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Å In the Eastern Caribbean, PSI Caribbean runs a branded 
Behavior Change Communication (BCC) campaign, supporting 
program aims of: 
ï Improving access to condoms and sexual and reproductive health 

(SRH) services 

ïDecreasing barriers to condoms and SRH services 

ïBuilding local capacity for HIV prevention and SRH service delivery 

ïGenerating demand for condoms and promoting consistent condom 
use 

ÅKey to the integrated strategy: 
ïPrinciples of Sales and Marketing 

ïCreation of the Got it? Get brand: positioned to signify safe sex, 
condom accessibility and use, and more recently, SRH access 

Campaign Overview 



What is Social Media? 

ÅWeb-based and mobile technologies that turn 
communication into an interactive dialogue 
ÅCreation and exchange of user-generated content 
ƳŀƪƛƴƎ ƳŜǎǎŀƎŜǎ ŀƴŘ ŎƻƴǘŜƴǘ άǇŜǊǎƻƴŀƭέ ƛƴ 
nature 
ÅLǘΩǎ ƳŜŘƛŀ ŦƻǊ ǎƻŎƛŀƭ ƛƴǘŜǊŀŎǘƛƻƴΣ ōŜȅƻƴŘ ǎƻŎƛŀƭ 

communication 
ÅEnabled by accessible and scalable 

communication techniques 
Å Includes email, texting, website, Facebook, 

Twitter, Applications 



The Future is Now  

ÅSM is changing the way people think, act, decide 
and how businesses operate 
ÅSM has transformed the world by creating a lot 

more transparency  
ÅSM has made everyone a brand ambassador / 

company representatives (for better or worse)  
ÅBalance of power shifting from marketer to 

customer.  
ÅSocial media drastically changes the way of 

communication between organizations, 
communities, as well as individuals. 
 
 
 



Integrated Engagement Overview 
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1. Facebook page stimulating BCC 
messaging 

2. Significant medium for research and 
metrics 

3. Great medium for building brand equity 
4. Huge reach 

New Engagement Website 
ÅGo to place for SRH information 
Å Risk perception tests & referral card 

downloads 
ÅGames, competitions & giveaways  
Å Ask GIGI 
Å Linking offline merchandising online 

1. Twitter very important among peers / 
competitors 

2. Link FB postings to Twitter Tweets 

   Email 
Å Newsletter?  
ÅQ&A email help center?  

Street teams 
Å Face to face interaction 
Å Map interactions / impact via Google 
Å App highlighting condom outlets 
Å Share offline experiences online 

Developing a coordinated experience across the places where people spend time  

Traditional Media Integration 
Å Radio  and TV spots targeted to youth 
Å All spots promote online touch points  
ÅOnline showcases all offline spots 

Other Social Media Options 
Å Apps 
ÅQR Codes 
ÅGamification 

Mobile /  Texting campaigns 
Å A mobile / texting campaign 
Å BBM Group 
Å Apps: Location based gamification 

http://en.wikipedia.org/wiki/File:Wikipedia_mobile_en.svg


An Integrated Digital & Social Marketing Campaign 

Online Touch Points 
 

ωwww.gotitgetsafesex.com 

ωwww.psi.org/caribbean Website:  

ωhttp://www.facebook.com/gotitgetitsafesex 

ωhttp://apps.facebook.com/gotitgetit/?ref=ts 

ωhttp://www.facebook.com/group.php?gid=34720499531&ref=ts 

ωhttp://www.facebook.com/group.php?gid=34720499531&ref=ts#!/GotitGetitSaf
eSex 

Facebook:  

ωhttp://www.youtube.com/gotitgetitsafesex 

ωhttp://twitter.com/GIGIsafesex 

YouTube 
and Twitter:  

ωgotitgetitsafesex@gmail.com 

ωgotitgetit@psicarib.org  

ωinfo@gotitgetitsafesex.com  
Email:  

http://www.gotitgetsafesex.com/
http://www.psi.org/caribbean
http://apps.facebook.com/gotitgetit/?ref=ts
http://apps.facebook.com/gotitgetit/?ref=ts
http://www.facebook.com/group.php?gid=34720499531&ref=ts
http://www.facebook.com/group.php?gid=34720499531&ref=ts
http://www.facebook.com/group.php?gid=34720499531&ref=ts
http://www.facebook.com/group.php?gid=34720499531&ref=ts
http://www.youtube.com/gotitgetitsafesex
http://twitter.com/GIGIsafesex
mailto:gotitgetitsafesex@gmail.com
mailto:gotitgetit@psicarib.org
mailto:info@gotitgetitsafesex.com


Changing the Conversation 

Consumer 
conversations 

Changes in 
decision making 

Affects 
marketing 
plans/PR 

plans/Sales 
plans 

Listen and 
engage with 

REAL dialogue 

Make your 
product a part 
of their lives 

Brands will 
become 
personal 

Integrate online 
and offline 
channels 



SM Gems 

ÅEngagement is the key:  
ÅMust be authentic 

ÅAnalytics is KING / Content is QUEEN 
ÅData will influence what we talk about 

ÅDo NOT ignore your customer 
conversations: 

ÅLook at the ROI vs. COI (Cost of Ignoring) 

ÅThe Organization is an engagement tool: 
ÅEmployees must be empowered to participate 
ÅTo facilitate customer engagement 

ÅBe Prepared: 
ÅDevelop crisis management policies, social media 

playbooks and content plans 





Why Should PSI Use Social Media? 

ωOften find audiences we may not know we had 

ωHuge ROIs 

ωLots of data to inform programming  
Huge reach!  

ωNeed to meet our target audience where they are 

ωRemoves geographical barriers 

Our target audiences 
and our competitors 

are there 

ωMerge online and offline activities 

ωExpand reach of offline activities 

Great medium to be 
really innovative 

ωEasy to find trends 

ωMessages go viral 

ωLots of Data 

Benefits ALL 
Departments 



ÅGet your Brand out there!  

ÅEmail signatures with Social Media touch points 

ÅOn ALL advertising material 

ÅWear it! Drink from it! Write with it! (be creative with 
where you put links to your sites, just get it visible) 

ÅHave a Strong Content Plan and provide information that is 
engaging and pertinent  

Å Identify brand advocates/influencers and get them talking 
about your brand 

ÅBe social by design: Use of QR codes, gamification, texting, 
on-line referral cards, e-commerce to name a few. 

Making your brand social 



2011 Metrics 

Facebook Page 

ω29,858 Fans 

ωTop 5 pages in the 
Caribbean 

ωBest medium to reach 
target audience 

YouTube 

ω356,803 views 

ωSantana viral video had 
285,413 views  and is 
still receiving comments 

Twitter 

ω113 followers 

ω340 Tweets 

ωImportant presence 
amongst peers and 
competitors 

Website 

ω2, 857 views 

ω3:00 min avg time 

ωRe-launching to 
become a go-to source 
for HIV and SRH info 

Mobile 

ωLaunching in 2012 
utilizing text messaging, 
SMS, and BBM 
campaigns 

Street Teams 

ω25,895 people reached 
via BCC outreach 
(across all countries 
and activities) 



Results 

Social Ads  

ωImp.  89,222,121  

ωClicks ς 73,676  

ωCTR 0.10% (Blended) 

Search & Contextual 
ads 

ωImp. 54,465 

ωClicks 1,036 

ωCTR 1.90% 

Santana Video  

ω218,140 views  

ω247 comments  

ω101 Channel 
Subscriptions 

Facebook Page Stats 

ω29,055 Fans 

ωActive monthly users 

ωApril: 35k,  June: 33k 

ωF-53%, M-47% 

ωF-41.5% bet 13-35 

ωM-36% bet 13-35 

Campaign Participation 

ω240 Signups  

ω14 videos  

ω2 Winners 

Website  

ω1681 Unique Visitors 

ω3mins Avg time on 
site 

ω63% New visitors 



Offline Visibility is still key 


