w�re bilingual (English/Spanish speaker.s) . 

Interviewer:; wen;: bricfei.l on specilic survey administration pro(.:edures and instructed to follow an 

Page 7 
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establ ished interview protocol to ensure accurate, unbi,\sed reporting. Particular attention was 

devoted to the needs of venue owners and managers and to respondents · privacy and dignity . 

Due to the sensitive nature of some survey questions , interviewer training emphasized the 

importanct: of gauging respondent8 ' personal comfort level . Interviewers were instructed to 

verbally stress the confidential and anonymous nature of all contents within the survey . 

3 .2. 2 Sampling Strategy 
Tht! recruitment process of the intercept interviews entailed approaching (i.e. intercepting) 

respondents a.t locations frequented by the target audience . A purpot1 ive sampling strategy was 

utilized to obtain a diverse sample reflective of the target population. Surveys were conducted in 

English and Spanish according to respondent preference . 

3. 2.3 Survey lnstrumenc 
The intercept interview survey instrument is eight pages. has 3 1  questions, and took between ten 

and twenty minutes to complete. The survey was p ilot-tested _in December 1995 and revised , 

accordingly. The survey includes both closed and open-ended questions . The closed-ended 

questions facilitate accurate, efficitmt data collection while the open-ended questions effectively 

record the original sentiments expressed by the target audience.  

Survey questions include items on demographics. HIV status, alcohol consumption, drug use . 

sexual activity, and personal reactions to the campaign messages . Attitudes, awareness, behavior 

change, and affect towards the campaign were also documented in the survey instrument. 

lRefer to Appendix C for the complete Survey lnstrumem.J TI1e survey was translated into 

Spanish although all Sul'vcy responses WCl'C 1·ccol'dcd in English. 

All questionnaires were completely anonymous and confidential -- no information was collected 

which could l ink respon:>t:S t1:, a specific individual. Accordingly, interviews were conducted under 

Lacit cunscnt. Participation was st.rictly voluntary . No coercive language was used with inc.lividuals 

who declined to participate. All participants wcrc vcrba1 1y infonned that they could terminate the 

survey process at any time without any negative con::;c1.1uc11ccs . Tn addition, all participants had thc 

option of declining to answer any question in the survey_ 

Pinal EvnlW1tion Report Page 8 
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3.3 Data Collection - Depth lnterview Protocol 

The purpose of the depth interviews wati to gather opinions and impressions on the impact and 

effectiveness of the campaign from select individuals in the gay and bisc:irnal community. 

3. 3. l Key Informant Selea:ion 

The selection of key informant interviewees was arranged in consultation with GMHC. A. l ist of 

more than 40 individuals was compiled .  Potential imerviewees included comrnunit.y leaders , 

HIV/AIDS activists, HIV/AIDS prevention specialists , outreach and health workers. local venue 

owners, and sex club managers . Key informant selection was not limited to professionals working 
in HIV/ AIDS research . 

From the original list, 2 1  individuals were contacted . The following individuals were contacted 

but were not familiar with the campaign : Jose Cruz, Frances Kunreuther, Dr. Birgit Pols, Dr. 

Alex Carballo, Tokes Osuhu, and Jeff Haskins . 

Final selection of key informants was based on involvement with HIV prevention and community 

issues, familiarity with the campaign, and willingness and/or availability to be interviewed. 

Twelve interviews were subsequently arranged and conducted in New York City February 12-14, 
l 996. [Please refer to Appendix D for a sunuuary list of lhe k.ey infonuailL'i . ]  

3.3.2 Informed Com·ent 

All  interviewees received a consent form which outlined the purpose and nature of the interview. 

In particular, the consent fonn slated lhal: 1) the interview would b1.: audiolapcd for purposes of 

data analysis and, 2) cornm1::nt!:I from the.: inwrview could become public information Uuough 

illlcrnal reporting and/or published work. [See Appendlx E for the informed consent.}  

The consenl proviut.lu int�rvi�w�es with tht: option of r�mainin� completely anonymous, if 

desired. Accordingly, an informant's identity would not be linked with any conunents expressed 

during the interview. Two of the interviewees chose to remain anonymous . 

Floa\ Eval\iatiou Report. Page 9 
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3.3 .3 Interview Guide 
The depth interviews followed a structured interview guide. Each informant was asked a similar 

set of questions although question order. sometimes varied . This type of structured format 

facilitates comparison and presentation , [See Appendix F for the complete interview guide.] 

3.4 Data Processing 

3. 4. 1  Data Entry and CodinR 

Based on a ten percent sample of the data, a coding scheme was devised. Data from the 
questionnaires were coded and entered in spreadsheet format using EXCEL, Version 4 by an · 

independent data entry person. Interview notes and tapes from the depth interv iews were reviewed 

and analyzed. These findings are summarized in the Results - Depth Interviews section . 

3. 4.2 Data Analysis 

Data analysis was conducted using PC S/\S , Version 6.06. .a statistical software package.  The 

analysis includes descriptive statistics including univariate analyses reporting measures of 

distribution and dispersion. Bivariate analyses examine subgroup comparisons and measures of 

association. Correlations between exposure, recall, comprehension, and affect with awareness, 
attitudes, and bchaviors provide information suggestive of campaign impact and effectiveness . 

All stalistics art ruuml.trJ tu tht rn:mrtst ttmth, (i .e .  unt utcimal poinL) Most findings are 

p1·cscntt:<l as per1;t:ntagt:s uf tht: tutal ::sample to facili tate interpretation. Descriptive statistics and 

other study findings are presented in the following section, Result:; - Intercept Interviews. 

�SAS f'mc:ed1u-es Guide jCJr Penwr1al Compwsrs, V!!!nlon 6,0, Third Etliliun, (1990) . 
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Results - Intercept Interviews 

4.1 Demographic �ofile of the Sample 

The sample of 150 intercept interview$ includes a diverse group,  representative of many different 

contingents residing in the New York City boroughs . 

The majority of respondents identified their sexual orientation as gay while 1 4  % identified 

themselves as bisexual . Only three individuals identified themselves as "Queer . " Two percent of 

the sample did not answer this question or did not identify with any of the three labels. 

Table 4. 1 :  Se::ru!l.J Orient.11.tion 

Gay 82%. 

Bisexual 14% 

Queor 2% 

•tn1Ssmg or  no answer = " 

The majority of respondents were resid1mts of New York City . The sample included individuals 

residing in New Jersey , San Francisco, Washington D .C . ,  Bermuda, Hong Kong, and Colombia. 

Table 4.2: R.cMidcnr:e 

New Yotk City Burrough� (including Midtown 
East Villaso, West Viltase , Waltstreet, Uptown) 75.2% 

Queens/Brooklyn 13 .4% 

Out!!ide New York City (within New Yorlc !ita.te) 4.7% 

Outsid� New York state 6.7% 

. aussmg or no answer -.. 

�inal Evaluatinn Rcrmt Page 1 1  



GMHC HN Prevention Campaign 

The average age of the respondent was 34 years old (std . deviation: 9 . 12 ) ;  the median, 32 years 

old, and the mode/ 29 years o ld. As shown in Tab le 4 .3 ,  nearly three quarters of the sample 

were hetween the a�es Qf 20 and 39.  

Ta.hie 4 .3 :  Age Distribution 

Under 19 year� 

20 - 29 years 

30.39 years 

40-49 years 

50, and oldl;!r 

2. 1 %  

33.6% 

40.0% 

17.9% 

6.4% 

Most respondents were well educated -- more than 85 % of the sample has some college 

education. This finding is consistent with high educational levels seen in the general say/bisexual 

population. Table 4.4 provides a detailed breakdown of educational attainment in the sample. 

Table 4.4: Educational Background 

No High School 0.7% 

Some High School 2.7% 

High School Degree 12.0% 

Some College 25.3% 

College Degree 42.0% 

Some Postgraduate 5 .3% 

Postgraduate Degree 12.3% 

1The mode refers to the most frequently reported re.�pnnAe. 

Final Evaluation Report Page 12 
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The racial/ethnic distribution of the sample approximates the racial/ethnic diversity of the 

gay/biscirnal community in greater New York City. The "other " category includes individuals 

self- identified a-, Cuban, Indian, European, Arab, Caribbean, and Native American descent .  

Table 4 . 5 ;  Ritce/Etluticity 

CuuCilsian 48.7% 

African Ami:rican 11 .3% 

Latino/H ispailic 23 .3% 

Asian 9.3% 

Other 7.3 % 

4.2 Risk Behaviors 

4.2. l Alcohol Consumption 

The average number of alcoholic beverages consumed on a typical week night out, where a drink 

is defined as one beer, one glass of wine, one shot, or one mixed drink, was 2 .5  (std . deviation: 

3 .5) . On a typical weekend night out, the average number of alcoholic beverages consumed was 

4.2 (std . deviation: 3 .9).8 The range of alcohol consumption on week nights was O to 30 drinks 

and on weekend nights , 0 to 20 drinks . 

For purposes of analysis, the sample was classified into light versus heavy drinkers ,  where light 

drinkers are defined as those consuming less than 4 drinks and heavy drinkers are defined as 

those consuming ,1 or more drinks. On week nis;hts out, 24 percent of the sample were heavy 

drinkers while un wt:ekend nighlS ouL, 49 percent were heavy drinkers . 

8[t should be not�d that �clf-rcportc.d measures ut ul,,;uL.ul ooui11,1mption have an implicit margin of error. It is not 
clear, however, whether the�e figure� unden-epurt ur uvc�t•01t. i\Otnal i::,ml:11111ption . 

Fi.n.111 Evulu11tion Report Page 1 3  
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4.2. 2 Drug Use 

Overal l ,  22 percent of the respondents in the sample reported that they use drugs on a typical 

week n ight out. The drug of choice was marijuana for 12 percent and cocaine for 6,7 pcr1,;1:nt. 

On ly a handful of individuals reported usin£ speed, ecstasy, special k and other drugs . 

On a typical we�kend night out, one third of the sample reported using one vr more drugs . 

Among this subset,, 1 5  .3 percent reported usin� marijuana, 1 3  percent. cocaine, 7 .3 percent 

poppers, and , between 1 and 4 percent speed, ecstasy, special k or other drugs. 

4.2.3 Sex.ually Transmitted Diseases 
S ixty percent of the sample reported no history of sexually transmitted diseases. The n:maining 

forty percenr. reporting having had one or more sexually transmitted discaBc including syphi l i:s ,  

gonori:hea, or  '\)ther std, " such as herpes. Given the social stigma of  sexually transmitted 

dbieases , it is possible that this figure underreports the actual prevalence of sexually transmitted 

diseases in this population. 

4.2. 4 Alcohol/Drug Use and Sexual Behaviorr 
Respondents were asked to estimate bow often they have had sex during the past year while under 

the influence of alcohol and/or drugs . Research has shown that d111gs, including alcohol, 

negatively affect judgment with rega1'd tu sexual behavior, potentially incn:;a:,iug Lhe risk of 

engag ing in unprotected sex and consequently, HlY iufoction. As shuwn in Table 4 .6, the 

majority of the sample im.licated that during the past year, they had "vel'y l'al'dy" ur "n�ver" had 

sex while under the influence of alcohol or drugs. Less than one quarter of the sample indicalcu 

having sex. while under the influence of alcohol or drugs half, or more than half, of the Lim«:. 

Tahlo 4.6: 

nnri11e thPi pM;t yi:ur. huw uflcn have yo\l had unprotected anal intero.:iui"�o;,? 

Always Very Often Half the Time Vccy Rarely Neve1· 

2. 1 %  4.8% 18.7% :3S .6 %  37.7% 

*not 11pplicablc - l 
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4. 2.5 Condom Use 

Approximately 60 percent of the sample reported that they use condoms and insisL their partners 

use condoms . Between four and five percent of the sample reported never using condoms or never 

insisting that their partner use :-1 condom. In addition , 60 percent of the sample reponed 

experiencing condom breakage during the past year . 

Table 4. 7: Coudom URc 

Frequency Persall.Ill Pllrtner 
Condom Use* C ondom Use** 

Always 61 .6% 64.4% 

Usually 1 7 . 8 %  1 1 .0% 

Soni�\.imes 6.8% 4 .8% 

Never 4. 1 %  4.8% 
not app 1ca 

**not 1pplicable = 22 

4. 2. 6 Unsafe Sexual Behavior 

Respondents were asked whether they had unprotected anal sex during the pa.st year.  A:i per Table 

4.8, 13 .3  percent of the sample report1;id having unprotected anal sex as a receptive partner during 

the past year. 

Final Evaluation Report 

Table 4.8: 
During the past yeat, have you bad 

11nprotected artAI 11cx as a receptive partner? 

No 84% 

Yes 13 .3% 

No Answer 2.6% 

Page 15 
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As  a follow-up to this question, the subgroup answering "yes " was asked how often they engaged 

in unprotected anal intercourse. Table 4.9 summariz�s these results , 

Very Often 

19% 

Tabk � .9 :  

During the p!i.ql year. how often have )NU 

bad unprotecre.d n11al intercouni:? 

Half the Time Rllrcly l Time Or1ly 

10 % 52 % 19% 

*sample size "' 21  

4. 2. 7 Subgroup D([ferences 

Comparisons on the demographics and habits of this subset (i . e .  those with an unsafe sexual 

history during the past year) with the rest of the sample revealed little difference in terms of age, 

race, sexual orientation, and educational attainment. This subgroup had similar alcohol and dnig 

use habits and s imilar sexually transmitted disease histories compared to the total sample, 

differing by not more than 5 percentage point<; . 

Condom use among this subgroup , M compared to the total sample, was substantially lower . Only 

20 percent indicated they "always" use condoms as compared to 62 percent in the total sample. In 

contrast, 75 percent of this subgroup "usually or "sometimes " use condoms as opposed to 25 

percent of the total sample. When referring to partner's condom use, similar responses were 

noted: 25 % of the subgroup versus 64 % of the total sampl,,; "always " insist their partner use a 

condom while 55 % of the subgroup versus 1 5% of the total sample "som�limcs" or "usual ly 11 

insisl lhei r  partner use a. condom. 

Page 16 
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4.3 HIV-Related Issues 

4. 3. l HIV Testing 
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Seventy-eight percent of the sample reported that they had been tested for IIIV . Among the 20 

percent who had not been tested, 80 percent indicated that they planned to get tested in the futul'e. 

The most common reason cited by respondents for not having bcrn tested was that they did not 

feel they were at risk of getting HIV (34.5 %). Approxin1ately one third of the sample stated Lhat 

there WM "No reason " they had not been tested. Other reasons cited included fear, personal 

preference, and the lack of a known cure for AIDS.  

Table 4. 10: 

HIV Seroscaiu.� Testing 

Tested 78% 

Not tested 20.7% 

No answer 1 .3% 

4. 3.2 HIV Serostatuss 

Of those who had been tested for HIV , 78 percent were IIIV negative, 20 percent HIV positive, 

and 2 percent <;lid not know their HIV serostatus. There was a noticeable trend between HIV 

status and age - older age groups had higher proportions of individuals with HIV positive status. 

final Evaluation Report 

'rable 4 . 1 1 :  

HIV Serostarus 

Positive 20% 

Neg11,tivc 78% 

No lll)SWer 2% 

Page 17 
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Among those who tested HIV negative , 88 percent indicated they intended to get tested again in 

the future . The remaining 1 2  percent cited no need , fear, and the lack of a known cure as rea::;uns 

for not getting tested in tht: future . 

4. 3. 3 Perceived Risk 
All HIV negative respondents were asked to rate their level of personal l"isk of getting HIV in the 

future, based on their present lifestyle. Interestingly, none of the respondents believed lhal they 

were "greatly at risk" of getting HIV in the future. As noted in Table 4. 1 2 , the bulk of 

respondentq fel l  into the "not very much at risk" category . 

Final Evaluation Report 

Tabl� 4. 12: 

With yow- pre.�mt lifestyle. how al ri,:lc cln you 

believe you are of getting HTV in the future'! 

Greatly ae Risk: 0.0% 

Quite a lot at RM� 4.9% 

Not very much at Risk 77.2% 

Not at Risk at All 17.9% 

ne 123 . u,clu,1vc of HIV aegativt rcHpnndent.,; 
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4.4 Campaign Reach 
In a.i;;certaining a campaign's success, it is critical to determine whether or not the target audience 
was exposed to the campaign. Without sufficient exposure, a campaign wil l  not have the 
opportunity to achieve its intended communication objectives. 
In greater New Yot·k C ity, the campaign had very gn<Jd reach. Among the !>&mplc, 7 1 .3 percent 
indicated they re.c.:al led seeing messages po!>ti:d in bathrooms . Excluding all respondents not 
res iding in New York state, the reach of the campaign increased to 76.5 percent. 

Te.blc 4 .13 :  

Have you seen BDY posters in bathrooms? 

71 .3% 
No 27. 3% 

�ssu,g data • 2 
4.5 Campaign Recall 

4.5. 1 Recall • Unprompted 

Unprompted recall refers to the percentage of the sample able to freely recall and dc5cribc a 
minimum of one poster from the campaign. The proportion of a sample able to describe a poster, 
in soroe respects, is a proxy measure of the campaign's overall impact. Given the tremenduus 
amount of information directed at the public, remembering and recounting a message is a notable 
achievement of a campaign. 
Accordingly, respondents were asked to descrih� any poster(s) they could recall seeing in a black 
frame in bathrooms. Of those who responded "yes " (7 1.3%), approxhnat�ly 8 uut uf 10 could 
successfully recall at least one poster without assistance. Thus, unprompted recall rate of the 
campaign was 58 percent. On average, respondents could recall one posLCr . Niue percent cuuld 
actually describe three 01· more posters from the campaign. [Refer to Table 4.14 fol' this 
breakdown.) 
PinAI F.v�Juntiou Ri,,urt Page 19 
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Table 4. 14: 

Numbel" or Posters Re�al1cd - l lop.romplcd 

1 Poster 2 Posters 3 Po11tcrs 4 Posters S Post=rs 

55 .2 %  35.6% S .7% 1 . 1 % 2.2% 

*sample size = 87 

4.5.2 Unprompted Recall by Poster 

Table 4.15 provides a breakdown of which posters where recalled. The first culumn refers to 
tho�e recalled without assistance. The posters that were recalled mo1>t often were M6 

(Tape/English) and M3 (Young Man/English) . 

Table 4. 1 5 :  

Re.call, By Individual Message 

Percent Recalling l Pere.em Recalling ! Display Poim i i 
Poster II Pn�t.er • Unprompted j Postor - Proinpted i Breakdown 

! l (Description) 
1 

(n-=87) j (11- l 19) i (@ venuee) 
'PHI tl I t t I ·· · t i · 1 · . t f 1 . . . 

Ml(I'm PoHit.ive) j 19.5 % 1
1 

36,9% ! I � . 9% 
j I ! I , 

1 ... I . . ._,,_ out ' t • 
,. ". • , 

·-: .::�;.a;o�li•h) -+•••••• ,:�,:• ••• - -+• •••••»••• ::::••••••••·••••· l ··· :;: • 
... ��·��·:� .. ����; ................ _ ... \" ................ ��·.·�·� ................. r ............... ��·

.
·��- .. ..... T ............. �·;:�·;··--·· · .... .. • I I • , • ..., • • • • tN•• •• U••••·•--•••·•·•· .. •••••• u,o,,, •••• ••••••• l ,, , , •••••, ,, ...... ,,, .. ,,,,,, ,, ,, , , , , , •• o, ... •••i• ,, •• • •••• •••••••••...,•••• .. •••••no,,, .. ,u •• • •"t••••••••''"·••·•• , .... ,.,., ..... ,., ....... , .. , • •- •• • 

MS (Three Guys) l 27.6% ! 32.. 8% l 15.2% • I I I ....... ................................ ,u ............. J ................................................ ; ...... ................. ......................... I. .. .... . .......................... . 
M6 (T11.pe/lfoglish) !I :34.4% i 3 1 .9% j 9,4% 

1 - . ,.,;., ...... _.. .. ••·u1, 1 1 ...... u••••• .. • .. • .. • ........ \.,i• •••••••• ..................... ,.,o,0,.,.,,.,.,,,,, . . . . .............. ........... ",.'"'uou■1uou, ;••·•·• •-••-•••••••·-- •••••••••••• 
M7(fape/Sponi.sh) ! 8.0% ! 7.6% j 1.8% 

•-•no,00110,u,.,.,0,,uuu•• .... •• • • • ••• •---uu,,! 1 1 • •nnuuu101hn· .. , 0a  .. ••h .. •• .. •••• ........ i, .. &<0 ............ .. ,.,,uuu111,u,, .. , .... , , 1 ............................... u.uluu-• ' • I 
M8 (Negative Couple) l 3.5% I 16.8% II 7.2% 

I I •• . .,. . ... . ............. o ....... .., ...... �-. . ....................... ,uu•·• .... ••• .. .. i... . t , ......... , •• • . • • • 1 . . . • .. . 
M9 (YulWl!, M"D/Sp&111.sh) I 2.3% I 5.0% l 7:z.% 

•••u •1 •• •• .. ••• ••••••••· .. ••••••••••••••• .. h••••••• ••••,••· •'""·�•�·-•io••••tt•• 1t••••••••••••• .... ••••••,:•---•-"--........ ..... . . . . . . . . . . ......... , ••• -•••·•• •••
; 

.. •-•·•••••• ........ uuu1 1111••••••••• 

M I O  (L)llipup) I 11.5% I 24.4% j 8.5 % 
! ! I 

tO\llla10s error re:mllcd m total \IUO,;:r lW. 'fo 
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The third column of Tab le 4. 1 5  indicates how often each poster was displayetl at vt:nue s ites 

relative tn the other posters in the series. If poster distribution had been uniform, all cell� wuulu 

equal 1 0.0% . Thus ,  while M3 was the most widely d istributed poster in the campai�n, M6 was 

the most memorable .  Conversely, while M2 and MlO had fair distribution, uupr.umpted recall of 

tht!se posters was below what one might have expected. 

4. 5.3 Recognition 

After requesting respondents to freely recall posters from the campaign, the interviewer displayed 

each poster to the respondent and inqui.re.d whether they recognized it (i . e. , had seen it before) . 

Using this t.echnique of assisted (prompted) recall , 79 percent of the sample recognized at least 

one poster from the campaign. On average,  respondent.� recognized t\vo posters (std. deviation, 

1 .9) with a range of O to 9 posters . 

The most recognized posters of the campaign were l\'13 (Young Man/English), Ml (I'm 

Positive), and MS (Three Guys) . Thus, recognition was strongly linked with distribution -- Lhc:sc 

three posters were the most widely distributed in the campaign . The Spanish posters had the 

lowest recall rates which may be a function of the sample, the interview site selection, poster 

distribution, or pupularity of the posters themselves . 

4. 5. 4 Total Recall 

The total nurnber uf posters identified, unassisted and vi:sually prompted combined, on average 

was three pastel's (:$t<l . deviation, 2 .0) . The breakuown of the "total number of posters positively 

identified" is p1·cs1.:nti.:tl in Table 4. 1 6. 

Toral Number of Posteis ldi:uti.fo:i.l 

l Poster 2 l'oRtcr$ 3 Post,;n; 4 Posters 5 - 9 Poisl1;11'lj 

32.!!% 27 .7% 13 .4% 6.8% 19. 3 %  

•srunrile Rl:r.c - 1 I Q  

Final l1v11l111nion llep•)rt Page 2 1  
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In sum, the posters positively identified by the largest segment of the sample were 1"0 (Young 

Man/English) . M6 (Tape/English) and MS (Three Guys) . The c�act proporLion of the: sample 

recall ing each poster is presented in Table '1 . 17 . 

Table 4. 17: Tomi Recall , Ry Individual Mts�11.gc 

Po�tcr #/(Description) Recall"' 

, .... , ... . . . . . . . . -...... .... ................. ............ .. i····-•"""• ............................ .. 
Ml(l'm Positivc) ! 45 .2% 

. . ..................................................... ..... 1 ........................................ , ... 
M2 tMother) l 31 .9% 

I 
tOo o;o,,.,,,,,· .• •••••u••••••••oooooo,u•Uuououu,,1, 0 ,  lo u ,oh ... ..,.�,..,. .... _.., ..... ,�, , .... , .. ,u,,,,,,,  

M:3 (Young Mllll/English) ! (,(LO% 
•••••••• • • • • • • • • • • • • ••• .... • • •• •••••• .. • • • • • • • • • • •••••••••••t• .. • .. ••••••,.,. ............ .. u,,,,,,,,,,,, 

M4 (Get Fucked) I 32.6% 
.. ................................. , ..................... 1 ................................. . ....... .. . 

MS (Three Guys) 46.7% 
.... . ............. . . . . ...................... . .. . . . . . , ..... j .......................................... .. 

M6 (Tape/Engliiih) ! 50.3% 
I • 

tt·1 u 1 1 u tou11u,uou 1 u o l 1 0 , , , ,.�u ........... •u·uu • .. •• • • •i .. • • •  .. • • • • • • • • • • • • • • --- • • . ••••••••• .. ••••u• 

M7(Tape/Spanish) i ! 
i 

1uuu1.,1 ............ uu,,._ .. ... .... ....... .......... •••••••••nE,, , ,,.,, ,,,,.,,,..,,,,,,,,, . .,,,,,,,,,,,,,,,, 

MS (Negative Couple) ! 17.0% 
....... . . . . . . . . . ............................................. j .... , . , .. . . . . . . . . . . . ............ . ........... . 

M9 (Young Man/Spa.niRh) I 5 .9% 
..,,u. , ....... ,.,_ •...•....•.•.....•. , .............. , ....... , ............................................... . 

MlO (Lollipop) 21 .5 % 

• 1 ws percent11.1:c 1l'I tl/1.�l!<t onty on IIJP. mu:y UlCI�- WM snw rhe Cllrnpl\ign . 

An analysis of who recognized the posters along racial/ethnic lines revealed interesting findings . 

Ml (I'm positive) was recognized by a higher proportion of African Americans; M2 (Mother) 

and MS (Three Guy�) wcn; rci:ognized by a higher proportion of Asians; and, M3 (Young 

Man/English) was n.:cugnize::-.1 by a higher proportion of Whites , as compared to other 

racial/ethnic groups. 

These differences may be attributable either to distribution or to tlle perception process. For 

example, it is often argued that individuals process visual information when it is perceived to be 
specifically addressed to them. As in lhe Ca.tit: of M l  am.l M3 , the moucls may be perceived tu bt: 

directed at African American and While audiences, respectively . 

Fino.l Evo.luation Report Pa,c 22 
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4.5. 6 Frequency of Exprm.1.re 

y of exposure. As shown in Table 4 . 1 8 ,  Overall . the campaign demonstrated impre$sive frcquenc 

over half of the respondents saw the postets once or mor 

however, is undoubted ly associated with how often a per 

·e ea\;h week. Frequ�m:y of exposure, 

son goes out LO a bar, dance club , �tc . 

Table 4 . 18 :  How often do yuu -�ee these posters? 

More than once a we�k 3 1 . 3 %  

About on� a week. 22.4% 

Once every two weeks 17 .9% 

Once a month 16.4% 

Once every 2 Lo 3 month.� 9 .0% 

3 .0% 

ians reported seeing the postets most Creating a scale using the categories in Tahlc 4. 18,9 As 

frequently , followed by African Americans, Whites, and lastly , Latino rcspondenLs . 

orrclated with the total number of pusttrs Frequency of exposure to the campaign was positively c 

recalled (r= .47 , p < .0001). As one might expect, the m 

more total posters an individual was able to recognize fr 

ore often the campaign was seen, the 

om the campaign. 

Lastly, heavy "week night drinkers " were ml)re likely to 
compared to light drinkers. 10 This relationship may be a 

see the posters at least once a week 
ttributable to the notion thal indiviu.uals 

drinking more on week. nights go out more to the bars and night clubs more frequently than light 

drinkers and, therefore, sec the posters more often. 

°tJJing a six point ,anle b1umd ou lhe cacegorie1 ,hoW!1 in Table 4 . l8 whl:r� l= "more �l OllCQ a w��k." lh� W!::illl 
for each ethnic category Wl!JI c,.laul11ted : Asiu.ns - 4.92, Atric.tll A.inerica.n�- 4.R,  Whit"' 4,36, iwu Lw.inos== 3.93) 

10 Amoog heavy drinkers, 58% !IUW lhc poijti:r., at least ooce a week e<)lllp&·1:ll wilh 49% ol' U,c ligm drinkers, 
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4. 5. 7 Who Did Not See the Posters 

Equally  important as assessing who noticed the campaign is to ascertain who did not notice the 

campaign_ In this sample, there were 15 individuals who did not recall seeing posters in the 

bathroom and did not recognize any of the messages when they were displayed before them . 

These individuals tended to be Caucasian with some college education, and an average age of 

40-3 years , somewhat ol<ler than the average age of the total sample. This subgroup tcndi.:J to 

drinlc less alcohol on the weekend than the sample counterparts, but more, on average, on week 

nights . These individuals were primarily from Manhattan although one was from Queens and two 

were from out of state. ln general, this subsample seemed to share many of the same 

characteristics as the total sample. 

Unfortunately, this subgroup is too small to try to draw rea..1sonable conclusions from the data 

about why this group did not see the campaign. There does not appear to be any striking 

differences between this group and the total sample, except for age. Unfortunately, there are 

many unmeasured factors which may explain why this group did not see the campaign . Oue 

theory is that the individual perception process p lays a strong role in determining what visual 

information receives attention. Images, symbols, and language, for example, used in messages 

may "connect" with cerLain segment:; of thll population while leaving othel'S unaffected . 

Pinal Rw1.11w.inn Repol't Page 24 
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4.6 Comprehension 
Assuming exposure has been achieved , comprehension is the next step of the communication 

process. Clearly, understanding the messages is an implicit objective of the campaign. Thus , 

measuring how well the target. audience understands the messages is necessary . 

An accurate assessment of comprehension, however, was complicated by the open-ended format 

used in the survey . While this approach captures the true l.lssence of what respondents perceive is 

the message of a poster, respondents' verbatim responses arc often difficult to categorize. Coding 

individu:ll responses into meaningful categories is rarely clear cut. 

This problem was compounded by the fact that respondents often did not answer the question 

directly . When asked what the message of a poster is, often respondents described the poster 

contents (i . e. "cute model . "), offered an opinion,_ (i.e .  "I think it3 good. ") or simply alluded to 

the message (i .e. "The message is very clear . ") 

4. 6. I Comprehension by Po.rter 
To ease interpretation, responses were lumped together into three categories as presented in Table 

4. 1 8 .  The first column includes a tally of l'esponses pertaining to the tag line or the main copy of 

the poster . The second column indudes a tally of responses pertaining to the generic messages : 1 

use condums, 2) Practice safe sex . The third column is a catchall column which includes the 

following rniscellaneous responses: bon 't know, Can't remember, or Don't u11derstru.1d Spanish o 

English. 

Th1: must wd1 understood poster was clearly M6/M7(Tape). Two thirds of the sample understooc 

this poster to mean thal you should co1u1 1 1unicali:: with your partner about safe sex and your HIV 

stalus . Ml (I'm Positive) aml M4 (Get Fucked) also hml notable i.:umpn:hcnsiun kvd�. 

Conversely ,  M3/9 (Yuuug Man/English, Spanish) aml M10 (Lollipop) i.lid uoL achieve high 

comprehension levels among the sample. 

Plnl\1 Evaluation Report Page '2 
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Table 4. 18:  

Mc��a.l,lc Comprehension, By Poster 

l 
Pn�ter II (!)e$<'ription) i -Tbicl::: about u�e Condoms/ Othc.r11 

I I 
[sample size] i ir 

.
. 1 1 -Main C':opy , Pmctice Safe Sex , 

: l : 

ll 11 ! i 
···

�
·
l 
·�;·:I�· 

J>n�itive) 
.. 
l�= �; ) 

.
.
...... . . ....... ........ . . . . . . . . 

54
·

. 7 % 
....

.. . . . . . . . ... 
! 
.. . . . . . . . . . . . . . . 

18. 9 % 
................ 

l 
.. . . . . . . . . ..... 

24, 5
.
% 

.
.
.
.
........... . 

......................................... ••••·•-•••••••••••••••••••i••••••••••••••••••••·•••••• ..... ._ ........... ,-,o�OOO-+O•·•·•••H· .................................... j .......................................... . 
M2 (Mocher) [n= 39l l 41 .0% l 23 .0% ! 35 .9% 

i ; i ................... . . . . .. . i i I I 
M3 Young MQn/Eng.) [n= 74] j 32.5% j 16.2% ! 51.4% 

i : : . . . ��
·-
��:

· 
�eked) 

.
(I\ -

·
:39) 

. . . . . ........... 
r 

...
.
.......... 

53 . 1 % 
..... . . . . . . .

... T 
...... . . . . . . . . . 

] 2
. 
8 % 

..... . . . . . . . . . . . 
1 
.... ... . ..... . . 

3S. 9%

.......... .
. 

I l • ............... ••• • • • • •"•• • • • • • • •u•• .. ••• •• •"• ••••••••••••••j• • • • • • .. • .. •·•••••-•••• ............. j ......... _ ........ ,, ............. , ...... uoj•u .. u•• .. •• • • .... ••••••• .. ••• • • • • •• • • • •  .. 
M.'i ('Ttm..P. Guys) [n=54] : 44

.
5% : 18 .5% l 37 , 1 % 

! . . 
•··•·· • •·•• • • • •··-••• •• • • • • •• • •• ••oooo o o,o • • • • •••••·• •·•••·• • • • • • • • • • • ••'?O .. O ... O ....... H .... , ••••••••• , .... .......... .... . 

; . .. .. . .... .. .. .. .. ........ . . .... .... . . . . . . .. . f,. • •·• • • • • ·•••• .. • · · · • · •• " U "UI0000 .. 00000 

M6 (Tape/English) [n=-56] ; 66. 1 %  l 7.2 % ! 215 7% 

............... ........ ..................... _ ..................... l ................. _ ........................ 1 .......................................... ) .......................................... . 
M7(Tape/Spa.11.i!,h) {11= 13J  ! 69.2% l 23 . 1 %  1 7.7% 

••••• .. •••�-•-•••--••••·••••-... •·••·••••••••••••••u•••· .. •••••••••••l••••••••• .. •••••••••••••••••••••••"" •H�1-.-•-•-•-• .. •·••• .... ••••---••·••·• •-•"-"•••u•u•lu•ou11,,,, ...... ••••••••••••• ... , ,, ..... 
MS (NegMiv,; Couple) [n=22] 1 45 . 5%  I l:Hi% ! 40.9% 
............ ·-··---·······-·· ... · .... · .. ·· ...... ...... ...... i" ........... ........... ....... ............. 1 ... -.......... _., ........................ j ........... . . . . . ........ . . . . . . . -... --... 

M9 (Young Man/Span.) [n- 8] 1 12.5% I 25% l 72.5% 
i i : 

.....
.... . . 

, ..
.
.. .... .... . ......... . . . . . . . . . . . .........

. ....... 1··· ..
.
.
.
...

. ....
. .
......... . . ........... �·j ........

. .
..
. . ...

.
...

. .
.
.....

.. , , , , , , .
.
..... !,

.
, , , ........ . . ........

..... . . . . . . . . . . . .
. 
,
. 

MlO (Lollipop) [n=29] l 20.7% ! 10
.
3 %  j 58 .6% 

! I ! 
Row totals wlllcil do not rum 10 1W%11re due CCI rounding error. 

1 1'rhlwt "bout it. T"Uc s.bout it. Staying Ncgativi;. lt't Not Automo.lv: .
. 

11Main CQpy from Poster, i.e. Ml- I'm PQl!itivc He Wuu'l Get ic From me (To.ke rcsponsihility for safe se;,;) ; M2 • 
Proud Mother (F'amili.,l lovi;/$1.1.ppurt); M3 • HIV is not mcvilJ.Lble; M4 - D01>'t mi."I:. sex &nd dru§.11; MS • Tw cu.r& of 
friends; Can be gay and HlV ne�11tivc; M6 - Cuwwuui��� w\th your partner re: HIV stnrus: sate �e�, Don'� assume 1-!lY 
gmrus; M7 • See M6; M8 - HIV ncg!:ILive wupl� u� to hive 111.fe $ex, too: MIJ - Sec M3: MlO Sta.y rnigati"c, hove fun, 
and be saffi'!. 

ulnctuues lhe iulluwii.:ig re$po11,11:R: 0011'1 know; Can'L rcml.'Ilili�, Dou't w1dersta.o.d Englidi/Splllllllh, (Uld ; Other, 
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4.7 Affective Response 

4. 7. 1 Preference 

Respondents were asked to rank each poster in order of preference from most to least prefern:d . 

Only posters pos itively i<lt:ntit1ed by the interviewee (in the unprompted and prompted sections) 

were ranked. 

The poster nominated most often for first place was M3 (Young M.an/Engli:!!h) , followed by Mt 

(Tap�/English) and a tie for third between M2 (l\,'Iother) and MS (Three Guys) . The poster 

ranking based on a cumulative tally of the first three votes resulted in a similar order : 

1 . M3 (Young Guy /En.:llsh) 

2. M6, (Tape/English) 

3 .  MS (Three Guys) . 

This order demonstrates a strong association between distribution and liking (personal preference 

4. 7. 2 Relevance 

Each poster was given a ranking in terms of its personal relevance. This measure attempted to 

gauge how well the message resonated with the respondent. In other words, was the message 

perceived as imponant and applicable to their personal concerns and issues . 

As shown in Table '1 . 19, MS (Negnth·e Couple) was rnted very or somewhat relevant by the 

highest pcrccntagc uf n:spomlents who had seen this poster, The contentment and commitment 

expressed by the couple in M8 clearly resonates with the gay community. Of all the individuals 

the sample reporting that they saw this pu::1t1.:r. unly two ii1dividuals rated it irrelevant or neutra 

Second and third most relevant were MS (Three Guys) aml M6 (Tape/Eu"Hsh), 1·esi)ectively . 

the case of M5, the image of camaraderie and ftiendship, clearly, struck a chunl wiLh Lhis 

audicrn.:c. Similarly ,  tlu; :scenario presented in MG appears to represent a meaningful and impor-

FWIII Ev11lu11Liun R.cport 
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message considered relevant by the target audience . 
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Table 4. 19: 

Per�o1111I R.elev11nce . Ry lndivid1ml Mes1111.ge 

Po�ter II (De�crit'tio11) 

[n • #  of re�ponrlent�} 

Very/Smnewhat 

'Relev11nt. 

Neutral Ve-ry/Scrme, 

what lrrelevBl.11 

Ml(I'm Positiv,;-) [n= 61] I 54 . 1 %  I 21  4 %  ! ?.4.�% 

....... �.��.�:���; .. ��-:�;; ......... l ........... . �·�:;·�·· .. ··· ..... r .......... ;·�:�·�· .......... T...... ·�·�·:·���········ .. .. 
I I : ............. . . . . . . . .... ........ ........... ········r···· .......................... .... i .................... .... . . . . . . . ..... i . .. ... .. ..... ... ................. .. 

M3 (Y,)ung Mt\ll/English) j 61.0% ! 15 .9% ,
1
• 23.2% 

I l 
l ! ! �=�1 
1 i I 

••••••• ••••••••••••••u•••• ••••••••••• ••••••••••• • • • ••••t•.u•••••••• .. ••...,•••••••••••••••••••1••••••••••••• ·••••••••••••••••u•••·0'!.••••••• • • • • • • • • •••••••••••••••••u, 

I • I 
M4 (G�t Fucked)[n-=16] 1 53. 1  % l 10.2 % i :36.7 %  

......... . . . . . . . ..................... . . ................. !··· ..... ........................ + ........................... . ....... 1········· ......................... . 
MS (Three C'iuy�) !n =4RJ j 77.4% I 9.7% l 1?...Q% 

hlU . . l l l < h oU· • .. • .. ••••--•••• .. ••·•·•• • •• . .  • . .  •--•--•otl••• .. • .................... , ..... ,,., f ........ 0.UUH •• • .. • .. • • • • •••· .. •,� .... ·•••·· •·••••I• . .  •••••·•�••••• • •  

I I I 
M6 (Tape/F.neH!:h)[,1=49] I 7S . 6 %  ! 7 . 7 %  ! 20% 

I I I .............................. ..................... ·-··i···· ................................ ; .... -. ............................. ; ................................. .. 

M7 (Tape/Span.)[n = 14] \ 71 .4% ! 14.3% I 14.3% 
....................................................... ·i··· .............................. ,1 ........................ . . . . . . . . . . .. , .................................. . 

M8 (Negative Couple) j 90.9% ! 4 . 5 %  i 4.S% 
t I . I 

�=ll] ! I ! ·� .............. ............. ................. .. . . . . . . . I .. ······ .... ....................... l ........ _ .......................... I .. ··· .. . . ......... .. .............. . 
M9 (Young Man/Spn11.) ! 37.5% l 37.5% ! 25.0% 

! i ! 
] 

I I ! rn--s I 1 • 
····_;,�•·(l.ollipop) l• -·;,i" ..... , ............ 60�% ........... 1 ....... .  17. ;,. - -- ····t -····· 22. 0% ...... . 

i I : 
T�ows WWCJl ao not l.'Urt\ {() HJO'm aro ctue t.o m11nctme eTTnr 

Again, it is also important to note which posters which did not receive high relevancy ratings by 
the sample. The lowest relevance ranking was accorded to M4 (Get Fucked) followed by M3 

(Voung Man/Spanish) and Ml (I'm Positive) . 

The fact that M4 received many "irrefovant" ratings may indicate that this sample consiutm:i this 
message unnecessary. It is possible that this messo.ge implies heavy drug use which was not 
characteristic of this sampll: baser.I tht=ir rt=spuns� tu llrug ust= questiumL �punr.lt=nt:i in this 
sample also reported relatively low levels of drinking and drug use while having sex. These 
items, however, are difficult to interpret due to a tendency for respondents to give the "soclally 
desirable "  an�wers. Conversely, this low relevance rating n1ay signify denlal of a problem. 
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In addition , ;:i derai led analysis of this data uncovet'ed the following trends; 

- Ml (I'm Positive) receivt:d positive ratings by African Americans more often 

than other racial subgroups .  The fact that the model is an African American male: 
may spur more recognition and engender more positive reactions from African 

Americans . Ml was rated relevant by all HlV positive n.:spondents who saw this 

message 

- M2 (l\1other) received p<Jsitive ratings by Latinos more often than other racial 

subgroups. This finding may be indicative of a strong orientation towards family 

values and respect of female figures within Latin culture . 

- M4 (Get Fucked) received the highest negative ratings (of any poster) by the 20 

to 29 age group relative to other age groups .  However, individuals who reported 

using one or more drugs on week nights or weekend nights were more likely to 

rate M4 "relevant" than non-drug users . 14 

- MS (Negative Coupl�) received the most positive rating (90.9%) and did not 

differ by race or age groups . 

4. 7.3 Offensiveness 

Although the majority of the sample did not find any of the posters "offensive, " eight of the 

posters were considered offensive by  a small number of respondents . M6 (Tape/English) , the 
most 8�xually explicit po3LCr, was offensive to tlve individual:s. 1

� M1 (I'm Positive),  MS (Three 

Guys), 1\.-12 (Mother), M7 (Tape/English) and M9 (Negati-ve Couple) wtm: ctmsidered offensive 

by only one person� M4 (Get Fucked) was rated offom1iv� by two people; and MlO (Lollipop) 

was rated offensive by three indiviuuals . M3/l\,18 (Young Man/English and Spanish) wern not 

considered offensive lu anyone in the sample. 

14&oied nn rypic.cil wcdt night drug use, 64 % of diug u.��rn (i.c: . r1:purtwg use of one or more drugs) rated this message " r&l$vant" comp!ll'ed. t\> 48% percent of the noa-dms u�o:i-�. Wt:ek.tmd druB u.�c revealed slmillll' re.!.1Jlts. 15Pc-ur of the fiv� individwili identifyiui tJ.ilii pl.l�lcr WI offcn�ivc were Ca\1<:asi.An gay men. 
Fina\ Evntuatio11 Rcpon Page 30 
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4.8 Attitude Change 

Respondents were asked to indicate whether the information in the campaign had posiLivdy 

affected their attitudes towards using pi:otection and s1;:xl.1a l  activity. This question was re1,;unled 

using a Lacerate scale, (i .e .  a five point scale from Strongly Agree, Agree, Neutral, Disagree, 

and Strongly Disagree) . Positive and negative responses were combined to facilitate analysis and 

interpretation. 

Af> shown in Table 4 . 20, more than two-thirds of the sample indicated the campaign had 

positively affected their attitudes . Similarly, 64.2 percent believed that the campaign had 

positively influenced other peoples' attitudes. Personal attitude change and perceived attitude 

change by others were significantly correlated (r = ,55, p •0.0001) . 16 

Table 4.20: 

Toe infot'tl'Ultion in the campaign ha.� pn�itivP.ly Affoc.tc.".<l 
• . . . . .  • towards using ptotccticm ,md $e;r;\ull activity . 

Scrongly Agree/ A�ee 

Neutral 

Strongly Disit!ll'cc/Disagree 

YOUR attitudes 

(n= 133) 

68.4% 

24 .8 %  

6.R% 

OTHER people's 

attitudes (n= 134) 

fi4 2% 

34.3% 

1 .4% 
'"Kows w1ucn ao nnl .'lurn rci 1w�� are. Clue to rOwiding error 

The frequency of seeing the campaign [refer to 4. 5. 6 Frequency of Exposure/ was positively 

associaLed with personal and perceived attitude change among u�hcrn (r "" .25, p =0.0041 , and 
r= .23, p-0.0067). In other words, the more ofle11 an im.livi<lual reported s�ing the messages, 
the more likely they were to report personal attitude change or attitude change by others . 

d 16ttere, the II16aEUI'e of :ll;l;0.;1i11tiou b 1kiwcu 11� r, Um �umplc coTTcl11tion coefficient, ala\l referred to aa Pearson's pri, uct-moment c�rrelation, wh.l�h e�twwle� lrue cu1Tclalion. 
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4.9 Awareness 
Awareness of the link between alcohol and drug use with unsafe sexual activity was explored 

using the same type of scale . As shown in Table 4.2 1 , 54 percent of the sample agreed with the 

statement that their awareness of the link between alcohol and/or drug use and unsafe sexual 

behaviors had increased . 

While this statistic is slightly lower that those reported for attitude change, it is possible that this 

differential reflects an existing high aw4reness level among thi:; population. Consequently, there is 

less room for improvement. In addition, the slightly higher rating with regard to other people's 

awareness suggests that respondents may feel that awareness levels ()f other: people are not as high 

as their own . 

4.10 Behavior 

Tab!� 4 .21 :  

The infon:Illltion in the camp&.ign irtL-rca.�ed • . . . . . . • I\WRreness 

of the link between alcnho\/drug, \lse Lind �exual activity . 

Strongly A,gee/ Agree 

Neutral 

Strongly DUlllgrec/DisaiI'cc 

YOUR awareness 

(n- 133) 

55 .2% 

32.8% 

1 1 .9% 

OTHER people' 11 ll.Wll!'cncN,q 

(n= 134) 

58 .2% 

34. 3 %  

1.5 % 

As shown in Table 4.22, 72 percent of the sample agreed that the campaign had influenced them 

to practice safer sex behuviors more often. A similar percentage (73 . 1  % ) believed the campaign 

had influenced other people's behaviors. It is interesting to noLe that the self-t·eported behavim 

measure was higher than the attitudinal and awareness measures . 

Pinal Evaluation Report Pagt, 32 



• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
II 

II 

• 
• 
• 

FRIJM EDUCAT I rnlAL MES:3ACiE :3ER1) I CE PHIJrlE f lO .  805 643 '3555 

GMHC H.lV Prevention Cnmpaig,1 

Table 4.22: 
The iu.farmation ill che CHmpaign influ!'e!lce.d ' '  . . . . .  • 

to practice safer sex beh.llviots more oft.en . 

Stro111i1ly Agree/ AKCi:c 

Neut.al 

Strongly Dilill.irce/Disagree 

YOU 
(rt= 130) 

77..'.:\% 

20.0% 

7 .7% 

OTHER people 
(n= 130) 

73 . 1 %  

25.4% 

1 .6% 

Personal behavior change was highly correlated with personal attitude and awareness changes 

(r "" .58, p =0.000 1 ,  r = .47 ,  p =0.000 1 ,  respectively .) Thus, those who believed that the campaign 

had intlt1enced their attitudes and awareness.  were more likely to report behavior change as well. 

4.11 Discussion 

Aside from self-reported attitudinal and behavioral change, another measure of campaign impact 
relates. to whether the messages stimulated interpersonal discussion. Accordingly, respondents 

were asked if they had discussed the campaign or the messages with anyone (or if anybody had 

initiated a conversation with them.) 

Approximately one in six respondent� who saw the campaign reported that they discussed it with 

someone else, Whites were the most likely group to report having had a discussion. Less than 10 

percent of the Asian and Latino respondents answered this question in the affirmative. Moreover, 

none of the Spani8h-speaking respondents rcponed that they had discus::1crJ ihc campaign. 

Education was positively associated with <liscw;sion -- less than 5 percent of the respondents with 

a high school degree or less had discussed Lht: campaign. Typically. the topic of conversation 
concerned the message or images in the campaign. M6 (Tape/Ellglish) wa::; lhe mosL frequently 
discusacd poster . 
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4.12 Improvements 
The la,;t. question of the survey provided respondents with the opportunity to offor suggestions on 

ways to improve individual messages . General comments and/or suggestions regarding th� 

campaign were solicited and recorded at this time a.-1 well . Interviewers were instru1,:tcu tu probe 

and encourage respondents to reply. All comments were recorded using the respomknt's language 

in order to maintain the integrity of the original sentiment. [Sec Appendix G for the transcr iption 

of comments . ]  Th i$ section summarizes the respondent:;' comments . 

4. 12. 1 Reflections 
Towards the end of a survey, respondents are more likely to suffer from "respondent fatigue , " 17  

thus , it is noteworthy that 88.6 percent of the sample provided some verbal feedbac.k. The 

commMts included a wide range of feedback on the campaign. Many individuaJ.s simply ::;t.atr:ll, 

"No improvements . "  Praise and appreciation of the campaign theme was voiced by a number of 

individuals . 

Do the right thing hy someone else, be honest and talk about staying safe. Seems 
to be the message of it all an.d that 's 9rear. 

[37 year old, NHtive American, gay man from Staten Island] 

Other comments offered concrete suggestions on ways to improve the messages and/or del ivery 

system. In sum, three percent stated that the posters shoulu be bigger and six percent felt they 
should bi! more direct and/or more explicit. 

Make them bigger - we 're drunk whi:n we see them. This is Nl'C - you've got lu be 

more severe, more shocking, tu wake them up. t29 year old, Latino, gay man 

from Manhattan l 

17Typically. toward� the 1#.0.U ot 11 Hurvcy, rc11pondcnt.s are anxious to finish and, con�cquently, lllil,y be less likely to 
b1� forthcoming with opinious and feooba.ck. 
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Five perc��nt nf the samp k stared that they fe lt the campaign was tno m:gativc or UlliUtr�ctiw. t, i . i.: .  

the photography was t.Jnappeal ing) . 

. . . needs to be more posirively direct cind less ne;?ativr:. Don 't like tlzr: orcingcy reJ 

\Vith the hlc11'k und whire photographs. 

[47 year old. Cauc;is ian gay man from Manhattan] 

Similarly , five percent believed the images are too dark and that color shuuld be used . 

Its Izard to ree all the \.i'ords i,1 rhe bathroom cause they 'rl: so dark. Tltey 're nice 

posters though. [34 year old, Caucasian gay nian from the East Villagel 

Color photography would be nicer. Seems to be an effective campai;?n if those vvho 

see the. posters take t/tl;! messaie b,ick ro the bedroom. 

(42 year old . Spanish-speaking, Caucasian gay man .from the Wc::;t Vi llage] 

Three percent believed that morti normal body types and faces should be used in the messages . 

Do ugly men or mett with bad bodies have sex ?  Not a bad body in the bunch. 

[30 year old . Caucasian, gay man from the w�st Village] 

The use of models from various racial and ethnic backgrounds in the messages drew particular 

notice, hoth positive and negacive. In particular, three p�rctlnt of the sample nu:ntioncd the lack 1>l' 

Asian modt!ls in thi:: messages . 

Why is l!veryon.e a ma12 of color in this picture ? 

( 1 9 ye}\r old , Spanish-speaking. African American, bisexual man from the Bronx] 

Nobody dMs cmything for tht: ;h-iun cummunity. 

f3 1 year old . Spanish spi.:aking Asian gay man fron, M id town . I 
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Why do mosr of these posters seem tu be of Blacks wid llispanics? �lttlilt: gup· .rti/f 

get AIDS o.n,/ V.'hite Httys ,lre .rtill. dying . �hat 's going on ? 
[34 year old. Cauca$ i Hn ,  gay man from Manhattan] 

lhe appropriatcnc�s of the mi:ssage d�l ivt!ry sy:,tl!m was commcndi,;d by ma11y inuiviuuals . 

Just to he in a bar si1uatio11 and .1·,u1 these powcrs it made mr: take a coupfo- of 

steps hack and calm myself dm,..,n . . . .  to see it {in/ yourj,c<:e it keeps it in your 

mind. It reminds you. 
[34 year old , A frican American bisexual man from Brooklyn] 

• Four percent of the sample explic.:itl y  sta.tt!d thar the campaign �hnulu i:ontinue . 

• Keep going with the campaign and getting "in your face. " 'fltis is the .first 

campaign l 've. seen from GMHC thM affected me. 

(30 year old, C.11ucasian gay/queer man from the West Vi llage] 

Overall, its in rlze rislu diret:tion. 'fl1is should continue. Thr:rr: are a lot of people 

ignoring these things. The c,impaign is ·well worth it. I wouldn 't want to inf�a 

anybody mysl?/f ft means a lot to me ro see this. 

[42 year nld . African American b isexual man from Brooklynl 

4. 12.2 Concluding Remarks 

Whi le th� above comments were expressed by a relatively smal l percentage of the samp le, it is 

nottworthy that they are repeated hy more than one inc.liviuuul in a sample of I SO.  
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Results - Depth Interviews 

5. l Key Informants 

F.levt!n interviews were <.:unducced with key informants during ['ebruary , 1 996 . A lthough twdvc 

interv iews we.re �.:hedult!d. two ind ividuals uid not show up for the imcrview and nnc: i ndiv idual 

servt!d as a rnplacemcnt. 

In selecting the ten informants, individuals reprt;,:senting different rac.:c.:s/cthnicitie:., p rofo::;:;ion,tl 

orient;itions , and viewpointS wf;!re sought. Tht;, key informams rcpr1.:scntcd the following 

ethnicities : Latino (4), African American (3) ,  Caucasian (3), and Native American ( 1 ) .  Three of 

the informants identified them:selves as HIV pos itive . Profess ional l y ,  the.: informants were involvcJ 

in private AIDS organizations, the government, the medical field ,  anc.l other pl'ivate emerpri�r;s . 

S .2 Interview Guide 

The interview guide included che following topics ;  

- general reaction�, 

- the message delivery system, 
- messagt! themes, images, and copy (text) , 

- ideas for future themes, 

- praise and criticism, 
- future of the campaign . 

The impressions and ideas exprnssed during the eleven hours of interviews have bc1.:n ana.lyzc<l 

and disti l l1;d in rhis section. Overall, the scope and depth of the informants' opinions retlect that 

the campaign i.:aptlll'ed much attention and generated much thought in the gay artd his�xual 

community. Direct quotl;!:s from the interviews are used to cnham:u the credibi l ity of the findings 

i'.lm.1 facil itate an unJ1.:n1tanuing of the views expressed during the interviews. To ensure fair 
represc1natiun uf al l  informants, a minimum of two quotes from each interv iew is reproductd . To 

protect those individuals whn requcsLcd annny miLy , al l quolc::. an.: n..:purl(.:U a11011ymou:sly . 
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5.3. Findings 

5. 3. l General Reaction.I 

Gc:neral impress ions of thl! campaii;n emanatl;!d from p�rsonal ret1�ctiun and dialugm: wirh 

prnfess ional col ll!agues ,  friend,; ,  and cl ients . Overn!L the campai�1 1 w as positively rei.:dvtt.1 , 

I thought it \v<H wonderful that it \.\.'c:lS so 1videsprt'.ud in such a short p-:riod of lime. 

Many individw1ls bel ieved community outreai.!h in the form of a mass-mediated campaign was 

vital. particularly due to the paucity of information presently din;ctcd al Lht: �ay and hisexual 

community . 

A numher of informants commented that Af DS fear has subsided and has been n:pl,11.:t:d hy apathy 

and disinterest evident by declining numbers attcnuing support groups and/ur workshops . 

Consequently. appreciation for this campaign was, in a sense, heightened .  

l think the number one thing people said was, "Thank God, somebody is starting to  civ 

somethinR " so I 'm not rnre people have 1,een doing the most sophisticated critiques. I 

think there 's just been happiness that somebody is making an r:ffort to reach pr:op/r.:. 

From :i more skeptical standpoint, some fei:lings of suspicion were aroused when the campiiiin 

was first 1."eleastd. 

What does this mean ? Are we being watched? ls someone monitoring our 

artivities ? Is GMHC coming in to check up on u.y ? l i . e .  fron.1 sex clubs patronsl 

ln addirion ,  one HIV prevention special ist commented that, in professional circles, thel'e was 

some confusion and surprise that GMHC had launched a preve11Li1.1 1 1 p rognun. Tht assumptkm, he 

stated ,  was thal GMIIC focuses primarily on AIDS pat.itml!S and tnrntmcnt issues rachet than 
prevention . 

riiU1l Evaluatlnn R,;,p,)rT 
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The strategy of the mli!ssage dll l ivery system received high marb from che majurity of the k1.:y 

i n furmancs . Posting the messages in hathrooms , se11: dubs, Jn.:::;s ing t·ooms , and ncher endoseJ 

spaces was thought to bti i; lever ln<l i;reativc . Many of the key infon11 ,i 1 1 ts nuted the eflic,11.:1• of 

this med i i 1n1 from the si:andpuint that, in this environmcnc , Lht: target audience is i.:apl iv1.: for a fow 

minutes . Murenver. s i nce the attention span of chc vie\ver is n�lativdy uncomes1ed Jue t0 rhl.'. lad, 

of visual rnmpet· i t iun, che grl!arer the l ikt: l ihond that the 1nes:;a�<.:s arc v ieweJ aml read . 

While some individuals supported posting these messages in locations where sex was likely L1.> l.iki: 

place ,  others heli�ved that the messages may actually be more effective in non-sex environmr:nts , 

such as the Gay and T .esbinn Center, clothing stores , bookiitores, and the like.: . As one infom1aat 

mlted , reople in sexually.oriented envirnnments tend to he overstimulated anc.1 tunnel-visioned. 

Another respondem commented that, people 1nay be more "psychologii;al1y prepared to pro1;e::;s 

the information. "  

Informants who frequented bars and night clubs were more tiki.:ly to feel that campaign "reach" 

was widespread �s opposed to informants who commented Lhat tht,y did not go out very ofo:n. 

Wider distribucion, in terms of both more venues, more display points , anJ n1orc mediums, was 

also mentioned . One. informant believed that coverage wa..'l mon: impomuu than maintain in� the 

posters in a high quality format. Additional ly, mauy informants helieved the campaign should he 

exp.inded to rhc subway , h i l lboards. palm cards, eLc . 

A numbt..:r of informants reported having si.:cn th� campaign posters ln private hOmes and 

inti.:rprcted thi1; to be a posilivt:: siw.1 1 ,  

I kept thinking, why do they keep raking these posM·s '! n You can Jincl hut/�r 
pictures in magazines ... No ... they wunt the:i·e message repeated bi their lwmes, in 
their own privmrt ,mvirunnumts . .. and that made me fed good. 
Tl-?l-!)' ask for rhcm. I k11inv one guy 'rvho collects them. H t! ha.v a hum:h irz his Jwu.sl!. 
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The issue: 1Jf rntating di ffenmt posters at che venues was r:iisGd hy twl1 infnrmants . Both 

individuals felt i( was important t,.l inr.roduce new posters ia the same lm:.Hions in orc..11:?r m k1:?1:?p 

the carnpaign fresh and maintain the attention of the community .  Vie·wing th� samt:l plJ�tt:!r('.,) 

month after month. they argued , loses pcc,ph:: ' s  intl:lrest aml maki;ls the 1,;ampaign stale .  

5.3.J Message Theme.{ 
Overnll, the campaign theme Think t1bout it Talk About it: Staying Nexativ,::. It 's nor Autommit: 
received endnna�m�nt by the informants . 

I was thrilled ro sell this campaign for several reasons. As an HIV negative man., I 

reaUud rhere \.Vere huge gaps in acknm,vledgin,g the mental and psycholog ical 

needs of HIV negarive men . . .  My HIV status has been in the closet a long time . . .  l 

.\·till don 't feel very comfortable Jalking about it openly. 

The theme of encouraging introspection and dialogue was also well-received . Two informams 

stated that while gay men think a lot about these issues , they don't  necessarily verbalize them , <\:; 

one informant noted , 

Cay men don 't talk about sex . . .  And when they do, they go to tht:ir girlfriends. 

f.:mphasizing the import�-mce of communication within the community and relationships was 

regarded as an, important issue and an appropriate goal of the campaign. The complex ity of 

discussing safe sex . condoms, and HIV status, however, did not go unobserved . As an example, 

one informant related a persnnal experience (HI 1•uisi 11� Lhe i::;sue ur cunr.10111 ust!: 

'11w first time 1 was outside of New fork u.ml u.sked this guy w u�e l.l rundum, he 

looked at me c.md .rnid, "Whw d 'yuu mean, use a cundum! Do you think l huvc: 

AIDS? Do I loo/.:.. like I 've got AIDS!?! " I looked «I him like he wus frum Mother 

planei and then I rmlized I wa�· iii llouston . . .  Do I look like I have AIDS . . . Whu 

DOES? . . .  Do !? . . .  Well, I Dr,! '' 

Fiuul Evuluuliuu Rt.:pmt 
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Rt!jt:i; t i lm was also c i ted o1:-.; :-i i;on,m,Jn ri;ason preventing individuals fr0rn inquirin� about H I V  

status n r  initiati ng <.: ,r ndmn w�� - A story tuld b y  one informant aptly  dGmnnstrated chis kar of 

rejection, 

. . . a friend of minr: met this guy and right up front, this .�uy told him he was f-11\/ 

positive . That was thr1t1t yem·s ,igo and they 're still together . . . .  1·0 that 's a j,iiry tale 

that actually happened. 

From a more skept ical standpoint, the message theme ,vas considered too simplistic. One 

informant stated that every gay man knows,  on an inti:.l lel.:tual ltwel , thut if you are HJV negative, 

you _can stay that w�:iy . Thus, i.t is not a knowledg� or awareness issue, hut r�ther, the emotional \ 

barriers , psycholog1L:al strategies , and concreu: skills one ner:ds to stay negative. 
_j 

5. 3. 4 Presentation 

Presentation, in tt!rms of the color schtlme, design , and phorographic sryle were nociccd by all 

informants . Thi! b lack and white cnlor scheme had mixed reviews . Some informants loved it 

while others did nm. 

It bothers me a lot. Its too monoc:hromatic, on the depressing side because of the 

hlt1& and ,.,:hire . . .  the only nice thing about it is the consistency. 

Th� i:olor red received mixeJ reviews. Red was recognized as an eye catching color undi:irscnring 

the idea of "Urgem, St0p, Look, Read . "  However, one infol'mant noted that many sex cluhs us� 

re{! lights which voius the red color. He suggested using colo1·& such as dt:ep yel h:,w , .gold .  or 

purp le which could �umd out in n:d-lit environments . Conversi::ly, a tlifforem individual n:marki.:u 

that the red and w 11 ite culurs stuou out well in darkly l ir sex cluhs ! 

There was a w id-.: range uf upiniun on thu photographic styk of the posters as wt:11. On thi.: um; 

hand, some c:rmsiJ1.:n.:d it artistic while others intcrpri.:ti.:u th1,; style (i . t.: ,  misty , uark, blurry) .li:I 

veL'y pnor 4u:.tlity \vhich llttracttd from tht: mt:ssages . In sum, tht: gritty , grainy t�xtur� Llf tht: 

photographic was l oved and hated . 

Pinal I!valuatinn R,;pou 
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5.3 . 5 lm,1ges 
The imag�s . m ,Jst 111.:itab ly the m,)dds, w�r� gt\nr:ral ly vil;!wr:d as sexual l y  attr:-u.:tiv�, gay 1111;!\1 apt ly  

n:pres�nting diffornnt r:u.:�s and erhnlcitie�; .  Cridcism of tlw Inl"idcb rdaled rn tht fact that they 

\1.,1ert.! a l l  attractive :rnJ nor llt!Cessarily rcpn:sc:ntativc of the gay community at large. On thi;; s,1mc 

rnric , others had ,he fo l l cl\l, ing r;omrnents :  

They all look f ike Chd�ea qw,enY. 

They [campaigns] tend to follow trends of the se.--.; industry . If -you go to a 
bathhouse or a sex club, the patron.,· there don 't all look lik(t porno stars, 'nwy 're 

from all v..,�dk.1· of life: heavy set, pimply,, not tan, They 're not these !{or,i;eous 

Adonises and often people identify more with people that are like then-i. 

5 .3 . 6 Te.xt 

For the most part. the tr:xt (i . e .  copy) on [he rosters was bel i�ved to resonate well with the 

audir:nce and capturl;l thoughts fel c  by many in the i.:ommunity .  Wh ile some thought the messag�s 

were "text heavy, " thl! virt\1e of this was noted, 

They take a look at it and say lW!ll what is th is all about? I k.now I did the: first 
time. At first I thought there 1-1.icis too much 1vriting, that it would take away. But . . . 

you had look at thrmi again . . .  so. I guess there really wusn ··t too much ,.,,,fring. l 

think it makes them think about issues, which is good. 

The complexity ,  in some respt:li.:ts , adds some intrigue and may require viewe1·s to spend mo1'e 

time process ing them. 011 Lht.: m.:gativc sidi.:, somt: informants folt che copy was ' 'too generic " or 

" loo s1.:riptt:d . 

I think they should use more srrcct language, more language in a cultural context 
on staying negarive .. .  these phrases sound so }Vhite. 

Among the Spanish speaking informants , there was much praise ,"lf the translation. As one 
Page 42 
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i nformant observi.:d. " it was obviously dnnc hy i;nmcnnc wi Lh Spanish as [heir first languagi.: " a11J 

also useJ cu ltural e.xr1·cssinrn-; 1.mderscand:lb le by a 1·ange of Spanish speakers . 

5. 3 .  7 Individual Powers 

I 'm  PosiLiv1:.• :  Overal l .  the imagt.: :mu t�xt of th i.5 message was cons idered direct and powerfu l .  The 

theme of rnking resp,)ns ib i l ity 1_1f one"s  partner was wel l  received . One i nform,mt krn:w the mode l  

and comn11;:nted that using pi;ople from the community adds credibility to the campaign . Thtm: 

was some negative feedback and confusion regard ing the five photo vignettes illustrating condom 

use. Thesi: inlays were not considered consistent with the rest of the campaign. 

Mocher: This  poster rttc�ivl:ld feedback on both ends of thl;l �;pectrum . The majority of the 

informants felt thac the par1mtal image was deep ly moving and appropriate . A few identified it as 

their favorite message. The image was perceived as novel , nonsexual , family-oriented , and 

hopefu l .  Moreover. some lil(ed the idea of hringing a mother figure into the club scene. 

Conversely, some ind ividuals express�u great disl ike . They did not like the idea of seeing a 

female figure i n  a sex club or a har bathroom . 

Young Man (Engl ish and SpaniwJ: Although this poster was, reportedl y ,  very popular among sex 

cluh patrons , the mh,ty image and " misLy " me$sage drew criticism from a number of infornrn.nls . 

M0reover, thi.: image does nnt instant l y  project the message and pu1'pose or Lile;: po�ter .  011c;: 

informant noted that he thought it would be 1 1 10n; a1.:curntc aml t:ompcl l ing to adtl: "Antl I think 

they 'n: lying '' to t h�: t1.:x.t .  

Get Fuck!.:1l.: While the message of this poster was applauded and considered very relevant to the 
ClHnmunity, the phmograph was considel'ed weak . Some informants d id not understand the 
subl iminal message of the blurry image and Lhose who d iu t.huughl it wa::. il l•r..:um.:dvi.:d . 

To the p11rson who actually likes it [drug�/alcnhnl] or needs it to .feel relaxed . . .  

things do nm look uut lif ftn•uy, incuherent. Maybe wlwt y,m do l:; uuJ of JiJG·us or 

incoh1mm1,  huL lhu.L 's nut whut you see. Pevpl« "re more ln1m1tiful, nicer . .  , 
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r1veryrhing is nicer . . .  So, I think the photograph dvesn 't l l 'Ork here, 

S im ilarly, thi; text ,  in particular . the words "Fuck" and "Fucked Up " received high and l nw 

rnal'ks . Us ing strnng languagt! was considered powi:i:fol and r.;ompelling by snme and unnecessary 

anJ potenr. i :i l ly  offt'nsive to mm� . 

I,hree Guv!-":: Overal l ,  the camaraderie of chis multiracinl image was wel l l iked and we! 1 - r�<.:eivi:J , 

The only criticism of this poster was thar it was bodng . 

Negative Counlt:i: The message of the effort i:equired to staying negative while in a relation;;hip 

w:-is appl'eciatcd and received l ittle criticism , The image of a ha.ppy i::nup le  committed to safo sex 

was uplifring and r.:ompell ing . Orn: informant liked lhe fai.;t that the messa,;e did "shov,· skin" buc 

a l so commente<l that it was a very sl:'xy image. 

Tape (English/Span ish): 'fhi: image used in che poster was, by far, the most controvel'sial .  Again, 

opinions were diverse . While some stated that this was the strongest ima,!$(.: of th(.: campaign and 

liked the tape, others consi<J1;red the tape offensive . 

I found the tape disturbing. It hwkens back to times H•Jwn nwn w(Jr(J rap�d, 

gagged, and prevented /mm spec:lking . . .  when [hors�sJ hits were pfoced in thdr in 

their mouths, . , , their to12gu41s (.'Ut out. The tape very clearly sign(ffos that it •Wl,Y'I 't 

them who put the tape on their mouths. Just having their mouths closed [would 

have �onveycd the same meaning] .  

Some ind ividuals stated that. thi;:y recognized the potentially offe11s ive ualu!'e n r  lhe tape, as a 
m�taphor of silencing Afrit.:an Americans ,  but felt. that the message of the lack. of cmrnnunlcation 

bl;!Lwt!l;ln st:xual partners prevailed . 

Those disappl'ov i ng Slal�u that the tape : 1 )  detracted from the message: 2) was unne<.:esl:lary ; aml 

3)  could have been h;mdlcd using different visual techniques , One informant, for exampk.  nnted 

that tht! rest of the campaign mes:'oiagt:.::; wel'e pn:se11Li.:u as Lhnuglil p1 nci.:i;si.::. , sn it wnuld have been 

Fii1al Ev11luaLinn Rcpnrt Page 44 



FF:DM EI.1U:AT I DHHL t·E3'.3Hc:iE '.3EF'l) I CE F'HIJHE t llJ. 

(;,\,fHC HN Prt!wnlii:111 Campai�11 

ecms ist!=nt. to simp ly havt.! had the i r  mouths closed .  Another infrinnant tweed that cape drew 
attt'"ntion aml c.:ritic i s rn in th-:: dcvt: lopmt'nt s tage and should never have been included due  to su1.:h 

negati v1:: feedback . 

{f" you don 't get it righr then, then it heconws ,i pimm1 for the A/et . . . . We don '1 

need to :a,ind Jwrt? and Look ut the arristic meril . . . . The hi/,e dra\\JS you to rlw 
mouth and people 1.\.'t.mder about this and not the nws.r,1g£i -- its unnatural. 

The explicitness of the image evoked positive and negative reactions -- some informants had heard 

that it was considered wo graphic by bar patrons which others o.pplo.uded the directness and the 

sexual ly arousing nature of the photograph.  

On the positive sign, one informant sol icited resporn;es from people of color and found that many 

men of color pen.:eivt!d the image of two obviously African American men together more 

cumpel l ing. To them, this was a very positive, affirming, and much appreciated image which was 

rarely depicted . Thus,  among them the isslle of the tape secondary . The opinions expressed by 

Afrierm American key informants were across the hoard. 

Lollipop: This poster received mixed comments . For some, th ir; image was powerful and real istic 

while for others, the image was negativll", unclear and projected isolat ion . 

5 . 3. 8  Criticism 

A considcrablr.: amoum of time and energy during the interviev,s was devoted tn conslrucLivc 

critidsm of the campaig,1 :s ince lhi� was rewgnized as a potemial driving force for improvement . 

In gl;.!rn:ral, the critidsm tended to revolve f\l'()und diversity, delivet·y , and presentation issu�s . 

First. while the ethnic d iversit)' of tlw campaign wa� uolic:1.:u. a11u. aek11uwlcJg1.:u, many i11 1·onua11LH 
suggested taking this a step further by including Asians, NaLive Arni::l'i(;aws , and oLhel' ethukiLies, 
transgendcr popu latium; ,  uhkr gay men, a widt:r variety of looks/hody types, and inti::rradal 
couples . A few informants stated that this campaign would probably not connect w ith non­
identified gay 1m.:11 rJue to its homoerntil:ism and "pretty hoy " images . 
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1'he I-I IV  pos i tive t: l.lmmunity ' s  perccptii.in of the campaign wat; ..i.bn a point <lf c.l iscussi l.rn . 1\ 11 

H I V  negative informant felt that th1;1 "stay negative " theme wa:, lukl.:warmly n;c1.: ivcu by th..: f l lV 

pl.'Sitive community . From an H I V  positive perspective .  the fol lowing <lp inion was tlxpress�d , 

. . . .  the J11eling is . they ,q<!t a rampw'gn and lVe set swnmarily di.1-,nissed . lVhy must 

\,\.'t' be it dil 'ided into positiw and negative ? We still };ice the same i.L'iW.!j' of t1)·lns 

to lw safe . For HIV p( 1 .1· ith·e its reinfection not infection . 

In terms. of del ivery , the sysrem could be improved by continu:il ly rotating the poster& to maintain 

people 's interest and ki::ep the campaign "fresh. '' Seeing the same poster�; in the same lu1;ation was 

heliewu to reduce the effec.:tive-ness of message prncess ing. Secondly, greater attention should be 

accorded co lighting and traffic patterns to maximize c;:xposure, attentiL111, and processing .  

Lastly .  a numher of infol'lnants felt  the that th� campaign imag�s and copy were too safe . They 

recommended using more direct, shockini; imases and text . 

. . . it seems a little too safe. I like it ·when they use the H'ord Fuck, Fucked Up. I 
think they could take a few more risks. [Be} more direct. 

5. 3 . 9 Praise 

The cohesiveness of the campaign, the whfospread distribution, and effectiveness of the message 

delivery system were praised . The apprnpriatenes1; of message themes deal ing with relati<>nships, 

inrimac.y ,  and issues of HIV ncgaLi v1,: m1,:11 wa!:! al:so 1..:umrni:mh.:d . 

Perhaps the most lauded aspect of lhe campaign wa:s the n:pn:::;i.:ulat.iuu uf Afril.:an Arm:rii:an am.I 

Latino gay men. The multieLhnic look o f  Ll11.: 1,:ampais11 wa:s nutii.:l:d aml apprl:i.:iaLl.!d by Lhe 

infrin:11a11ls am.I th1.: 1.:ummunity . As one informant noted, there was "a lot of kudos for havin� so 
many b la1;k men represented . '' 

GMHC's reputation with communities of C()!()l° smfaced during many interviews. Whether 

grounded iu facl or lii.:l.iun, thi.: ri.:pu tattu11 uf pri.:duminaldy 8i:rv in� Lhl.! ni.:i.:u:s of Lhe whilt gay 
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cnmmunity has had Sl)lUC h�aring 1.111 how the campaign has been imc:rpn:tc:J ,mJ p<.:n.:c ivcd . [n 

this respect, tht;! facr that many 1Jf the image$ an: multiethnic ha:; been vkwcd vi.:,ry favorab ly as 

an effort to addn:ss this issue. 

In additi 1 m ,  whi le many informams nffcret..1 crit icism, the energy,  th1 1ught, and effort b;;hind tht: 

campaign was rt!r.:ogni:Led .  By dcvd1)p ing and launi.:hing th i s  <.:ampaign.  GMHC was vie,ved as 

thinking and caring about lhc community . 

I wax so thrilled with the images and message.\· 1 didn 't think ,lbout criticism. l 

think its because I 'm so mvare of the vvork and effon mzd irs usually not 

acknowledged. 
The fact that they are in frnmes is different. Ir.s not simply a poster; Its ,::vidcmt 

that there \.\'as a lot of work . . . .  purpose.f1.1l, a plan. 

5.3. 10  Ideas 
Lastly . informants were aski;ld if they had ideas for additional message Lhemes which deserYe 

attentio11 in the commun ity at this time . Ideas for future campaign message theme� an� presente<l 

below : 

Top Safe: Address the issuf.l of using water-based lube rather than petroleum jelly. Debunk th1;i 

Top Safo myth, i .e .  that the top person is not at risk of getting the HIV virus . 

Live for Love, Dontt Die for Love: Address the Latlno notion that it is noble to die for \1)ve, 

white making love by promoting the honor and virtue of living for love. 

Skil ls: Analy7,e the dynamics and interpersonal processes that lead to unsafe sex . Present the 

dialogue/scenario ur S<..H1 1i.:un<.: a:sking a parlni.:r Lu us1;1 a i;u1 1uul11 , D isi.:lu::.i.: all p1)lt::nLial outcnmes . 

Demu11�Lrati..: faulty aml /or illugkal thinking which goes through pi;:uplc 's  mimls. Di..:my�ti l'y Lhe 

situation .  Present a reali ty test when fear or rejection are con.sidel'ed consequences. Potential tai; 

lint ; "9  out of 10 tirnes, they go along with it . "  
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Testing: An under ly ing assurnpcinn of thi: "Stay Negative"  1;,1mpaign is LhaL everyone k twws their 

HIV status . Emph;i -:d7e thal in  1Jrder to commit to stuying negativ\.:, ont: must be tcsced i'1 1 1d make a 

commitment to ongoing testing in the future. 

Discussion: S huw penpli: thi: benefits 1.1f discussing safe1· sex . Acknowledgt: lht: d i ffi1,;ulcks buL 

demonstrate thl: pos icive 1,:onsequt:m:t!s of making the effort to open up dialogue between p,u l11t:r� . 

5. 3. 1 1  Continuation and Future Direction 
The consensus among informants was that the campaign should contim1c in the com111u11 ity , As 

one informant stated, " it should not be a one shot deal . "  While the campaign ha� made inroad:. i11 

communicating a number of messages to che gay community, the general sentiment was thar rhi:::l't: 

is an ongoing need s ince it continually changes . In aJdition, many other mc:ssa£C themes wen: 

suggested , n� noted in the preceding Sl:!ction. 

In particu l ar. some informants emphasized the neer.l tu take the campaign a step forward by 

assuming a more proactive stance. Otht=rs recommender.I using bolder and more action�oriented 

(l . e .  bt!havinr) messages . For ex.ample, the theme of sraying negativti cou ld be elaborating on by 

d�signing messages outlining concrete skills ancJ behaviors . Whik this campaign effectively 

prnmr,tt:d the community to think a.bout issues, the focus should now turn to actions. 
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6.1 Limitations 
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There Me nume1·,."Ju$ methodolngical issues which compl icate the i nterpretati 1)11 i:1f evaluative darn 

pertaining t1.i mass media l:ampaigns. This section hrietly d<;lscribes issues whkh imp():,t: 

l im itarinns ,.m the 1:valuatinn, namely the study design, sampling fnlme und size , und measurernenc 

accuracy . 
6. 1 .  1 Stucfy Design 

The evaluation study design presents some lirnitatiom; in urawing com:lusiom_; from the data. Since 

data was not collected when the camp.iign was launi.:hed . there is no baseline data to use as a 

reference. S imilarly, there are no control groups (i . e .  data collected on conununlties not e.'{posed 

to a campaign) that could serve as a comparison group . Consequently, attirnde and behavior 

change are more difficult to assess s ince there are 110 measures of comparison . 

6. 1 .2 Sample Frame and Size 

Since it was not possible to enumerate the target audience for random samp ling, many factors 

may b ias study findings . One cannot prt;idict. for examplt;i, how the sample would differ lf 

"refusers " - those who decl ined to complete the survey -- had agreed to participate . S ince 

demographic data were not collected on this group (i .e .  those who decl i ned to participllte) , tl1ern 

is nn way of knowing how the sample would be different if they had partidpated . 

In addition, s ince the intercept interviews we1·e conducted in public, social envirnnment1,, 

individuals who infr�quently patronize bars, night c lubs, etc are self-selected out of the sample 
range. Thus, it is possible that the sample favors oulgoi..ng, e11.Lrnve1Led individuals . S imilarly ,  
non-English aml nun�Spanish speakers comprise another grnup which is not inclu<.l�d in  thi::. 

sample. Therefore, the gen�rul i:t.ab il i�y or t/u: ::;a!liple is l imitc:d. 

In addition, tht:! sample s ize 1s somewhat problematic for investigating subpopulatium. wilhiu the 
5ample. Analysis of subgi'nups w ith sample sizes less than 10  (e .g .  over 50 years old categot·y) 
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are unsrnble and vulnerab le: to small shifts which can uramatically ai rer r�sults and interpretat ion . 

6. 1 .  3 jW ea.1·urement 

The fact that the i;vulua.tion re l i.is entirely 1)n sdf retwrtl!d inforrnatiun is somewhat p robkrnati<.: . 

l:fowever .  measures nf hehavinr such as alcohc-1 consumption . Jrug use, sexual pra<.:ti<.:i:s . �tc . arL' 

d ittku l r .  if not impossibk-_ to gather any •."Jlhtr way .  

1n addition, underreporting of personal risk behaviors i s  a comm1.m issue encountered in AIDS 

research and has been documented at length in the l i terarure. 1� It is possible that rhe interview 

environment may have biased survey responses . Anecdotal evidence supplied  by interviewers, for 

exa.mr,lc, noted that 1 i£hting, timing, and atmosphere had a noticeabl1,i impai.:t on survey 

l'espondents.' attt:ntion and comfort levels . 

As an example. interviews conducted in the late- evening temled to suffer from respondents' 

shorter atkntion spans and d i sinterest. S ince social activity ·knds to increase in the bars after 

midnight, respondents were less wil lingness to spend 1 5  minutes completing a survey with a 

stranger . Alcohol and drugs also clearly affected respondents' concentration and interest levels . 

6.2 Strengths 

An explicit purpose nf collecting data "on the street " and with "profossionals in the field " is to 

crnss-validatc findings on the impressions and perceptions nf varinus aspects of the campaign. In 

addition, the rel iabi l i ty and valklity uf the uata is cnham:t:<.l by the fm;t that uut.h ,1ual i LaLi vc: and 

quantitarive cnmpr.lll(:lll� wcn.: incorp<Jratc<.l . 

The fact that intt'rcept interviews wert! conductt!d primarily in bars anti "locus or riok " !:Ii Les, Lhr.: 
sarnpl� may be m,.m: representative of hi�her risk individuals as opposed to a population-hascd 
random sample. Th,1s, since the cair1paign was intended to target high risk imliviuuals i11 the gay 

and bisexual coo.1mu11ily , lhc sampli;; inay be appropdate. Morel')ver, wl1.ile the intercept intt:rvicw� 
used a purposive sampl ing strategy rather than random sampling. the resulti ng sample includ�d a 
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d iverse cross-secti,m 1.if men from the gay and hiscx.ual C1)n1n1unity . 

6 .3 Concluding Remarks 

It is evident frnm thl:l darn that ,he campaign succe::.sfully reached a s ignificant proportion \)f th;: 

targeted aud i.:nct::. The " reach'' 11f the campaign rd1e1;t� .  to a 1argl:l extent, di):;tribution and 

ml;lssage delivery sy:m:m . Thus. it appears thar reaching rhis audience thrnugh bathroom t 

advcl'tis i 11g is an effective strategy . The carnpaign als() attained impresf, ive recall and recngni c i 1)11 
rates . These rate:; am typically reflective of the strength of the messages themes, images. and t.ext. 

In particular, the unprompttld recall rate indicates that the images (and/or copy) were processed 

by viewers and were memorahle given that respondents Wtlre able to describe them . 

To the campaign's crodit. a very smal l percentage of the sample cnnsidered the posters offensive. 

Interestingly. the sexually explicit images and language received both high and low marks . The 

rdevancy of the messages received high ratings across the hi:>urd . Compreh1:m::;ion varied from 

poster to poster . Some posters proved to be more effective in delivering a clear, direct message 

than ntht:rs . 

Whi le  the darn indic.:ates that the campaign generateJ personal reflection and introspection , it was 

less successful in prom(Jting interpersonal dialogue ::mu discussion , This is l ikely due to the fact 

that many of the campaign '!:! images and text al'e contemplative rather than striking or 

provocative . Typically , im,j,gcs whii.:h indre discussion are conrroversial . 

A notable pcrccnwg1: of rhe sample reported changes in awareness , attitudes , and behaviors 
rdated to sexual auivity . l\lthough these self-reported iLcms ean only serve as proxy measures for 

actual change, th..: statistirs an: encouraging and indicate that the campaign has had a profound 

i mpai;t on the targeted community , 

finally, the cnmments from the inten.:ept and depth interviewi; provide many avtmues for refining 
existing messages and developing new ones . C learly ,  there is great potential in extend ing interest 

aml awan.:ncss of many I IIV prevention issue�; . The d ifficulty of sustaining bf.:!havioral 1.:h:111g1.: 
prompts the need t1) C1)ntinue prevention efforts for urban gay men to avoid relapses of unsaf� 
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sexual hehavior.s . Thus . in the 1,econd <l�t.:adc of tht! Hl.'AIDS epidemic. prevention campaigns , 

dearly .  Sl!rve an impnrrant f11m:ti 1_m . 
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Ma11/wtta11 • Bars 
The Bar 
Wonder Bar 
Two Potato 
Ju l ius  

Keller' � 
Break 
Uncle Charlie' s 
Rawhide 
Hangar 
Boots and Saddles 
Tunnel Bar 

Manhattan - Dance Clubs 
Monster 
Champs 
Club 58 

Manhattan - Sex Clubs/Bathhouses 
Manhole 
East Side Club 

Manhattan - Office 
The Community Cenll!r 
GMHC 

Queens/Brooklyn- Bars 
Magic Touch 
Friends 

{lyeens/Brooklvn- Bathhmrne 
Northern Sauna, F1ushin� 

Nonparticioating Venues 
Krash 
The Works 
Tool Box 

Cleos 
Barracuda 
Dominque 
Mission Cafe 
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Appendix B :  
Venues 
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Appendix C :  
Survey Instrument 
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Append[:\ E :  
Informed Con!ient 

Date of P\1bli..:ado1 1 :  hnuary . 1 c195 Pag..: l nf I 

CO:'liSENT TO PARTIC: rPATE r.,,'" A:-i EVA CUATION OF AN 
HTV ADVERTISING C:\SIT'AIG� r.-, NEW \'ORK C ITY 

r have been asked to r:mkipa.le in an evaluation uf an ! ITV prcvc1nion i.:arnpaign in :,.:/ew Y\Jrk City and the 
immr.tl iacc c1p.:iron�: i.:oudu..:t�d u111.kr [he di rei::tiun ,_, f Educational '.'v1c%age Servii:.,;s (E'.'vlS)  i 11 ..:onjuo1,:tio11 
with chc Gay Men ·s H�a11h Crisis (GMHC). Thi.: puq,ose of tlli:; (.'.\'aluanon i� to better und;;rstanu th.,; 
impao.:t of lhb adverfr;i 11g .:::llnpai$n on tlll.: gay and biscx lrnl i.:ummuni cy . As pan of tl1e project, I have betu 
asked to participat� in a �5 to 60 miuu(e imerview whkh will involve discus�i ng my attitudes and opinions 
regarding Uiis campaign. 

I understand chat this i iw.:rview will be completed ar my convenience arn.l will nor. r.ake longer than 60 
minutes. I understand that no ques,iou is mcam rn cause ,-wy dbcornton and chal I hav<: the right to refuse 
to answr:r any quesLinn thar 1 may uut wish co answer. The potential bcnefh of this evaluation is to furtht.:r 
our understaw.ling of HIV prevemiou message stracegics. There an: no kuow11 risks associated wicl1 
l_)llrtkipation in tJ1i ':> iuterv iew. 1 also understand tl.iaL I may refuse to participate or may withdraw from che 
interview Rt a.ny time without any co1J.Seque11ce� . 

I undc::rstand tha.c I will he audioraped during this interview pro�ess. I l has be-:11 explained to me that cllese 
rnpes will be useu for rese!lrcl1 purpose� and dala aualysis only .  In rcporcing this researd1, I undernaud that 
my cnmme11ts n1ay bi.:come part ot" Lhi: puhlic domain duou¥11 rt!po:es and/or published work. l have the 
option to retain cuwpli:te :lnonymit.y, if I so desire, i n  wl.ud1 t:asc my comments only, wil l be reported. Tn 
thi� ease, no infom1�tion which hkutifics me or l ink.:. me m the imerview will be d.isd<.1�cd. l also have the 
opcion of permitting ruy identi ty to he di:,dosed in w1Li1.:h ca.�c: my U.'Ulle could be used to used in coru1cction 
with my CMllllellt'> from this interview. In �igning bi:luw, I indicace my pi;:rsoual prefcrc;nce on this matter. 

l undc:n-a.aml that any qui::;tion.� 1 m,\y have �uuccming tl1e detail� o r  tlle evaluation procedun.:s will be 
answeret·I by th� evaluation i nvet;tigator/inwc·vicwi.:r, Sonja Myh1e ,  Pll.D.  Shi! can be reached by telephorn.: 
(2 1 6) 22 1 -203 1 or email at tllpsourcc@aol . com. In sign ing this 1.:m1sent form, I acknowled�e receipt ot a 
�·opy \if llii:-: i1 1fom1ed Mnseut form. 

In $ig11.i11g hclow, l acknowli:i.l-1'-: that my coru.mcnls ,;:,\presseu during 1llis interview may become public 
infom1ation. I ackuov,·!edge thHt my identity can be Ul;t:U iu 1.;om1cctio11 wlth this interview. 

Signatun: 

In signing below, I acknowledge thal 1uy .:ummcnts expressed during 1llis iuten·iew may bccomr;: public 
iufonnation. By sigu.ing here, T imlicadng that. my identity wi l l  11:maiu :;tri.:tly anonymous. l under�tand that 
I11y identity will not be used, in  any way. in connection with my 1.:01 1 1 r 1 1euts wauc during t11is imervkw. 

Dau: 

Fuw.l Evulu11Li<m Rtport 
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AIDS Organizations: Car l11s Con.kro Ct1mmunity ATOS Prevention Acci v i ts 
Stephen Gendin APAL, Foundel' 
R�ginald Miller M inority Taskforce on AIDS 
Michael Schimmel ACQC. Queens County 
.'llledical Fie.kl. Dr. Boaz Dal i t  Cl inical psychologist St. V incent's Hospital 
Dr. Gabriel Torres Physician St. Vincent's Hospital 
1;:enue Mq,zagers/Owners Michael Mitchell Hands On manager 
Udell Jackson J acks manager 
Martin Ramos Magic Touch 
Govenmunt Migud Arenas , D ire<:tor Profossional Education Services Office of Gay an<l Leshian He:� lth New York City Dep:-.rtmtmt of Heallh 
N ie Bi l ley Office of Gay and I.eshi:m Health New York City Department of Health 

Fim1\ Ev:iluatiou Report 
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Appendix D: 
Key InfQrmants 
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Appendix F :  
Kev Informant Jntervie,.,. Guide 

1 .  lntrnduction 
l l .  lnformerl Cnnsent 
l l l .  In terviewee's Bat:kgrnunrl 

TV (i(:nera l Campaiin Q1.1est i(ins: 
t . What have You seen or heard ahout the campaign'? 
2 .  What have you Heard about th� campaign from your col leagues and/or on the street? 

V. Message Delivery System; 
1 .  What do ynu think of the medium of the campaign, i . e. the delivery system utilizing small 
enclosed spaces, to communicate HIV prevention and ed\1cation messages? 
2 .  Do you th ink th is is an effective strategy'? 

VI .  Mes.sage Themes : 
t . What do you think of the message themes? 
2 . D<.i you think the message themes address the needs of che gay/bisexual commun ity in New York City at this time? 
3 .  Do you think then: are important message themes that are miss in� from the campaign? 

VII. Images/Copy/Presentation of Campaign Posters : 
l .  What do you think of thi!! irna.ge� ui:;ed in the campaign's poster seritls'? 
2 .  Do you think the images complement or detract from the messages'! 
3 .  What do you think of the copy (ol' tone, style, presentation, etc .) used in the campaign? 
4. Do you think th� messages (in the copy) are undtlrsrnnd clearly hy the targeted audienct? 

vm. Suggestions for Improvement: 
1 .  What specific praise and cr iticism do you have to offer'? 
2 . In your opinion, should this campaign contim1e? 3. And if so, with what changes? 
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Appendix G: 

Comments/Improvements 

l .ei:cnJ: 

ID .;/ folk•\l.·,;u l>Y �e11eral L:umment:; ,m the carnp.ii,·t1. 

1 . Emphasize lhat infeccion can happen thr: •irst. timr:. 

2 .  I wuul<l u��d ru(Jf� time co think about impt0vr:ments. �eed to ui.lk mot·t ahnul w;ting . i . �. hdpiug uut 
with peace of mind . Have one foeus ou lesbiaxl.S. 
3 .  
4.Thi::y should be larger, more visihle. 

5. �-f ight bi: good to hav� infrm11atinn 011 testing. Some people don ' t  have the i nfor·mation.  

6 .  r wor1der about i:h� safoty of Ol'al sex . a gray area iu tem1s uf Hl V .  I like t.he ones that. deal with cl rugs 
and alcohol. 

7 .  They should all have less words. 
M4 • I like i t  
M6 - I like it 

8. They are fine/very �ood. 
9. 

M4 • I think picture should. be: ckar. 

10 .  Posters are not very attractivi: . 
M3 - Maybe ust: color 

I I .  1 like them . 

12 .  
2 • I like i t .  

1 3 ,  
6 - Less sexually explicit pictures. 

M l  • l11t;y' rt.1 ok 
M1 - Tiu;y'n; ok 

1 4• Vi:ry offensive, hut it'::; good, mol3t people are stupid, they just c01\1e to bars lhiukin,g ahout getdng off. 
Hopefully thc::st! pn;;tt':rS wil l  m11ke then, think . 

1 5. I l ike the camr,aign . It-. mori:: direct. 

16• RE: M3 and M6. I genuinely believe hoth of the!le posters proffer a mth�r ueg�1tive, t'at.al i�tic messa,gL' tu 
tht: pubfo: rt:_gar<ling sex and AIDS .  My personal feeling is that the best pustt:r is tht: one 1.hat adv�)C:rn:s for 
the use of condoms 3$ :l safe ,  healthy , optlmistk and desirable way to have :,;ex and avoid dis�:1se, 

M3 - Rather sei: somt:um: s111ili11g, holding a condom. Tllis poste1· is cnn negatiw . 

F'02 
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MS - l like this nne. :'In in1prm ements. 
M 6 - Negari v.: am.I facalistic poste r. 

1 7 .  Posto=rs are Illlln.: ab,.>ut l ifrstyle:,; and AIDS affi:L:t 1:vt:ryuue. 

1 8 .  Allow Rudi Crew co g ive condoms and to talk about sex in s.;lrnols .  
M3 - no improvements 

J 9_ Givt.: uirect messages. 

10 . The quality of d1� posters :i.re poor_ Tht;i postt;Jrs arc not amactivc. There :i.re some 111istakes in the 
cranslation. 

M7 • The Spanish are cle:irly t r:i nsladons, 
2 1 .  

M l O  - no 

22. No improvements. Very effocrive campaign. 

23 , No improvemems. Gnnd campaign. 

24. 
25. (r(Jod campaign, its about time. 

M2 - I don't thi11k she 's  guing to attr.tct much atcemiou as a cuce guy will .  Racher see 
young people. 
M4 - Too blurry, need to see modek I can ' t  see anythillg . 
Mti - Too rnunchy, don't need to he too explici t . 
M l O  - [ don't identify with this poste1·, too explicit. l..�ave some things for people's 
imagination. 

26. r.onm,unity is yoing a gond job about safer sex . I hup� mh.ir peopl� get the information by tht:s1: 
posters. 

M2 • Good mess:iee. being aceeptetl by your parent'i .  
M3 � Message confusing , message more ckar 
M4 - None 
MS • None 
M.6 • None 
MS - None 
M LO - None 

27 , I likt: the campaign ,  good idea to have them in the bathroow:;. Have Asiail people in these posters . 
M l  - None 
M2- None 
M4 - None 
MS - None 
M6 • None 
MS • None 
M lO - None 

28. Sexual exploitation in the bars and club scene is shown excellently in eh.is c�Lmpaign. 
M l -M lO Nn improvements 
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29 . Nn  t.:1 JmmenK C.::im p:, i3n has ,I great n1<:"ssagt'. 
M l -M lO  �oni.: 

30, Thi: poscers could he higger. 
3 1 .  

M I  - The guy and the back.grouud are sirn..ilar i.:olor. 

32 .  No imprnve111e11t::; 
3 3 .  Nun,.; 
34. 

:3E15 643 13555 

;l;') .  Mnr� �ho11lct be clone. Post tht>m in other plac�i; than bars. 

36 ,  

M2 - Anorher picture. Add: moch<:r hugging son 
M3 - Model should look at the cai:nera. 
M4 - More 5e'.'l:ua l ly explidt (iutimacy) 
MS - Include a white n1an. 

M7 - T l ike i r ,  but for some people it 1.:.an be shocking , 
M I O  - The people have no message whatsoever. 

GMHC HJV Prl!\'ention Campaign 

37. They're long and iuo ,;omplex , If you don't have an education, you might not undi:rst:md ll1i:m , 

:lR. 'l'o learn from this l:,'1ly's  miscake. T guess he wasn' t proLecdve enough , 

39. TI1ese posters arr: giving you a "Life Saver, "  This is what is risht and everybl1dy needs to know what is 
wmng! I don't  want to see anybody get hurt. 

40. 
M3 - He 's already given up. What's the sense of putting up this kfod of poster'? 

41 . In general, they could bl:l more positive. On the other hand, they could even he more scary, 
M 10 - In English 

42.  Stop and thi11k, ls this whac you wane in your furure? Is chis yow- life dream? Is this what you've worki;d 
hard for? To come to this HIV . ,  , Congrat1.1latious You' ve succeeded , 

43 Just to be in a bar si t\.l.ation and see these posters it w.ar.Ie me take ,\ couple of steps back and calm 
myself down. I felt I was not going to get into a situatiun(bad) ,  A fow y(;!an; ago , things were 1nore radkal . 
These new posters are scuy to me:. Thi:y show that cr:rtain things ,Ire 11ei;essary when having [al sexual 
relatiou.sliip. To lSCt: it [in] your fact: it k��ps it in your mind Tt ri;miml!:i you. 

44. These posters should be placed in other places lhan bars. Don' t have i t  151rictly in bars . Put them i 11 
restaurants where �-,lher peopk i.::au sei: lht:Ul, 

MS - This is pu:,;iLivi: tu you111,1t:r kit.ls. 
M6 - This many bt: offi:u.sive LU so1u1:: younger people. I don' t like the tape. 

4�• Ovt:rall , ib iu fut: ri¥ht direr.:tiuu (pruircuu) . TI.us shoulo con�inuc there arc a lot of people ignoring tlwst: 
thui,¥s, The: 1.:1t111paigu is well worth it. I wuukl11' 1 wa111. Lu in lei.::� anybody my::;elf it mea.us a lot tu nu� �u �i::i:: 
this. 

46, Kcc;p the; posters going and everybo�ly ha� to be; ulrt.:t:cctl tuwari.18 i.:w1ybully , TV slatiuilli every time let 
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p-:op le kl1<_iw it ,.;an happi:n to you. Nobody 's  ;;;:teulpt not even ruayh1:. My :;tro11� bel iefs are this w,1s .�tartcJ 
l1y the f_lS government ancl i t  backfired in tht:ir fa..:;: .  

47. t think they'n.: okay. 

48 . 
3 • Get rid of che text. I l ike the faci.:. 
10 - Gtt rick of pkmn.� bul !ex l is good. 

49 :\lo.  1t1e-y all semi a wry su·ong messagit. If you raktl the time to read them y,1u should haw 110 problem.  

50. 
M3 - Negative right away. Maybe some moce phrases that art: personal. Guy seems like a 
hustler. I did relate as well. 

5 1 .  Very effective. Drive home the me.-;s:ii:ie. 

52. I think these al'e good advcrtiscmellt[s] . I think they are go(1�l for yom1gt:r pcopk. I very seltlom yo ro 
bat's. 

53 . 'Education is power. v�ry inro che campaign . But I don' t b.avc grnat faith. Based 011 my cil'cle of friend:; , 
I dnn ' t  think rhey !like i!. as seriously as they should . 

54. 
:i:i .  T . ike them. They're st.r:.ight to the poinr. Ve1·y blunt. I l ike it .  
56. 

M2 - More panmts w/children holding hands. She needs somebody. It she wru; w/!'.on. it 
would be more conviucing. 
MS - More people, grnup - more black mix.mre. 
M6 • Two people looking at eal'.h other would be hot 

57 . Ket!p going with the c:uupaign and getting " in your face . "  This is the first campaign l ' ve seen froul 
GMHC that afft:cted me. 

5R.  They are well-de:,;igned and thought provokin£. As an advertising man, l looketl at thc:m - I think you 
can further wiU1 it. 

59 . There seems t.o bt: something missing. I th ink they would say sl1methi11g more pertinent that 
"Think about it . Talk ahout i t . " lt puts th� messages in your he.ad at a good time - in the bathroom. I 
question ruy own "fuckecl-upui:.ss whenever I see them so I know if I sh(nlld be careful . 

60. L(.;l!S busy photography. Do ugly men or men w·i1J1 bad bodies h ... 'i.Vt: ;;;,;;x.'! Nu a bad lmdy iu tlJi;: bum.:11 . 
MG - He doesu't k.uow �mmgh u.1 t!!lk about com.iom� but h� does rea,I books on M:,rc 
Chagal . {IuLi:rt::stiug tl1c uct:ul 111.1ticed. ] 

6 1 .  Pur them out more: and in more bars. People need to get the message mon: . Gay mi:11 art: very drug­
oriented, 

62. 
M3 - 1 .  Show !-iOm�th ing positive then mn1 to statistics. positlve message 
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2 .  Show tilt: lrnrsh real i cy .  \:ot a gorgc:ous guy . Sratistics nn people: with ,\ IDS. Rather si:;:. 
a lisc of peoplt:! who ha, e died .  This shows the ,;ex . 
3 .  Too much :-aic.I .1bout norhing. 

6:l. Tts be:wti ful .  The mes�age is so deep . Tim;c £"U}'S who are happy to be:: gay. Other posLers are 
dc:pn.:ssing Thi� l.l l lt'. makes you think. 

6J . I h.ave many id-:as from literature frnm other coumrics. They might be. mme effective if you could rnke 
small cnpic:s of !he postt.•rs antl not just -;e� tht:m iu a bathroom. They should be more direct ant.l have mote 
t11fonnat.ion on tran1-111 i!:isi<.rn .  

65 . More in Eng l ish. TIH:y pretty effective. 

66. 
M5 - It's �nod to c;how friend ralkiug about l-l I V .  

67 . To cnutinue. bm 10 change the material . Keep it fwsh. 11ew, strong sexual visuals .  Mak<: su.n: to have 
bilingual messages . I Ull(:� (:ailed GM HC's  hotline and the woman was a11gry about what l saitl and g:tvc me 
misinfom1atio11. 

68. Good can1pai1.1n. lt. '!': gooci that its rJuc tbeni. 

69. 
70. 

Ml - lt should mention HlV/.AIDS. Should begin with "l'w positiv(:. " 
M lO - 1  don't  underst.a.nd Spanish. 

M3 • Too wordy. Didn' t understand the gist. 
7 1 .  No improvements. 

M5 • None 

72. Ha.ve a before aud after picture of a person that has AlDS. 
M2 - None 
M3 • None 
MS - Norn:: 

73. No comments 
74. No comments 

M6 • A more positive mt:/S:sagl;l. 

75 .  Gre.at campaign. I thiuk survey should've been through the ni:\il instead of hiwiug it theri: wl.it:rt; p1:opk 
can hear you. 
76. 
77. GMHC is d�iing a good job. 

78 .  Effective campaign 
M 1 -M 10 - No imprt)vi;:mcnt:s 

79,  No improvcm�nt.s 
RO .  No improvr:.mt:nt:; 
8 I . No in1provemc:11ts 
82. No improvemem�. No l.:lm111wms. 
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83. Good campaign 
1 0  - Too dark 

84. I would not like co see the poste.r (\..f7) all Ovt:r che place because it can makc other people hav,.: a 
negative view nf g:�y people. 

85. 

Ml - It:- tint: 
M2 • I think ics good 
M3 - llS tO tl11.: poim. 
M4 • I ts to the point. 

M5 - I like it .  
86. 

M5 - l don't like r.he "red " in  the poscer. Too many wtir<ls. Vse different colms. 
Everything is too gray , 

87. In general. the poster-; :H "e depressin�. 
10 - I don' t  l ike the language in S{lanish. 

88. They are OK. 

89. Use some girl in the posters. TI1ey sho\lld be more shncki11s, 

90. 

9 1 .  
92. 

M7 - Why is cvt\ryone a man of color io this piccul'e'? lnoted by African :\meric:m, 
Spanish-spe:ik ing , 19 year old bise:-1u.'\l} 

M l  • l like it 
M4 - I don' t  like the photo. 
M6 - I like it. 

93 , Some are V\tlgar and can be offe11sive to otber[sl , Less clirect message:,. 
94. 

M6 • Make r.he poster more ext,licit. All of them. 

95. Why were only Bhv.;k and Hispanic models USt!d'/ I do noc like the slogan iu Spimish "Stttying negative -
Its not Automath: . " 

96. 
97 , 

M 1 - Posier:s arn too dark; T � shows sex as dirty or dark. 
M7 - Change: the slogan in Spani:;;h. 

98 . I can't stand eh� u� of c1.1l10(1uial lan!,rttage. Its a litcle aw10ying. l would prefer something 
straiehtforwan.l on safer !\ex. I have a ,eacth.111 against the juvenile language. 

M2 - T don't wrutt my mother thinking about my se.x l ife . 

99 - Keep it going. 
Ml  - None: 
M3 • rt should be more direcc . 
M6 • None 
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102 .  Cl,IOr plmtngr::iphy would bi: uic�r. Seems t.u bi.: an �ffecch e ca11 1pai£n if chose who .sei: rhe posrcr:; l.ikc: 

tbt! me�i-age ba�k to the hedronm . 
1 03 ,  
1 04, 

M6 - Loo tastdess 

1 05 ,  No improvemt:ms. 

106. Goo<l campaign. No imprnvemems. 
107. No i.Jnprovemem:.. A gnorl campaign. 
108 . 

109. Seen beuer stuff - TV ads. More awar� of need to be simple. One word and image: ad need; to be 
more positively dirc:cc and less negative. Don' t like the oraniey red wich the black. aJ.Lu. whice phumgraplls. 

M 1- Pictures up top too small. Type should uot be laid ovcl' man's chest. 
M4 - Too much type - cnlor-; not good. Picture tc:rrihle. 

1 10 .  Even more erotiL: piccUl'e$ would he great. Fabulous campaign. Thank you GMHC. 

1 1 1 . Giv� a good message , a quality message: , educational - what more can you du. 

1 12. I appreciatl� them. r like the fact that they' l'e chere - but they should bi: more sexually t::J1plidL Typi: i:; 
difficult to read in a b:ir, 

M3 - Make it more iuteraccive, ll\ore stixually visual 
MS - Make it more hot. 

I 1 3 ,  Make them higger - we're drunk when we see them. This is NYC - you've got co be mo,i: sc:ven: , 
num: shock.in�. to wake them up, 

1 14. Do the TI£ht rh ing by someone else, be honest ad talk ahout staying safe . Sei.:ms to b� the message of it 
all and that' s  great. 

1 1 5. More black men or morn mixed photos. Ntiw York is where you have everybody and thdr Dot, (sp? I 
Skin s<:llls. TI,e message[s1 are good, they dou't talk down to you. 

M3 - This mess;i.ge is wimpy. We are beyoud this. 

1 1 6, The text would be liirec:t and inuch more m che poi1\t, Unforturu.\tely, I think a s,,;are ta.:tic is the best 
direction. 

Ml - Goou 
M2 • Great poscer 
Mo · Totally in t)l"lor 1miti.l 
MS • Great posLt:1 

1 1 7 ,  I would suggest n more prominent message rc�ttrding poster availabil i 1.y su iliHI peupk won't takt; them 
down. Mayhe have so1ui.: here at tht: bar. Make them avai lable. 

l l 8 .  Tra11sh1l� all pmmm; to English. But a picturi:: ::;ays a lhut;saml Wl>rtls. I make up n,y IJWll stories behind 
them. \Vhi:n I lice C M ! 1C,  I know its about AIDS/HIV. 
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l t 9 .  Nobody docs anyth ing for the A:;ian community .  Posctlrs l ike M2 sho\lld be display1:d everywhere. not 
n11l y in  ga.y establislm1�nts. Ovtlrnll ,  th.:y an: too dark. M,-iybc, ruakl· a C(1uµk u [  sl:ary posu.:rs. 

M I  - Th� lirrl� d rcks :u�. difficult co mie. I don ' t  l ike rhc lcttcl' at the botto111. 
M2• I love this one. 

120. Wily are only B la'-'.k :rnd Hispanks used? 
M3 - 11 has m11 mud1 writing (I dou ' r  like t.he pri 1 1 t . )  
MS - Its al l  h lack and Hispank,  W11y'! 
M6 - Use whire mt.11/Asia.11 men. [Spuktm hy Spanish ::;peaking ,  Asian 26 year old �ay 
01anl 

1 2 1 .  Posters should �how the respom.ihili cy of the positive man to t<lkc cum of the negative man. Ir is 1-ivcral l 
targeting only very young people. It emphasiztis heauty models, iihuu1d look more real. 

122. Make thetn more colorfol .  Explain levels of risk in sex1,1a\ a1.:tivirics. 
123 .  

1 24. AIDS is transm i tted in mhet· ways besides sel\ and the postel'S could rctlcct thac. 
125 . 

6 • Could be multiracial 

126. They send the scatement without being too bold. Espccially M3, MS. 

127 .  I like M6. Tue other posters should be more �xplicit a.nd direct liki.: M6. 

128. Shouldn' t. hiwe beautifu.1 TUutlels. They should have regular people. The avcl'agc person will se= th=m as 
.t:exual objeccs. Moti: pain. I dou ' t  rel:ue bec�use they're nm Asiao.TI1cy might wam �o us1: t1:�ular people, 
use people with AIDS . You have to scare people. They're too cutesy .  

129. I t  good. Its gnod to want c o  stay negadve . 

130. Should have more inform.uion re: GMHC for volunteers and the like llincc I didn't know who to 1.:,111. 
M3 • Make one pnswr with both 1an&'1.1.tges 011 i t .  
M4 - This will pmtnotc drugs and unsafe sex 
M9 • Make the poster bilingual. 

13 l .  fo; great that its being done and the worcli.ug is <l()wn to eanh. 
M4 . Tilt: "m�ssage" is confused and the b11.ckgruuml liocsn ' t  help - roo many ntessages. 

132. M6 - Very perso1'1;:ll , real situation. They should all be ,-ts hlunt as M6 to gel the point a�i:oss. 
M3 - Way w iuturuul .  

1 33 .  Very good 1:ampai gn. 

134. Include Asians ht the campaign. 

1 35 .  I �h iu.k its a good message , its not ea.-;y l\) stay healthy . 
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1 37 . �.fake them graphk:il ly  more �imp le. Your eye goes all over the placG. 
M6 - Tbi:n: ' s  rno much to re�d. for the eye to do. 

1 38 .  l think its workin2 tvtn though no one has spoken to me abuut fie ] .  [ thi 1 1k yuur orzanizatiun (GMHC ) 
i� �xtendit1g what chey waut to e�teml. 

M 1 • �hn11ld be less explicit (the acttial photos) or a caricacurc instead of ,u;tual photos . 

1 39 .  If you' re a.lre::icly depressed, this prnae1· is going co mo.ke yL1u more d.;prcs::-ed . Its odd that the l i uo:s ;H 
me bottom (Think about ic. . .  ) arr.: sn1aller thau thi: rest. Tile lmtt1>m mcssa£e should be as bold as che bo!Lkst 
li11� in the messagt:. 

1 40. 
MS - Its okay, cute guys. 

141 . Why do most of these posters seem to be: of Blacks and Hispani.:s·� \Vhi tc guys still ii:t AIDS o.nd whi te: 
guys :ue still dying. \\'hat. ',; e;oing on? 

142. Make thi:m higger so d1ey ' re easier to read alld more aggressive - in your face. 
M3. What's his di:al - he 's  too much of a twinkic. 
M I O- In English, please. 

1 43 ,  Whac's going to h::ippen is going to happen and it dOe$n't matter how poster [many] posccrs yo1.1 print 
even if they' re sex.y and pretty. 

144. _ Betcer if they were hotter and the working is tough tO se= hut they ' re pl'etly cool. 

145. They' re just great. lts a hot campaign. 

1 46. 1 chink tl1!!y' re g1·e111 . I've seen them in a bunch of places • at the ce11te1·, my gym.  Kcc:p up the good 
work. 

147. l real ly l iked the three friet\ds on� - I have frieuds like:: that and i ts made a difference. 
M3 • fts a !itcle unclear to me. 

148. Its hard ro see all the words iu the bathroom cause they ' re so dark. They ' re rtlce postt:r:; though. 

1 49 . I'm prerty much edibace because: I'v!! lost so many frieml1> -· I hope I 've noc $kewed the survc:y. 

I �O. Maybe older gu>·s should also be in then1; they ' re all prt:Lly mud1 younger guys, 
M2- Get rid of it. 
MlO- I 'u likt.: to see this one in English. 
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