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Prof. Dr. Elisabeth Pott

1987 to 2012:

25 years of “GIB AIDS KEINE CHANCE”.

While many countries are still struggling to contain
their dramatic infection rates, Germany is in the
comparatively favourable position of being able
to look back on many years of effective prevention
work. The Federal Government already initiated its
“Sofortprogramm Aids” (“Immediate Programme to
Fight AIDS”) 25 years ago. It was in the same year
that the “GIB AIDS KEINE CHANCE” (“DON’T GIVE
AIDS A CHANCE") campaign of the Federal Centre
for Health Education (BZgA) was launched. With

a budget of just under DM 50 million (roughly
€25 million), it was financially well-equipped.

The biggest health campaign in Germany to date
was successfully communicated through all the
available channels, and “GIB AIDS KEINE CHANCE”
became one of the best-known logos in Germany.

The effort has paid off: with its low HIV infection rates,
Germany today fares best in a comparison of Western
European countries. Germans are using more condoms
than ever before, and the number of new HIV infec-
tions has been declining again since 2007 (following an
increase from 2001 to 2007). All the relevant target groups
have the knowledge they need to be able to effectively
protect themselves against infection with HIV.

The campaign targeted the prevention of HIV infections
and the encouragement of solidarity with affected
persons from the outset. It was also the roof under
which the target group-specific work of the Deutsche
AIDS-Hilfe (DAH — German AIDS Service Organisation) for
groups particularly affected and threatened by HIV and
AIDS was decisively promoted and expanded. This AIDS
prevention strategy marked a fundamental paradigm
shift in the prevention of infectious diseases. Ever since
its launch, the reach and overall impact of the campaign
have been scientifically reviewed in the annual repre-
sentative survey entitled “Aids im &ffentlichen Bewusst-
sein” (“Public Awareness of AIDS”).

However, these obvious successes must not be allowed
to tempt us to rest on our laurels. In the future, too, the

most important goal of the BZgA will continue to be

to keep HIV infections in Germany at a low level and to

reduce them permanently. The framework conditions

and the resultant challenges for successful HIV/AIDS
prevention have, however, changed significantly

in recent years. For instance, the improved medical
treatability of HIV/AIDS has led to a situation where the
threat posed by an HIV infection or AIDS is perceived to
have become smaller, especially in the groups at risk.
For many people, an HIV infection has become a kind of
chronic illness that can be lived with for decades with
only slight impairment of the quality of life. Moreover,
other sexually transmitted infections (STls), such as
gonorrhoea or syphilis, greatly increase the probability
of infection with HIV.

If the “GIB AIDS KEINE CHANCE” campaign and HIV/AIDS
prevention in Germany are to continue to be effective in
the future, they have to face up to these challenges. In
this respect, it is important to address people at risk time
after time and, above all, to adapt the form of address to
their changing communication and leisure-time habits.
The keywords in this context are the Internet and mobile
communication channels.

So, there is a need for innovative offerings. That is why
the BZgA constantly improves and adapts its prevention
campaign - and also involves its target groups in order
to find new ideas. One key question in connection with
all prevention measures is how the available resources
can be put to the most effective possible use.

We will continue to do our utmost to ensure that as few
people as possible in Germany become infected with the
HI virus and other sexually transmitted infections (STIs).

This documentation contains a variety of information
relating to our fight against HIV and AIDS and the “GIB
AIDS KEINE CHANCE" campaign, i.e. its history, its com-
prehensive mix of measures and media, and its quality
assurance. We would be delighted if your interest also
makes a contribution to maintaining public awareness
of this important work for society.

Prof. Dr. Elisabeth Pott,
Director of the Federal Centre for Health
Education (BZgA)
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The history of
HIV/AIDS and
AlIDS prevention
in Germany

HIV/AIDS was always more than just

a disease. That is why protection against
HIV and the encouragement of solidarity
with people with HIV are the focus

of prevention.



The history of HIV/AIDS and AIDS
prevention in Germany

The first case of AIDS occurs in the

Congo (identified retrospectively).

The first cases of then
mysterious clinical pictures,
involving massive disruptions
of the immune system,

are observed in the USA and
referred to as “AIDS” from
1982 onwards.

The Robert Koch Institute in
Berlin starts to keep the German
register of AIDS cases.

The first AIDS-Hilfe self-help
groups are established.

In June, “Spiegel” magazine

reports on the lethal epidemic for
the first time in a cover story.

NER SPIEGEL
v

At almost the same time, French
virologist Luc Montagnier and
his American colleague Robert
Charles Gallo announce the
discovery of the Hl virus as the
trigger of AIDS (then still known
as HTLV ).

23 September sees the establish-
ment of Deutsche AIDS-Hilfe in
Berlin as the central organisation
of the local AIDS-Hilfe groups
being set up in numerous towns
and cities.

Deutsche

M AIDS-Hilfe

The first HIV antibody test is

presented.

1981

1983

>

Launch of the “Sofortprogramm
der Bundesregierung zur
Bekdmpfung von Aids”

(“Immediate Programme of the
Federal Government to Fight
AIDS”"). Roughly DM 50 million
per year are made available for
AIDS prevention in 1987/1988.

GIB LD
KEINE
CHANCE

The central campaign of the
BZgA for AIDS prevention is
given the logo “GIB AIDS KEINE
CHANCE” (“Don’t Give AIDS a
Chance”).

The AIDS telephone counselling
service of the BZgA offers anon-
ymous, personal counselling
seven days a week.

The first International AIDS Con-
ference is held in Atlanta/USA.

Obligatory testing of all blood
products for HIV antibodies is
introduced in Germany.

Actor Rock Hudson becomes the
first prominent victim of AIDS.

In November, the BZgA sends
the Federal Government’s first

information brochure to all 27
million households by post.

01805555 L4k

1985

The BZgA's TV spots start with a
series of ten spots that attracts
great public attention. The “Super-
market” spot, produced in 1990
and featuring Hella von Sinnen
and Ingolf Luck, becomes a classic.

The Deutsche AIDS-Stiftung
“Positiv leben” (German AIDS
Foundation “Live Positively”) is
established on the initiative of
Rainer Jarchow. The “Nationale
AIDS Stiftung” (National AIDS
Foundation) is created a short
time later.

In collaboration with the World
Health Organization, the BZgA
invites representatives from 15
European countries to the first
“International AIDS Consulta-
tion” in Cologne (until 1993).

The BZgA launches its first
broad-based information
campaign for AIDS prevention in
cooperation with all pharmacies
in Germany and other partners.

DAS WICHTIGSTE UBER AIDS
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The BZgA launches its “Personal
Communication Campaign”,
holding “AIDS Action Days” and
“AIDS Action Weeks” with local
cooperation partners in all towns

and cities in Germany in the
following years.

Establishment of the “Nationaler
AIDS-Beirat” ("National AIDS

Advisory Council”) as the advisory
body of the Federal Government.

Schiiferstiindchen.

>
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mach’s mit.

The BZgA's first "mach’s mit”
("join in”) billboard posters are
displayed free of charge by the
Fachverband Aussenwerbung
(FAW - Outdoor Advertising
Association) and cause a great
public stir - condoms have never
before been so strikingly present
in the townscape.

AUSSENWERBUNG E.V.
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>

The film “Philadelphia”, with
stars including Tom Hanks,
focuses on the subject of AIDS
and attracts a great public
response.

Queen presents the “Freddie
Mercury Concert for AIDS
Awareness” in Wembley Stadium,
attracting a billion viewers
worldwide.

1992

Singer Freddie Mercury and
tennis player Michael Westphal
die of AIDS.

7

The “Red Ribbon” begins its
career and is today a globally
recognised symbol for solidarity
with affected persons.

The United Nations declares
1 December as the first World
AIDS Day.

The Study Commission of the
German Bundestag “Aids -
Fakten und Konsequenzen”

(“AIDS - Facts and Consequences”)
submits its first Interim Report
“Gefahren von Aids und wirksame
Wege zu ihrer Einddimmung”
(“Dangers of AIDS and Effective
Ways of Containing Them”).

Actor and script writer Kurt
Raab becomes Germany'’s first
prominent AIDS victim. 1988

The medical breakthrough

in the form of highly effective
antiretroviral combination
therapies triggers great euphoria
at the World AIDS Conference in
Vancouver.

Establishment of UNAIDS,

the AIDS organisation of

the United Nations.

The Deutsche AIDS-Stiftung
“Positiv leben” and the Nationale
AIDS-Stiftung join forces to

form the Deutsche AIDS-Stiftung
(German AIDS Foundation).

Deutsche
AIDS-Stiftung

Worldwide disillusionment: the
new therapies have massive
side-effects and can trigger the
development of resistance -

given the current state of medical

knowledge, a cure for HIV is still
inconceivable.

The first BZgA radio spots
featuring prominent comedians.

The BZgA issues invitations to
the first meeting of the EUROPAC
initiative, a forum for a practice-

oriented exchange of experience
among European countries.

The “Infection Protection Act”
supersedes the previously

valid “Federal Communicable
Diseases Act” and the “Venereal
Diseases Act” on 1 January,
putting infection control on a
modern footing.

The United Nations resolves to
establish the “Global Fund to
Fight AIDS, Tuberculosis and
Malaria” to finance programmes

for fighting HIV/AIDS worldwide.

Q) The Global Fund

To Fight AIDS, Tuberculosis and Malaria

1996

1999

2001

>

>

>

>

With almost 30,000 participants,
the 16th International AIDS
Conference in Toronto/Canada

is the largest event of its kind

to date. Options for developing
countries are the main subject of
the discussions.

The “HIV/Aids-Bekdmpfungs-
strategie der Bundesregierung”
(“Strategy of the Federal Govern-
ment to Fight HIV/AIDS") names
education and prevention as
the key elements for a successful
fight against AIDS in Germany.

The dramatic rise in HIV figures
in Eastern Europe, together
with increasing migration and
mobility as a result of expansion
of the EU, gives rise to fears
regarding the consequences

for the development of HIV in
Europe as a whole.

From the middle of the year,

® PKV

Verband der Privaten
Krankenversicherung

>

the Verband der Privaten
Krankenversicherung e.V. (PKV —
Association of German Private
Healthcare Insurers) supports the
AIDS prevention activities of the
BZgA with € 3.4 million per year.

Nelson Mandela, who has
created his own AIDS Foundation
and is active in the worldwide
fight against AIDS, announces
that his son Makgatho has died
of AIDS.

As has previously already been
the case in most of the other
industrial nations, Germany like-

wise records a marked increase
in the number of HIV diagnoses
in 2001.

2005

The Ministerial Conference
“Partnership & Responsibility —
Together against HIV/AIDS” is
held in Bremen in the framework
of Germany'’s EU Council
presidency. It increases the
importance of the fight against
AIDS as an important focus of the
EU at the government level. The
“Aktionsplan zur Umsetzung der
HIV/Aids-Bekdmpfungsstrategie
der Bundesregierung” (“Action
Plan for Implementing the Strat-
egy of the Federal Government to
Fight HIV/AIDS") is presented at
the Conference.

In a comparison of Western Euro-
pean countries, the 2006 Euro HIV
statistics on new HIV infections
per million inhabitants show that
Germany has the second-lowest
rate of new infections, behind
Andorra.

The representative survey of the
BZgA, entitled “Aids im 6ffentlichen
Bewusstsein” (“Public Awareness of
AIDS"), shows that the protective
behaviour of the public has
reached its highest level to date.
At the same time, more condoms
are being sold in Germany than
ever before.

The BZgA produces two versions
of the AIDS prevention spots
“Safe - sag es!” (“Safe - say it!"),
one for people with heterosex-
ual contacts and one for men
who have sex with men.

The 17th World AIDS Conference
is held in Mexico City in August
and attended by more than
28,000 participants.

Prof. Frangoise Barré-Sinoussi
and Prof. Luc Montagnier are
awarded the Nobel Prize for Medi-
cine for discovering the Hl virus.

The 18th International AIDS
Conference in Vienna attracts
roughly 20,000 participants from
197 countries. The design of the
exhibition stand of the Federal
Republic of Germany features
several “Liebesorte” (“Places for
Love”) from the BZgA campaign
and causes a great stir.

2007

2008

2010

"

The new “mach’s mit — Wissen und
Kondom” (“join in — Knowledge
and Condom”) series is launched
in April 2012. More so than

in the past, the protective
message regarding HIV/AIDS is
supplemented by information on
additional sexually transmitted
infections (STIs). Moreover,
people and their individual
notions concerning sexuality are
presented for the first time.

2012

This year, the BZgA's solidarity

and antidiscrimination campaign
“Positiv zusammen leben.

Aber sicher!” (“Living together
positively. Be safe!”) again centres
on impressive portraits of
courageous women and men with
HIV. The campaign for World AIDS
Day portrays the great diversity

of life with HIV and encourages
respect and acceptance.
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After a period of 5.5 years, the

Verband der Privaten Kranken-

versicherung e.V. (PKV) again

supports the AIDS prevention

activities of the BZgA by signing

a follow-up agreement and

providing €3.2 million per year

until the end of 2015. 2011

The 19th International AIDS
Conference is held in Washington
DC from 22 to 27 July under the
motto “Turning the Tide together”.

25 years of “GIB AIDS KEINE
CHANCE".

25 JAHRE
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HIV/AIDS

It is estimated that 34 million

people around the world were living
with HIV in 2011, including more than
3.4 million children.




Source: UNAIDS,
Global Report 2010

HIV/AIDS

Since its discovery in the early 1980s, HIV/AIDS has
been one of the best-known, but also the most
threatening, infectious diseases, particularly because
neither a cure for, nor a vaccination against the virus
is in sight. Several decades of intensive research
have led to the availability of therapies that enable
affected persons to live for a long time and largely
without symptoms, even after the infection breaks
out. However, a cure will not be possible in the
foreseeable future, not even with the most effective
medication. That is why prevention, i.e. the commu-
nication of knowledge, risk awareness and correct
behaviour as regards the virus and the disease AIDS,
is the most important key for containing the spread
of HIV/AIDS.

2.1 HIV and AIDS worldwide

According to an estimate by the United Nations (UNAIDS),
roughly 81 million people became infected with the HI
virus between the early 1980s and the end of 2011. The
number of people living with HIV is estimated at 34 mil-
lion, including more than 3.4 million children. There are
roughly 2.5 million new HIV infections per year, including
about 330,000 cases in children under the age of 15. So,
around the globe, roughly five people per minute become
newly infected with HIV And 1.7 million AIDS-related
deaths per year are a threat to the sustainability of social
structures and economic development in many countries.

NUMBER OF NEW HIV INFECTIONS WORLDWIDE

Adult population (%)

Bl 15.0%-28.0%

Bl 50%-<15.0%

Bl 1.0%-<50%

I 05%-<1.0%

[ 01%-<05%
<0.1%

[ No data available

HIV/AIDS has become a widespread disease in some
countries, where it leads to a marked decline in the
average life expectancy. Developing countries are
particularly hard-hit by the HIV/AIDS epidemic. AIDS

is today the most common cause of death in some
African countries, especially in the sub-Saharan area. In
some regions, more than 25 percent of the population
between the ages of 15 and 49 are infected with HIV or
suffering from AIDS. In contrast to Africa, the average
prevalence among adults, i.e. the frequency of the
disease, in Western Europe is comparatively low, at
roughly 0.3 percent. The figure for Germany is below
0.1 percent. However, there are major differences
within Europe: for example, the number of new HIV
diagnoses per million inhabitants in some Mediterra-
nean countries is many times higher than in Germany
or the Scandinavian countries.

Not only the HIV figures, but also those for other
sexually transmitted infections are currently displaying
very dynamic increases in some countries. Particularly
affected in this respect are several of the successor
states to the former Soviet Union. Other major hot-
spots are South and East Asia with their populations
of billions. Special efforts of the community of states —
particularly also through the Global Fund to Fight
AIDS, Tuberculosis and Malaria — have in recent years
succeeded in initiating diverse prevention measures
in particularly hard-hit countries and in substantially

increasing the number of HIV tests and HIV treatments.

Just the number of HIV-positive people receiving
antiretroviral therapy in countries with a low or
medium income has risen from approx. 300,000 (2002)
to approx. 8 million (2011).

2.2 HIV and AIDS in Germany

In view of the development of the global HIV/AIDS epi-
demic, the threat of AIDS in Germany is often overlooked.
After all, the country’s figures are relatively low, not only
by worldwide comparison, but also within Western
Europe: according to data from the Robert Koch Institute
(RKI), roughly 73,000 people with an HIV infection were
living in Germany at the end of 2011. This corresponds

to arate of 0.9 per 1,000 inhabitants. The prevalence in
Germany is thus one of the lowest in Western Europe. In
a comparison of new HIV infections in Western Europe

in 2009, Germany recorded the lowest level, along with
Finland. Experts are of the opinion that this success of
prevention is essentially attributable to the fact that com-
prehensive prevention efforts began at an early stage,
and to the existence of the necessary, efficient structures
at the national, regional and municipal levels.

The Federal Government and the Federal Ministry of
Health (BMG) already attached great political impor-
tance to HIV/AIDS prevention in the 1980s, providing
correspondingly high funding for prevention. However,
despite the great success achieved, the HIV problem

has not been solved in Germany either. This is indicated
by the increase in the number of new infections in

the early 2000s: the lowest level was recorded in 2001,
when roughly 1,500 new diagnoses were reported and
confirmed, after which the number of new HIV infections
rose to roughly 3,000 per year by 2007, since when it has
only declined again slowly. The estimated number of
new infections in 2011 was 2,700. The goal of prevention
work continues to be the further, and preferably perma-
nent, reduction of this figure.

2. HIV/AIDS

NEW INFECTIONS IN 2011 - BREAKDOWN BY INFECTION RISK

< 1% Mother-
to-child
transmission

5% Intravenous
drug use

20% Heterosexual
contacts

74% Men who have
sex with men

Source: Calculation based on the estimates of the Robert Koch Institute,
Epidemiologisches Bulletin 46/2011, key data of 25.11.2011

Generally speaking, all groups of the population are
affected by HIV and AIDS, but some groups are exposed
to a greater threat. Almost three-quarters of all new
infections in Germany are today recorded in the group
of men who have sex with men (MSM). Second place,
with a figure of roughly 20 percent, is taken by people
who have heterosexual contacts. Roughly 5 percent

of all cases involve injecting drug users (IDUs), while
fewer than 1 percent are attributable to mother-to-child
transmission. According to estimates by the RKI, roughly
52,000 of the 73,000 affected persons were receiving
antiretroviral treatment at the end of 2011. 500 people
died of the consequences of HIV and AIDS in 2011.

DEVELOPMENT OF THE ESTIMATED HIV INCIDENCE AND PREVALENCE IN GERMANY
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2. HIV/AIDS

2.3 Causes of the increase in new
HIV infections between 2001
and 2007

Protective behaviour among the German
population has reached a record level today, as
have condom sales. So, the clear focus of pre-
vention on condom use as the best protection
against an HIV infection has achieved a lot. It

is therefore hardly surprising that the infection
figures for Germany are low in a comparison of
Western European countries. Nonetheless, the
number of new HIV infections rose significantly
from 2001 to 2007. How come? This — seem-
ing — contradiction is easily explained. The
following factors contributed to the increase in
new infections, either singly or in combination:

Increase in other sexually transmitted
infections (STlIs)

The figures for other STls have been rising in
Germany since about 2000. For instance, the
number of syphilis diagnoses has doubled
since then. These diseases not only have trans-
mission routes similar to those of HIV, but can,
above all, greatly increase the virulence of the
Hl virus and susceptibility to it. Consequently,
the prevention of sexually transmitted infec-
tions is becoming an increasingly important
part of HIV prevention, both for the BZgA and
for the Deutsche AIDS-Hilfe.

More people are having an HIV test
Increasing use has been made of the HIV test
in recent years, particularly by men who have
sex with men. This could lead to a“wave of
diagnoses”that increasingly also reveals older
infections. Moreover, the Robert Koch Institute
is continuously improving the quality of the
data on HIV and AIDS collected by the test
laboratories and in doctors' surgeries and test
counselling centres. This permits more accu-
rate allocation to confirmed first-time diagno-
ses. This statistical effect likewise contributes to
the increase in the reported figures.

The life expectancy of people with HIV is
increasing significantly

This is a highly positive development in itself,
but it leads to a situation, also in Germany,
where more and more people are living

with HIV/AIDS and - thanks to effective HIV
therapies — enjoy a higher quality of life, which
also includes sexual activity. This increases the
chances of their sex partners being infected

Declining protective behaviour in some
groups

Most new HIV infections are recorded in the
groups at particular risk. As a result of the
improved treatment options, AIDS has lost its
former terror; many people no longer see AIDS
as a deadly threat, but often just as a serious,
but effectively manageable threat to their
health. The invisibility of the danger and faith
in the effectiveness of the new medications
have contributed to people underestimating
the real threat and thus, in some quarters, to
increasingly risky behaviour, especially in the
epidemiologically most important groups,
such as men who have sex with men.

More infections in and from other
countries

The rising number of infections, mainly in
Africa, Central and East Asia, but also — on our
own doorstep —in Eastern Europe, and peo-
ple’s increasing mobility entail a growing threat
of ‘imported”infections for Germany. And:
with over 40 million journeys abroad per year,
the Germans are the “world travel champions”.
This also increases their risk of meeting people
in other countries who are infected with HIV.

2.4 “Old AIDS” and “New AIDS”

The picture of AIDS in German society has
changed markedly since about 1996: in the
early days, many people perceived AIDS as
being one of the greatest threats to health
and a fatal disease that could also be linked to
concrete symptoms as a result of the physical
changes that were usually clearly visible in
affected persons. And it was this visibility that
encouraged the willingness of people, particu-
larly in the high-risk groups, to protect them-
selves against this present danger. Owing to
the major improvements in treatment options
since that time, which make AIDS appear
more like a normal, chronic disease from the
medical point of view, AIDS has for many peo-
ple lost its “visibility”and its former terror.

Today, many people at risk no longer perceive
AIDS or an HIV infection as life-threatening.

If they receive effective therapy, people

with HIV/AIDS now have a far longer life
expectancy and usually no externally visible
symptoms. So, if HIV prevention is to continue
to be successful, it needs new communica-
tive starting points in order to effectively and
convincingly convey the necessity and sense
of protection against HIV and other sexually
transmitted infections to the groups at risk.

HIV/AIDS in Europe

New HIV diagnoses per million inhabitants in Western Europe in 2009

Source: HIV/AIDS surveillance in Europe 2009,
European Centre for Disease Prevention and Control
Stockholm, 2010
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The Federal Centre for Health Education
(BZgA) is the central agency for the
implementation and coordination of
AIDS prevention in Germany.




The role of the BZgA in
AIDS prevention in Germany

The Federal Centre for Health Education (BZgA),
acting on behalf of the Federal Ministry of Health
(BMQ), is the central agency for the implementation
and coordination of AIDS prevention at the federal
level in Germany. It is a higher federal authority in
the portfolio of the BMG. As the central coordination
agency for prevention and health promotion, it is
responsible not only for AIDS prevention, but for

a wide range of prevention topics. In other words:
the task of the BZgA is to promote the willingness
of the general public to adopt health-oriented and
responsible behaviour.

The BZgA develops prevention strategies and commu-
nication concepts for each of its topics, implementing
them in programmes, campaigns and projects. Its main
focuses today are AIDS prevention, sexuality education
and family planning, drug and addiction prevention,
child and youth health, healthy nutrition and the pro-
motion of organ donation.

The most important goal of the BZgA in the context
of HIV/AIDS prevention is to keep the number of HIV
infections as low as possible. This means identifying
the causes of new infections in Germany and counter-
acting them by means of effective, modern and target
group-oriented prevention offers.

COOPERATION BETWEEN GOVERNMENTAL AND NON-GOVERNMENTAL ORGANISATIONS IN AIDS PREVENTION

Other Ministries

Federal Lander

Public health offices

Source: BZgA

Federal Ministry of

Health (BMG) WHO, EU, UNAIDS

Cooperation N

Professional supervision

N2

Division of

Coordination labour
z S Bzg A R ]  Deutsche AIDS-Hilfe

Cooperation j:

Other cooperation )
partners (e.g. Deutsche Local AIDS-Hilfe
AIDS-Stiftung, GIZ) groups

The objective described above results in the following
tasks:

> Maintenance of a high and stable level of informa-
tion regarding infection risks and protective options
in connection with HIV/AIDS and other sexually
transmitted infections,

> Promotion of the motivation and ability to use con-
doms in risky sexual situations,

> Promotion of a responsible attitude towards one’s
own health and that of sexual partners,

> Creation and strengthening of a social climate that
opposes the stigmatisation and isolation of people
with HIV/AIDS.

The BZgA regularly carries out specific studies and rep-
resentative surveys to secure the effectiveness of the
campaign as a whole and of its individual measures.

3.1 The Strategy of the Federal
Government to Fight HIV/AIDS and
its Action Plan

The HIV/AIDS prevention activities of the BZgA are part
of the Strategy of the Federal Government to Fight HIV/
AIDS. The Federal Ministry of Health is the coordinating
agency in this context.

The principal goals of this Strategy are to prevent new
HIV infections and other sexually transmitted infections,
to secure and optimise the necessary counselling and
support offers, and to intensify national and interna-
tional cooperation.

The Federal Government already adapted its Strategy to
Fight HIV/AIDS to the new challenges in July 2005. The
extensive experience of the BZgA, particularly with the
"GIB AIDS KEINE CHANCE" campaign, was incorporated
into this Strategy. In the framework of Germany’s EU
Council presidency, the "Action Plan for Implementing
the Strategy of the Federal Government to Fight HIV/
AIDS"was then adopted on this basis in March 2007,
defining the key subject areas and fields of research,
action concepts and work focuses in the fight against
AIDS. The Federal Ministries of Health, for Economic
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Cooperation and Development, and of Education and
Research play a central role in this context.

The Action Plan defines the key fields of action and the
goals on which Germany concentrates in its efforts to
fight AIDS: education and prevention, universal access to
HIV tests and therapy, solidarity and anti-discrimination,
the epidemiology of new infections, biomedical and
social-science research, as well as evaluation and quality
assurance.

The Strategy of the Federal Government to Fight HIV/
AIDS moreover contributes to implementation of

the objectives of the United Nations, the G8 Summits
and the European Union, which are also supported

by Germany. In the 2000 Millennium Declaration, the
international community committed itself to stopping
the spread of HIV/AIDS and reversing the current trend
by the year 2015.

HIV prevention pays off

The AIDS prevention approach adopted early on in
Germany has been scientifically proven to be particu-
larly effective. In 2005, a US study compared different
ubiquitous prevention approaches and the effects to be
expected with the resources expended. The results con-
firmed that the most effective of them is a combination
comprising target-oriented measures for groups at risk
and high-reach measures aimed at the general public.

HIV prevention is also a success in economic terms:
according to the latest estimates, the life-long medical
support and therapy needed by a person with HIV
costs well over half a million Euros. AIDS prevention in
Germany has probably avoided tens of thousands of
infections since 1985 — thus greatly relieving the health
system of substantial costs.

3.2 Cooperation with the
Deutsche AIDS-Hilfe (DAH)

The BZgA has been successfully cooperating with

the Deutsche AIDS-Hilfe, the umbrella organisation of
roughly 130 local AIDS-Hilfe groups and initiatives, for
more than 25 years. This long-standing, constructive
partnership has contributed the two organisations
being able to jointly find a successful response to the
changing conditions and new challenges in prevention
time after time. The close cooperation between the gov-
ernmental and the non-governmental institution is thus

E ROLE OF THE BZGA IN AIDS PREVENTION IN GERMANY

one of the key success factors of HIV/STI prevention in
Germany, and this model of a strategic division of labour
has also set an international example.

The BZgA bears responsibility in Germany for the
nationwide “GIB AIDS KEINE CHANCE” AIDS prevention
campaign and for addressing the entire population and
key target groups. The activities of the DAH primarily
target the principal groups affected by HIV and exposed
to a particularly high risk. Since the DAH emerged from
its target groups and cooperates closely with them, it is
a particularly credible provider of effective prevention.
Consequently, the BZgA puts a major share of its gov-
ernment funds for AIDS prevention at the disposal of the
DAH for its prevention work in these groups. The BZgA
gives the DAH professional support in the development
and conception of its measures, and provides assistance
with comprehensive quality assurance. Funds with a
total volume of €5.2 million were provided by the BZgA
for the implementation of roughly 400 projects in 2011.

One of the essential tasks of the DAH is to provide
extensive continuing education and qualification
measures for the staff of the regional member organisa-
tions, as well as for multipliers from the self-help sector.
This ensures the high quality of counselling offers and
other projects at all levels, right down to local groups.
In addition, the DAH develops a wide media offering for
informing the different target groups and supporting
local, target group-specific work.

2008 saw the launch of the innovative “ICH WEISS WAS
ICHTU” ("l KNOW WHAT | DO") DAH prevention cam-
paign for men who have sex with men (www.iwwit.de).
This target group-specific campaign works with authen-
tic, very different “role models”and is of participatory
design. It was developed in cooperation with the BZgA
and is the subject of intensive scientific support. Based
on the available evaluation results for the first phase, this
target group-specific campaign is now being continu-
ously improved and expanded.
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“GIB AIDS KEINE CHANCE” is one of the
best-known trademarks in Germany.
Over 90 percent of Germans are familiar
with the logo.




The “GIB AIDS KEINE CHANCE"
prevention campaign

The BZgA already published its first information materials on HIV/AIDS in 1985: at that time, all 27 million
households in Germany received a brochure summarising the available facts for the first time. In 1987, the
Federal Ministry of Health commissioned the BZgA with devising and realising a national AIDS prevention
campaign. This marked the birth of the “GIB AIDS KEINE CHANCE” campaign.

Since then, “GIB AIDS KEINE CHANCE" has been the
largest and most comprehensive health prevention
campaign ever implemented in Germany. Today, well
over 90 percent of Germans are familiar with its logo.

One of its recipes for success is that it addresses the
entire population, while at the same time also address-
ing different target groups, each in different ways. That is
why — much like an iceberg — the full scope of the com-
munication mix is hardly visible to the general public.

Since 1987, “GIB AIDS KEINE CHANCE" has thus combined
mass-media, high-reach measures, such as posters,
advertisements, Internet portals, postcards, TV and
cinema spots, with offers of direct, personal communi-
cation — including online and telephone counselling,
actions in and with schools or a wide variety of offers for
multipliers, for example — to create an effective, complex
prevention system. The campaign has become an
international model as a result of the success and great
public impact of its prevention strategy.

The “GIB AIDS KEINE CHANCE” campaign makes an
essential contribution to attaining the principal goals of
the Strategy of the Federal Government to Fight HIV/
AIDS: first, the prevention of the further spread of HIV
infections and other sexually transmitted infections,
and second, the creation and strengthening of a social
climate of solidarity with persons at risk of, or infected
with, HIV and those suffering from AIDS.

4.1 The fight against AIDS in the 1980s

In the early 1980s, the world was confronted with a
new, previously unknown epidemic — the immune
deficiency disease AIDS. The subject of AIDS caused a
wave of panic and hysteria at the start. Consequently, a
fundamental decision had to be reached in Germany as
to how to deal with this unfamiliar challenge.

There were not yet any scientific studies on HIV/AIDS

prevention in the 1980s. Therefore, the BZgA initially
organised national and international expert meetings,
in order to elaborate a reliable basis for campaign
planning. It additionally created a separate unit that
was in future to serve as a centre of competence and
coordination centre for nationwide AIDS prevention.
The most urgent question at this time was that of

the basic strategy to be pursued in the fight against
the disease. Two different approaches were open to
consideration:

The “epidemic control strategy’,

meaning the identification of “sources of infection”and
the interruption of “infection chains”. Among other
things, strict implementation of an epidemic control
strategy involves mass screening and the isolation of
infected persons from the rest of the population.

The “social learning strategy’,

which is based on modern concepts of the health and
social sciences. This strategy centres on the organisa-
tion of a sustainable learning process in the population
as a whole and in the relevant target groups. The strat-
egy builds on education, motivation for self-protection,
solidarity with affected people, and local, personal
counselling and care offers.

It took little time to arrive at a health policy decision

in favour of the social learning strategy as the basis

for prevention in Germany. This includes the consen-
sus that affected persons and those at risk need to

be socially integrated: only if success is achieved in
avoiding discrimination against, and stigmatisation

of, affected persons, can prevention get through to all
segments of the population and have a lasting impact.
This fundamental conviction has been the decisive
basis for the development of all campaign measures to
this day.

A further key element of the strategy from the outset
was to create and strengthen effective, local structures
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One of the first advertisements from the “GIB AIDS KEINE CHANCE” campaign, 1987

and competencies for anonymous counselling on HIV
and other sexually transmitted infections. Apart from
the local AIDS-Hilfe organisations, this primarily also
meant the public health offices. As a result, the BZgA
and the public health service began to cooperate
closely at an early stage.

4.2 The target groups

At the start of the 1980s, the aim of AIDS prevention
was primarily to reach the entire population, in order
to equip everyone with the necessary basic knowledge
regarding the immune deficiency disease. This called
for action on several levels at once: the national AIDS
prevention campaign had to address every individual,
to make sure that everyone could reach and maintain
a high level of knowledge. Moreover, there was a
particular need to communicate the message to — and
encourage protective behaviour in — those groups

of the population that run a higher risk of infection

or whose lifestyle means that they encounter risky
situations more frequently.

According to the epidemiological data, this mainly means
the following groups in Germany today:

Men who have sex with men (MSM),
People from regions where HIV is highly endemic,
Injecting drug users (IDUs),

vV V. V V

Sexual partners of these groups.

Owing to their non-monogamous lifestyle, the following
are other important target groups:

> Sex workers and their customers,
Persons travelling to and from regions where HIV is
highly endemic in search of sexual contacts, and

> Other people having spontaneous sexual contacts
with strangers

Beyond this, being the up-and-coming generation, ado-
lescents need to be specifically addressed, because they
are at the start of their sexual activities and therefore
have special educational needs as regards protective
measures, such as condom use and safe sex.



4. THE “

/CE” PREVENTION CAMPAIGN

4.3 Strategy and architecture of the
central BZgA campaign

The concept of “GIB AIDS KEINE CHANCE” (“Don'’t give
AIDS a chance”) is based on a scientifically proven mix of
media and measures. All measures are closely interwo-
ven under the roof of the campaign - they all pursue
the same objective and thus mutually reinforce each
other.

The mass-media measures with high reach, such as
posters, advertisements, radio, TV and cinema spots,
together with the increasingly important Internet, sup-
ply the population with basic information. They make it
possible to communicate the key facts relating to risks
and options for protection, and also information on
situations involving no risk of infection. They additionally
promote a climate of solidarity with people affected

by HIV/AIDS.

Offers of direct, personal communication address peo-
ple more intensively and individually. Examples include
personal online and telephone counselling, the Youth
Film Days or the Join-In Circuit. Interactive offerings of
this kind are integrated in local prevention structures
and sustainably promote learning processes: people
intensively compare the information communicated
there with their own, personal situation, making it par-
ticularly effective. At the same time, the offerings of the
BZgA promote and strengthen the networking of local
prevention structures.

The BZgA tests and evaluates all measures extensively,
in order to constantly improve the campaign. An annual
representative survey entitled “Public Awareness of AIDS”
has been conducted since 1987 to review the reach and
overall impact of the campaign.

4.4 Basic educational principles

Despite the real threat posed by AIDS as a fatal disease,
the campaign’s media and measures have never used
excessively drastic images. The reason for this is the
communicative and educational approach chosen for
the campaign, which principally relies on the concrete
presentation of options for action to avert dangers,
rather than on shock effects.

The scientific evaluation of campaigns using shock
motifs has shown that the target groups avoid motifs
and messages that trigger excessive fear, meaning that
they are counterproductive. Images of this kind can
discourage viewers — for instance, by giving them the
feeling that there is nothing they can do to change the
situation described. As a result, the call to do something
about the threat is not only rejected, but even induces
the opposite result in the long term. In addition,
shocking images can lead to the stigmatisation of
people who are affected or at risk, especially in the case
of HIV/AIDS.

Consequently, the measures of the “GIB AIDS KEINE
CHANCE" campaign show people concrete ways to act
in order to prevent an HIV infection. There is today proof
that this way of communicating the protective message
is more effective than appeals to fears.

‘GIB AIDS KEINE CHANCE” campaign

Cooperation

Source: BZgA
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Goals

> High level of knowledge in the population
> Motivation to use condoms in risky situations
> Social climate against stigmatisation

Mass communication Internet Personal communication

Media > Information Measures
AV (e.g. TV/cinema spots) > Interactivity > Telephone counselling

Posters > Online > Join-In Circuit

Advertisements counselling > Youth Film Days

Brochures, flyers, etc. > Materials for multipliers

Evaluation of individual media/measures

Campaign evaluation

Cooperation




4.5 Media and measures of “GIB AIDS
KEINE CHANCE”

All the AIDS prevention measures of the BZgA bear the
"GIB AIDS KEINE CHANCE" logo. It is the campaign’s key
message and its trademark. The other elements of the
campaign are constantly changing: most of them are
regularly updated, while others were designed for only
a limited period from the outset, new offerings were
tailored to new developments in society or replace their
predecessors. Consequently, many campaign elements
from the early years are no longer in use today. Other
items were created as completely new developments,
such as the major Internet platforms or the radio spots.
Some of the education materials achieved the status of
classics, such as the “red-and-green poster” that has been
on offer and in demand since the very beginning of the
campaign.

The strengthening and qualification of local networks
and local education work was a special focus in the early
years, and still is today. Particularly intensive use was and
is made of the personal-communication elements of the
campaign in this context.

Mass-media offerings, such as posters, advertisements,
brochures, the Internet and spots, are constantly
provided by the BZgA in new forms in order to achieve
a continuous presence above the perception thresh-
old. However, that is not nearly enough in view of the
massive competition for people’s attention from the
omnipresent advertising of other originators. To attract
the necessary public attention for the important subject
of HIV/AIDS, special occasions, for example, have to be
used for actions in order to generate peak attention
levels. Today, the most important occasion is the annual
World AIDS Day on 1 December, for which the BZgA
develops an extensive package of measures each year
in cooperation with the Federal Ministry of Health, the
Deutsche AIDS-Hilfe and the Deutsche AIDS-Stiftung (DAS
— German AIDS Foundation).

Other examples of the utilisation of special occasions for
AIDS education have included Valentine’s Day cam-
paigns and the “Go for Gold” campaigns for the Olympic
Games.

To be able to reach the population as extensively as
possible with its mass-media offerings, despite the
limited financial resources available, the BZgA sought
to collaborate with cooperation partners at an early

stage, also in the form of public-private partnerships.
The partners provide substantial additional resources in
the form of free air time, advertisements or poster space,
and nowadays even financial resources. This has made

it possible to maintain the reach of AIDS education in
recent years, and even to increase it in core areas.
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mach’s mit campaign

4.6 mach’s mit - much more than just
posters

mach’s mit is the most visible element of the central
“GIB AIDS KEINE CHANCE” campaign. Starting as a series
of posters in 1993, it has since become an integrated,
multimedia prevention campaign.

In the early 1990s, the annual representative survey
“Public Awareness of AIDS"revealed that 16 to 45 year-
old singles were perceiving the offers of information

mach’s mit. s

machsmit.de CHANCE

mach’s mit. [T

on HIV/AIDS less and less. A new strategy was neces-
sary in order to raise people’s awareness of AIDS ed-
ucation again. The aim was to open up new commu-
nication channels and generate new attention on an
unchanged budget. It was in 1993 that the first giant
mach’s mit posters emerged from a term paper of a
group of students of Communication Design, focusing
on the condom as a central motif that no-one could
possibly overlook. The Fachverband Aussenwerbung e.V.

(FAW - Qutdoor Advertising Association), the organ-
isation of out-of-home media providers, supported
the campaign from the outset by its member compa-
nies putting some 100,000 billboards per year at the
disposal of the BZgA free of charge to this day. The
enormous condoms on the classical mach’s mit posters
were initially a sensation and have, in the course of
the years, contributed greatly to making condoms an
everyday item — both in private life and in the public’s
perception. To ensure that public attention continued
to be attracted after the first few years, mach’s mit has

Quickie.

mach’s mit.

Wie im 7. Himmel.

\

mach’s mit.

constantly developed and changed. Join-in and cre-
ative competitions were used to integrate ideas from
the target groups into the campaign, and the poster
campaign was expanded into a multimedia campaign
in the course of time. The mach’s mit “Wissen & Kondom”
(join in“Knowledge & Condom”) series has been adver-
tising condoms as protection against AIDS since early
2012 and also integrates other sexually transmitted
infections (STls) in its communication.



Development of the mach’s mit motifs
The systematic stimulation of creative pro-
cesses in the target groups is a permanent
element of the mach’s mit campaign. These
processes serve not only to generate ideas for
the campaign, but also to encourage people
to intensively tackle the subject of AIDS
themselves.

A large-scale, nationwide creative competition
was held for the first time in 1999, in coop-
eration with the CinemaxX cinema chain. It
resulted in over 40,000 entries in just three
months. At the same time, a creative competi-
tion was launched on the Internet at

Even successful campaigns — and particu-
larly those — need to be further developed
time after time. It was for this reason that, in
2005, the BZgA held a creative competition
at Colleges of Art and Colleges of Communi-
cation Design to generate new ideas for the
mach’s mit campaign. One of the two ideas
that the jury awarded 1st Prize showed, for
the first time, motifs featuring phallic-looking
fruits and vegetables over which a condom
had been rolled. The “Obst & Gemdise” ("Fruit &
Veg") campaign was to be seen throughout
Germany on roughly 70,000 billboards per
year in the period from 2006 to 2008.
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room or a park, all the way to the kitchen table
at home. The basic idea for this campaign was
likewise developed in the framework of the
2005 competition for ideas and was again
awarded one of the two 1st Prizes by the jury.
The “Places for Love” campaign used not only
billboards nationwide, but also other media,
such as advertisements, postcards, indoor
posters, TV and cinema spots, ambient adver-
tising media and its own exhibition stand, as

well as expanding the www.machsmit.de web-
site into a campaign portal.

This cross-media approach was also further
pursued and expanded when develop-

ing “mach’s mit — Wissen & Kondom”. The
campaign was launched in early 2012 and
integrates sensitisation towards other sexually
transmitted infections (STIs) in the established
mach’s mit HIV prevention campaign.
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Further development of the campaign into the “Fruit & Veg” series of 2006 — 2008 Four of a total of fifteen motifs from the “Places for Love” series launched in early 2009



mach’s mit - Wissen & Kondom

For the first time in the history of mach’s mit,
the current campaign shows people and their
individual notions of sexuality. The campaign
uses self-confident statements, such as “/ want
it to be romantic” or “l want it to be spontane-
ous”, to illustrate different characters. From
young to old, they represent people from the
everyday worlds of the various target groups.
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Mit Wissen & Kondom schiitzt Du Dich vor HIV und
verringerst das Risiko einer Ansteckung mit anderen
sexuell iibertragbaren Infektionen (STi).

Infos unter WWW.machsmit.de
Telefonberatung unter 0221 - 89 20 31

The apparent contradiction between text and
image makes the observer curious, imme-
diately directing his or her attention to the
subject of HIV/STI prevention.

The new campaign is intended to give people
the necessary knowledge regarding the
protective options, transmission routes and
symptoms of HIV and other STIs. It moreover

Sexuell
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Infektionen
Informier’ Dich!

Four campaign motifs from the new “Wissen & Kondom” mach’s mit series launched in

early 2012
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Mit Wissen & Kondom schiitzt Du Dich vor HIV und
verringerst das Risiko einer Ansteckung mit anderen
sexuell iibertragbaren Infektionen (STI).

provides information on corresponding
offers of counselling and treatment. The frank
approach of the campaign characters and
the diversity of the motifs are additionally
intended to counteract taboos regarding

HIV and STIs and promote an open-minded
attitude towards these topics in society.

Infos unter WWW.machsmit.de EigE Sexuell
Telefonberatung unter 0221 - 89 20 31 ‘[;:I ] Ubertragbare
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Giant poster from the current “Wissen & Kondom” mach’s mit series

The cross-media prevention campaign is with a smartphone to get directly to the

scheduled to run for three years and has been  matching page of the mobile version of the
using billboards, City-Lights, advertisements website. Accompanying social-media activ-
and ambient media, such as postcards, since

April 2012.

ities supplement this high-reach and target

group-specific form of address. An exhibition
stand consistently reflects the campaign look
A new feature is the direct linking of these and mechanisms to round off the communi-
offline media to the upgraded website at cation mix. Like the predecessor campaigns,

www.machsmit.de. QR codes can be scanned “mach’s mit — Wissen & Kondom”is likewise
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Mit Wissen & Kondom schiitzt Du Dich vor HIV und
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The Internet portal for the campaign: www.machsmit.de

Mit Wissen & Kondom schiitzt Du Dich vor HIV und
verringerst das Risiko einer

Ansteckung mit anderen
sexuell iibertragbaren Infektionen (STI).

supported by the provision of free billboard
space by the Fachverband Aussenwerbung e.V.
(FAW). The Verband der Privaten Krankenver-
sicherung e.V. (PKV — Association of German
Private Healthcare Insurers) has been promot-
ing the HIV prevention work of the BZgA since
2005 - and thus also the mach’s mit campaign

inits current form.

Infos unter WWW.Mmachsmit.de ZiEE Sexuell
Telefonberatung unter 0221 - 89 20 31 ‘[;j ] Ubertragbare

Infektionen
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Federal Minister of Health Daniel Bahr at the campaign launch of the new “Wissen & Kondom”
mach’s mit series



mach’s mit - international

"GIB AIDS KEINE CHANCE” serves as a model
for numerous AIDS campaigns in other
countries — in terms of both the strategy and
specific measures. The mach’s mit campaign,
in particular, is attractive for many countries,
since it permits local adaptation to suit the
prevailing requirements.

Since 1998, "Advocates for Youth”, a non-gov-
ernmental organisation that campaigns for
sexual and reproductive health in the USA, has
regularly been visiting the BZgA on its “Euro-
pean Study Tour” in order to be able to exploit
the concepts that have proven successful and
effective in Germany for prevention in the
USA. The organisation succeeded in adopting
the mach’s mit concept in 2005, complete
with the design competition for postcards
and posters, the Internet presentation and

for on-the-spot work — based on a modified
version using the slogan “Respect yourself.
Protect yourself”.

During the 2008 World AIDS Conference

in Mexico City, motifs from the mach’s mit
campaign were not only presented to the
25,000 experts attending the Conference on
the stand of the Federal Republic of Germany,
but also displayed on an adapted Spanish
version of the posters in the city's biggest
underground railway station.

The current “Places for Love” were the key
design element of Germany's exhibition stand
at the 18th World AIDS Conference in Vienna
in 2010, which was attended by some 20,000
participants from all over the world. Three
“Places for Love” (“By the Fire’ “Park Bench’,
“Brothel”) were each implemented in the form
of separate stand areas that could be used

in parallel. The participants from around the
globe found this design highly attractive: in
this way, interested visitors and delegations
from other countries were able to get an even
closer insight into the successful approach
adopted by Germany in HIV prevention.
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Example of the adaptation of the mach’s mit motifs in the USA
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Photos of the joint German exhibition stand at the World AIDS
Conference in Vienna
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Motifs of the 2005 and 2006 World AIDS Day campaigns
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Motifs of the 2008 and 2010 World AIDS Day campaigns
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4.7 World AIDS Day

World AIDS Day, proclaimed by the United
Nations in 1988 and held annually on

1 December ever since, is the most important
day of commemoration and actions concern-
ing every aspect of HIV and AIDS. Experience
has shown that media interest in the subject
of AIDS culminates on this day. So, it is a good
opportunity for drawing public attention to
“Living with HIV” — and particularly for address-
ing the discrimination and stigmatisation of
those affected and at risk, which is still not
uncommon, even in Germany. To eliminate
fear of contact with people with HIV to the
greatest possible extent, and also feared or
actual discrimination against them, the Fed-
eral Centre for Health Education (BZgA) has
for many years cooperated with The Federal
Ministry of Health, the Deutsche AIDS-Hilfe and
the Deutsche AIDS-Stiftung to organise a cam-
paign and activities in connection with World

Helfen Sie mit!
Zeigen Sie Respekt und Unterstiit

EINE KAMPAGNE VON:

2ung fit Mens
F -

AIDS Day. While it was initially celebrities like
Boris Becker, Hannelore Elsner, Thomas Her-
manns, Verona Pooth and many others who
agreed to take the public stage free of charge
to communicate their message of solidarity
on attention-getting media, such as posters,
orin TV and cinema spots, many other people
from all walks of life have in the meantime
demonstrated their solidarity. For instance,
the campaign portal at www.welt-aids-tag.de
today contains personal statements by more
than 13,000 ‘ambassadors” on topics relating
to World AIDS Day, often including their photo
and name.

Mit HIV muss ich leben.
Mit Kollegen, die mich
diskriminieren, nicht.

Dirk war geschockt, als er sein HIV-Testergebnis bekam.

Aber er zogerte nicht lange, sich seinen Kollegen anzuvertrauen.
Er hat es nie bereut. Mit seinem offenen Umgang im Biiro
machte er dies auch anderen erleichtern. Denn Menschen mit HIV

werden oft noch ausgegrenzt - auch am Arbeitsplatz.
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Also integrated in the portal are a wide range
of activities and different offers of interaction
and discussion on “Living with HIV' and a

key role is also played by networking with
social networks, such as Facebook, Twitter or
Schiler-VZ and Studi-VZ.

Based on the good experience in previous
years, the BZgA and its partners jointly
launched the “Positiv zusammen leben — aber
sicher!” ("Living together positively. Be safel”)
anti-discrimination campaign in 2010. This
was the first large-scale, nationwide cam-
paign in Europe where authentic, courageous
people with HIV appeared in personally
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Campaign motifs for World AIDS Day 2011
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recognisable form, reporting about their lives
and using all the campaign’s communica-
tion channels to this end: from 25,000 giant
billboards throughout Germany, postcards,
indoor posters and videos on the campaign
portal, all the way to personal interviews

and appearances in the media, as well as
on-the-spot activities (public readings, galas
or events in schools).

The campaign is scheduled to run for several
years and will in future be able to call even
more on the services of campaign ambas-
sadors with HIV. The new concept, which
focuses on very different people with HIV,
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Internet portal for World AIDS Day: www.welt-aids-tag.de

proved to be an instant success in 2010.
Only positive comments and feedback were
received, and the campaign triggered a
whole host of reports in the media. This great
potential can be exploited even more exten-
sively in future in order to further reduce real
or feared discrimination and stigmatisation
and to support people with HIV in boosting
their self-confidence.



“Tina! What do the condoms cost?”
(1990) became a catch phrase

for an entire generation and still
makes its mark on the campaign’s
positive image to this day. Because
it was hard to interest professional
actors in the subject in those days,
some of the extras were members
of the BZgA staff. The television
companies broadcast the spot for
free and it achieved a phenomenal
reach of 90 %.

The “Airport” spot, starring Boris
Becker (2006), is another classic
AIDS prevention spot.

4.8 Further measures for addressing the entire population

TV and cinema spots

To supplement the print and Internet offerings, the BZgA
develops educational TV and cinema spots. These audio-
visual formats make it possible to convey the protective
message to the entire population in a compact, readily
accessible manner.

The spots with a length of between 30 and 60 seconds are
communication tools that can be used at short notice and
are tailored specifically to particular aspects of preven-
tion or target groups. Since the core protective message
“Condoms Protect”has remained essentially unchanged, it
is all the more important to repeatedly present it in a new
and contemporary look.

In the first few years of the campaign, which was launched
in 1987, information about infection risks and safe forms
of everyday contact was provided in serious, factual spots.
The comic“Supermarket” spot about condoms (1989)
marked the transition of AIDS education into a permanent
task, since an entertaining form was, in the medium term,
the only way in which the message could be constantly
repeated. When the number of new HIV infections began
to rise again at the start of the new millennium, the BZgA
reverted to a serious reminder of the message in a num-
ber of spots (“You can't rewind your life] 2001).

From the very beginning, parts in the TV and cinema spots
for HIV/AIDS education have been played by numer-

ous committed celebrities, including Hanns Joachim
Friedrichs, anchorman of the Tagesthemen late evening

news (“Workplace; 1987), Hella von Sinnen and Ingolf Lick
("Supermarket’, featuring the famous question “Tina! What
do the condoms cost?, 1990) and Boris Becker (‘Airport’
2006).

In recent years, spots reflecting the locations of the “Places
for Love” poster series were filmed as part of the inte-
grated campaign planning of the mach’s mit campaign.
Starting with the “By the Fire” motif in 2009, no less than
three further motifs (‘On the Beach, “Car” and “Kids Room")
were realised in the form of short, 15-second spots in the
following year, where the players portray different sexual
constellations and situations. In a “tandem showing”in
German cinemas in 2010, these short spots were shown
in twos in a commercial break: one featuring a hetero-
sexual couple and one a homosexual couple. In this way,
the prevention message was communicated equally to
people of different sexual orientation, thereby achieving
particularly great attention and a strong impact. The thor-
oughly positive reactions of the public confirm that this is
the right approach.

Cinema spot from the “mach’s mit” campaign (“Places for Love”)

Carolin Kebekus

For the launch of the new mach’s mit “Wissen & Kondom”
HIV/STI campaign series in 2012, the new campaign
website also includes video clips featuring the protag-
onists from the posters. They address various target
groups with a message encouraging them to talk about
their own sexuality. Dynamically designed closing cred-
its present the new slogan “mach’s. Aber mach’s mit -
Wissen und Kondom. Schiitz dich vor HIV und STI" ("Do

it. But join in — Knowledge and Condom. Protect yourself
against HIV and STIs").

There are additionally plans for a TV and cinema spot
that is intended to introduce the general public to the
new concept of “STIs".

All spots can be found in the BZgA media archive at
www.bzga-avmedien.de.

ATV and cinema spot for World AIDS Day on 1 Decem-
ber was produced for the first time in 2011 in the frame-
work of the joint “Positiv zusammen leben. Aber sicher!”
campaign of the BZgA, DAH, DAS and the Federal Min-
istry of Health. The HIV-positive campaign ambassadors
are the focus here, calling on people to form their own
opinion and take an active stand against isolation and
discrimination. This spot is available on the campaign
website at www.welt-aids-tag.de.

Radio spots

The radio spots have been an important element of the
BZgA's campaign since 1998 and continue to be an inte-
gral part of HIV/AIDS education today. Many celebrities
were successfully brought to the microphone as the
campaign was constantly improved: numerous well-
known and highly committed artists — including Hella
von Sinnen, Hugo Egon Balder, Atze Schréder, Rudiger
Hoffmann, Guildo Horn, Anette Frier, the Missfits and
many others — have taken part in the radio campaign
for free. In this way, it has been possible to offer all radio
stations more than a dozen radio spots on the subject of
AIDS every year.

All radio spots can be found in the BZgA media archive
at www.bzga-avmedien.de, where the files are also avail-
able for downloading.

4.9 Personal communication

Personal coommunication measures are an important
element of the prevention strategy. In contrast to
posters and TV spots, they address people directly

and personally. The field of personal-communication
measures includes personal telephone and online
counselling, the former Mitmach-Parcours “Aids, Liebe &
Sexualitét” (Join-In Circuit "AIDS, Love & Sexuality”), the
future “GROSSE FREIHEIT — liebe, lust, leben” (“FREEDOM
—love, lust, life”) exhibition on HIV/STI prevention and
other offerings.

The common feature of all these measures is that they
are interactive and thus promote particularly intensive
learning processes and insights. That is why the BZgA
integrated an extensive range of measures of this kind
into its “GIB AIDS KEINE CHANCE” campaign from the
outset.

The BZgA’s Mitmach-Parcours (Join-In Circuit)

The Mitmach-Parcours (Join-In Circuit)

The BZgA's former Mitmach-Parcours “Aids, Liebe & Sex-
ualitét” was first implemented in 1992 under the name
"Aids-Rallye” and subsequently used continuously and
nationwide for 19 years until the end of 2011. It reached
roughly 20,000 adolescents and young adults in some
55 towns and cities per year. The key target groups were
school classes and trainees, but also older target groups,
such as members of the armed forces and nursing staff.

The method of the BZgA Join-In Circuits is based on
the principle of action-oriented learning at stations.
The BZgA applies this methodological approach not
only in HIV/STI prevention, but also in connection with
the subjects of strengthening life skills and sexuality
education ("Komm auf Tour” (“Get going”) Join-In Circuit,
www.komm-auf-tour.de) and in tobacco and alcohol
prevention for young people (‘Klar-Sicht” (‘Clear View”)
Join-In Circuit, www.klarsicht.bzga.de).

"PREVENTION CAMPAIGN



Every appearance of the Join-In Circuit was and is a
cooperation project. In other words: local partners and
staff are needed, who actively supervise the Circuit and
present the individual stations together with trained
prevention professionals on behalf of the BZgA. The
necessary expertise is communicated by the prevention
professionals in local, practice-oriented introductory
events for the partners before the Circuit is opened.
And the teaching staff of the participating schools are
given a wealth of suggestions and practical assistance
regarding how they can better integrate the subject in
their classroom work and achieve a lasting effect.

The Join-In Circuit abroad

The successful concept of the Join-In Circuit was and is
also in demand in other countries. Working in the field
of development aid on behalf of the Federal Govern-
ment, the Gesellschaft fiir Internationale Zusammenar-
beit (GIZ) has since 2003 been initiating the adaptation
of the BZgA Join-In Circuit on AIDS, Love and Sexuality
to the special conditions prevailing in other countries.

In 2003 and 2004, the BZgA held intensive qualifica-
tion seminars for “Master Trainers” on behalf of the GIZ,
initially for participants from five countries (Ethiopia, El
Salvador, Mongolia, Mozambique, Russian Federation).
The “Country Circuits”, developed on this basis and
adapted to suit the specific cultures and languages,
have been in use since 2004. Adaptations of the BZgA
Join-In Circuit have since been implemented in more
than 25 countries.

AIDS education in schools

AIDS education in schools is a key element of the
prevention work of the BZgA. Comprehensive sexuality
and AIDS education is today firmly established as part of
school-based health education and promotion. Surveys
show that almost all school pupils today receive infor-
mation on the subject of AIDS in school. The materials
produced by the BZgA for use in the classroom play

an important role in this context. They are constantly
updated and supplemented by new offerings.

Above and beyond these offerings for teaching in
different types of school, which were agreed on with the
Ministers and Senators for Education of the 16 Federal
Lander, there is a wealth of additional offerings relating
to the prevention of HIV and other sexually transmitted
diseases that are intended for educators working in
schools or outside of schools:

> The Join-In Circuit until 2011, and in future the new,
mobile HIV/STI prevention exhibition “GROSSE
FREIHEIT - liebe, lust, leben’,

> The Youth Film Days about sexuality, friendship, love,
HIV/AIDS,

> An extensive range of action-oriented ideas for
education work with different age and target groups.

A newly designed medium for education work, pub-
lished in 2009, is the DVD "Sexuell tibertragbare Krank-
heiten inkl. HIV/Aids” (“Sexually Transmitted Infections,
including HIV/AIDS”). In addition to a feature film, the
DVD contains didactically oriented animated films. They
explain complex issues in a clear and easily understand-
able form, e.g. regarding immune defence and the most
common sexually transmitted infections. Interactive test
modules for young people and extensive accompany-
ing material complete the offering. The combination of
animated films and a feature film resulted in a hybrid
medium, whose diversity arouses young people’s inter-
est and that can also be integrated in classroom work on
the natural and social sciences.

The DVD combines feature-film sequences with interactive test modules

JugendFilmTage (Youth Film Days)

The Youth Film Days concept was developed in Ham-
burg in the year 2000 and expanded by the BZgA for
nationwide use. The Youth Film Days offer school classes
and their teachers the opportunity to tackle the subjects
of friendship, love, sexuality and HIV/AIDS on the basis
of emotionally touching films and events in large
cinemas. The BZgA cinema spots are also shown as part
of the programme. The central pillars of the concept are
the integration of teaching staff and supporting their
follow-up activities in the classroom, as well as close
cooperation with local providers of prevention services
for young people.

Municipal and regional cooperation partners can use
the Internet to find planning-related information and
everything else they need to know about the Youth Film
Days “Sexualitdt, Liebe, Freundschaft, HIV/Aids” ("Sexual-
ity, Love, Friendship, HIV/AIDS"). There, the BZgA provides
materials and the tried-and-tested Internet Guidelines
for the organisation, independent implementation and
realisation of join-in events.

The Youth Film Days are one of the most successful per-
sonal-communication projects in the fields of sexuality
education and HIV/AIDS prevention in Germany. The
event was held in over 270 towns and cities nationwide
between 2001 and 2011. This made it possible to reach
more than 285,000 school pupils and their teachers in
this period.

The Youth Film Days are today a regular event in many
towns and cities. And Youth Film Days based on the
BZgA model are now also being held in neighbouring
countries, such as Poland.

Information on the Youth Film Days can be found at
www.,jugend-film-tage.de

Personal, anonymous
counselling by telephone
and online

Anonymous, personal telephone
counselling on HIV/AIDS and
other sexually transmitted infec-
tions has been part of the “GIB
AIDS KEINE CHANCE” campaign
since 1987 and is an important addition to mass-media
AIDS education.

01805 — 555 444

The low-threshold offer makes it easier for people
seeking advice to openly address individual questions
and problems. An interdisciplinary team of specialists
with psychosocial and medical expertise advises callers
on transmission routes, safe sex, epidemiological issues,
HIV tests and the reliability of the test. The repertoire of
the counsellors also includes more recent topics, such as
post-exposure prophylaxis (PEP) and potential immedi-
ate measures following risky contacts.

The counselling offered also covers psychosocial
aspects, such as helping people to deal with their own
HIV infection or with persons with HIV in their social
environment, or also the development of unrealistic
fears of HIV. The purpose of telephone counselling is

to clarify what are often complicated situations in life,
assisting callers in finding their own self-responsible and
self-determined solutions.

If necessary, the addresses of local offers of help are
provided. Where possible, this also applies to counsel-
ling offers in other languages, if the callers have little or
no command of German. The telephone counselling
service additionally offers information and advice for
multipliers.

Since 2006, the counselling team has also been avail-
able online via the specially protected website at
www.aidsberatung.de. The site also provides answers

to frequently asked questions, as well as an up-to-date
list of local counselling centres. This offer of personal
and anonymous counselling continues to be in great
demand: roughly 20,000 callers are counselled each year,
sometimes in very great depth.

Personal counselling by the BZgA: Tel. +49 (0)221 892031
or +49 (0)1805 555444 (special rate) or on the Internet at
www.aidsberatung.de



4.10 National AIDS Prevention
Competition

The Bundeswettbewerb Aidsprdvention (National AIDS
Prevention Competition) was held for the first time by the
BZgA and the Verband der Privaten Krankenversicherung
e. V. (PKV) in 2008 (www.wettbewerb-aids.de). The motto
of this nationwide competition for innovative preven-
tion projects is “Neue Wege sehen — neue Wege gehen”
("Seeing new approaches — Taking new approaches”).

The aim is to identify and assess projects with new
approaches and to support them by awarding a sub-
stantial monetary prize. Preference is given to promoting
projects that apply sustainable prevention approaches,
address hard-to-reach target groups, or also deal with
aspects of prevention going beyond HIV, such as pre-
vention of other sexually transmitted infections.

The competition primarily focuses on projects involving
unusual methods, new forms of cooperation between
different providers, or particularly creative use of new
media. Of fundamental importance when it comes to
assessment by the independent, multi-professional jury
is whether the projects are evaluated, whether they are
accurately tailored to the target group, work effectively
and - not least — whether they appear suitable as model
examples for other projects.

The “Sirius” is the award of the National AIDS Prevention Competition, which
honours innovative, unusual and exemplary projects in HIV/AIDS prevention.

Following the success of the first round in 2008, the
second national competition was launched in 2010.
More than 60 projects were submitted, of which six
were awarded a prize of €7,500 each and two a prize
of €2,500 each, while a further six projects received
nominations.

The projects are characterised by the fact that they
focus on target groups that are especially exposed to,

or affected by, HIV/AIDS or other sexually transmitted
infections (STIs). The common feature of all the success-
ful projects is that they are developed and implemented
in cooperation with people from the target groups
themselves, making them particularly credible.

At the request and suggestion of the prize-winners, the
award ceremony in 2010 was for the first time combined
with an expert meeting, where the project developers
had the opportunity to exchange their experiences,
their problems and the solutions they had found.
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Representative survey “Public
Awareness of AIDS”

4.11 Quality assurance and effect
monitoring

One of the central issues in HIV/AIDS prevention is the
quality and effect of the individual measures and inter-
ventions, as well as of the campaign as a whole. How
can their quality be assured and improved, and how can
the prevention strategies be optimally designed so as
to make the most effective possible use of the available
resources?

Since effective AIDS prevention is only possible on a
scientifically sound basis, all the BZgA's activities, as well
as the individual media and measures, have been the
subject of intensive scientific monitoring ever since the
launch of the “GIB AIDS KEINE CHANCE” campaign.

On the one hand, individual measures, such as poster
motifs or the TV and cinema spots, are subjected to
detailed tests in the target groups before they are used.
These tests examine whether and how the messages
are perceived, understood and accepted. After all, only
if these conditions are met can a measure have the
desired effect.

On the other hand, the extent to which the public can
be reached with the HIV/AIDS education measures

is examined, as is the effectiveness of the measures

in terms of knowledge, attitudes and behaviour. This
is done by means of a representative survey entitled
"Public Awareness of AIDS”, which has been conducted
annually by the BZgA since 1987 and examines the
following individual aspects:

> How the public’s perception of HIV and AIDS is
developing,

> Whether HIV and AIDS are still perceived as a health
threat,

> The extent to which the public is reached by the
campaign’s various education measures and makes
use of the information offered,

> The existing level of knowledge necessary for HIV/
AIDS prevention,

> The extent to which people protect themselves
against the HI virus by using condoms, especially
including population groups displaying relatively
risky sexual conduct, such as singles and people
looking for a partner,

4. THE

> Whether people with HIV and AIDS are isolated by
society or rather seen as being people in need of
solidarity and help.

The data are presented in the form of medium- and
long-term trends, some relating to the general public
and some to groups of special importance for HIV/AIDS
prevention, such as young people, 16 to 44 year-old
singles, persons having several sexual partners, and men
who have sex with men.

The annual monitoring study interviews 7,000 respond-
ents and is a key element in the evaluation of HIV/AIDS
prevention in Germany in general, and of the BZgA
campaign in particular. It is also a decisive instrument
for steering and optimising the campaign. The results of
evaluation since the start of the campaign show that

> Ahigh level of information among the public was
reached just a short time after the launch of the AIDS
education campaign, and subsequently maintained,

> A climate of positive opinion regarding people with
HIV and AIDS developed very rapidly, accompanied
by a significant decline in tendencies to stigmatise,

> The use of condoms as protection against HIV
transmission increased slowly, but steadily, especially
in population groups exposed to a higher risk of
infection.

The key requirements for using condoms as protection
in risky sexual situations are: experience with condoms
and their acceptance, knowledge regarding the correct,
reliable use of condoms, and their availability. The extent
to which these requirements are met by the public has
improved continuously since the start of the “GIB AIDS
KEINE CHANCE” campaign. Protective behaviour itself
has likewise developed positively since the start of AIDS
education and is still improving today, as illustrated by
the results of the annual representative survey.

"PREVENTION CAMPAIGN



CONDOM USE AMONG SINGLES UNDER THE AGE OF 45 HAVING SEXUAL CONTACTS IN THE PAST YEAR
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There has been a particularly substantial increase

in condom use in the sexually more active group of
singles between the ages of 16 and 44. Condom use

in this group rose continuously in the first ten years of
AIDS education - from 1988 to 1997 — from 58 percent
in 1988 to 73 percent in 1997. However, condom use
then declined again slightly, remaining roughly con-
stant until 2004. Since then, the percentage of people
who at least occasionally use condoms has risen from
69 percent to a figure of 80 percent in 2010 and 2011.
Regular condom use (always or often), in particular,
has seen a substantial further increase since 2004: from
49 percent to 63 percent in 2010 and 2011. This is the
highest value recorded in the entire observation period.
In 2011, 18 percent of singles between the ages of

16 and 44 stated that they had never used condoms
during sexual intercourse in the recent past. This is the
lowest figure to date.

An increasingly important aim of education in the
context of the “GIB AIDS KEINE CHANCE” campaign is to
create and maintain a high level of knowledge among
the public regarding infection risks and options for pro-
tection, not only in connection with HIV and AIDS, but
also as regards other STls. Since 1996, the repeat surveys
have also included questions that reveal the public’s
level of knowledge about STls, its information needs
and information wishes. Being informed on the subject
of STls presupposes that people are aware of them.

30 29

2000 2002 2004 2006 2008 2010 2011

* Including the new Federal Lander from 1994

In 2011, when asked about sexually transmitted
infections without being given possible answers, just
less than half of the population over the age of 16
named syphilis (48 percent) and gonorrhoea (47 per-
cent). Much more seldom mentioned were: hepatitis
(13 percent), candidiasis/mycotic diseases (11 percent),
herpes (9 percent), chlamydia (5 percent), condylomas
(3 percent) and trichomoniasis (1 percent). It is clear that
the general public’s awareness of individual STIs has not
increased in the last 15 years.

Based on the questions on STl-related knowledge in
the “Public Awareness of AIDS” study, it is possible to
describe whether the campaign increases the public’s
familiarity with sexually transmitted infections in the
course of the years.

The results of all studies and evaluations are not only
used within the BZgA to constantly review and improve
the prevention campaign, but also promptly published
by the BZgA and made available to cooperation part-
ners and multipliers.

The BZgA developed a quality development method
known as QIP (“Quality in Prevention”) in cooperation
with the University Medical Center Hamburg-Eppendorf
(UKE). The method was tested for its scientific quality

in a comprehensive field test and then tried out and
applied in different fields. QIP can be used to improve

Source: BZgA
Representative survey:
“Public Awareness of AIDS” 2011

Source: BZgA
Representative survey:
“Public Awareness of AIDS” 2011
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AWARENESS OF SEXUALLY TRANSMITTED INFECTIONS, GENERAL POPULATION OVER THE AGE OF 16

"Apart from HIV/AIDS, what other sexually transmitted diseases are you aware of?” (unaided)
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the effectiveness of all prevention and health promotion
measures — for setting-based projects, health training
programmes, campaigns and individual projects. Inter-
estin using QIP was also shown by the WHO Regional
Office for Europe, as well as by individual national stake-
holders from the field of HIV/AIDS prevention. QIP was
adapted to the specific needs of HIV/AIDS prevention

in the framework of the international initiative IQhiv
("Improving Quality in HIV prevention in Europe”), which
also controls preparation of the international dissemina-
tion of QIP (and other methods) in the field of HIV/AIDS
prevention. The method will also be used to develop the
quality of existing measures and is intended to contrib-
ute — in combination with the use of GOPP (goal-ori-
ented programme planning) — to providing additional
pointers for improving the measures.

The spectrum of comprehensive quality assurance is
supplemented by further studies examining individual
special aspects.
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Public-private partnerships
and cooperation projects

Much of the success of AIDS prevention in Germany
is the result of close cooperation between the BZgA
and a wide variety of partners, from professional
organisations to private businesses. These cooper-
ation projects have been continuously expanded
over the last twenty years and have established
themselves as an essential foundation of HIV pre-
vention. Important partners for prevention work
include counselling professionals in public health
offices, AIDS-Hilfe groups and other local counselling
centres, teaching staff in schools and, increasingly,
also the medical community. The BZgA additionally
cooperates with leading organisations, such as the
Deutsche AIDS-Stiftung, the Deutsche Sportjugend
youth sports organisation and the Deutsches Jugend-
herbergswerk (German Youth Hostel Association).

To be able to continue its mass-communication preven-
tion programme as effectively as possible, despite the
limited financial resources available, the BZgA has for
along time also been relying on cooperation projects

in the form of public-private partnerships (PPPs), i.e.
partnerships with business enterprises.

5.1 Public-private partnerships

The great familiarity of the “GIB AIDS KEINE CHANCE”
campaign and its ability to achieve its goals are also
partly attributable to the commitment of its many
partners from business, who give the campaign both
financial and logistical support.

The BZgA has in recent years been able to recruit
numerous new supporters, large and small, for its AIDS
prevention work. The most important partnerships at
the moment are with:

> The Fachverband Aussenwerbung (FAW), whose
member companies have provided more than
1.5 million free billboard spaces since 1993,

> A host of private and public-law TV and radio
stations, who give the BZgA air time free of charge,

> Numerous cinemas in connection with the Youth
Film Days,

> The united ambient media and novum! agencies,
who, between 2007 and 2010 alone, enabled the
nationwide, free distribution of a total of more than
15 million postcards showing mach’s mit motifs and
the campaign motifs for World AIDS Day,

> And many more.

Cooperation with the Verband der Privaten
Krankenversicherung e.V. (PKV)

A wholly new dimension in support for the BZgA's cam-
paign was opened up in mid-2005 by the Verband der
Privaten Krankenversicherung e.V. (PKV), which provides
substantial funds for the AIDS prevention work of the
BZgA, thereby enabling a host of additional measures.
After expiry of the first agreement, which ran from
mid-2005 to the end of 2010, the PKV-Verband decided
to prolong its successful support of the BZgA's AIDS
prevention campaign for a further five years up to 2015.
As a result, the BZgA has an additional €3.2 million per
year at its disposal for expanding and differentiating its
campaign.

The funds made available by the PKV supplement the
financial resources provided by the Federal Govern-
ment and are predominantly invested in strengthening
high-reach mass communication, i.e. in advertisements,
posters and cinema spots. The new mach’s mit cam-
paign that began in 2009 thus now increasingly also
addresses target groups that are at particular risk, such
as men who have sex with men, clients of sex workers,
and travellers.

Cooperation with the Fachverband
Aussenwerbung e.V. (FAW)

As the central organisation of Germany’s outdoor
advertising companies (‘out-of-home media”), the
Fachverband Aussenwerbung e.V. has played an espe-
cially great role in enabling the mach’s mit campaign
and the giant posters for the “Gemeinsam gegen Aids”
campaign for World AIDS Day. Every year since 1993, the
FAW has been putting roughly 100,000 billboards across
the nation at the disposal of the BZgA free of charge -
reaching a total of more than 1.6 million by 2010. This
has made an invaluable contribution towards maintain-
ing and strengthening public awareness of the disease
AIDS and its dangers.

5. PUBLIC-PRIVATE PARTNERSHIPS AND COOPERATION PROJECTS

5.2 Cooperation with associations and
organisations

Strong partnerships with sustainable structures are the
best starting point for getting prevention messages

to those places where people regularly meet. Which

is why the BZgA's partners also include sports clubs
and associations, for example. They not only have
many members, but also national, regional and local
organisations — ideal conditions for becoming active
for the common goal of health promotion and AIDS
prevention. Partners have also committed themselves to
the BZgA's joint campaign for World AIDS Day in order
to get the messages and concerns across to as many
people as possible.

Important partners of the BZgA

® PKV

Verband der Privaten
Krankenversicherung

-
@

FACHVERBAND
AUSSENWERBUNG E.V.

Verband der Privaten Krankenversicherung

Fachverband Aussenwerbung e.V.
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transfer

The prevention measures developed by
the BZgA serve as a model for numerous
campaigns in other countries.



International collaboration
and knowledge transfer

The HIV epidemic doesn’t stop at national borders.
Consequently, international collaboration is becom-
ing more and more important for the effective,
global and sustainable fight against HIV and AIDS.
Alongside UNAIDS and the World Health Organiza-
tion (WHO), the European Union (EU) is also becom-
ing increasingly interested in overarching concepts
and measures and promotes their implementation.
Transferable BZgA prevention projects and con-
cepts that have proven successful in Germany have
already been used in other countries on several
occasions, e.g. adaptations of the personal-commu-
nication Join-In Circuit, the Youth Film Days, various
information brochures and also the mach’s mit
campaign.

Ever since the campaign began, the BZgA has been
promoting and maintaining international contacts in
order to make skills and experience accessible to other
countries, and also to learn from others. This purpose is
served by congresses, professional conferences, expert
meetings, articles in professional journals and other
forums for scientific exchange, in which the BZgA is
involved as the organiser, an initiator or a participant.

Based on the international conference “How do we
know what works? Strengthening quality assurance in
HIV/AIDS prevention in Europe’, which the BZgA held
in cooperation with the WHO in October 2008, the
BZgA initiated the international expert group “1Qhiv —
Improving Quality in HIV prevention in Europe” together
with the WHO/Regional Office for Europe and Aids
Action Europe.

IQhiv is a joint initiative of civil-society and gov-
ernmental organisations, scientific institutions and
international organisations that examines, further
develops and implements quality assurance and quality
improvement approaches for European HIV prevention
programmes and projects in the 53 Member States of
the WHO/EURO region. The network received funds
from the Federal Ministry of Health in 2011 and 2012.
|Qhiv held the second international conference on this
subject in Berlin in April 2012. The content of the event
followed on from the recommendations elaborated

in the context of the first conference in 2008. 60 HIV

prevention experts from 20 European countries had the
opportunity to intensively examine the various aspects
of quality improvement in HIV prevention in discussions
and work in small groups. Among other things, practical
experience could be gained with four quality improve-
ment instruments developed for HIV prevention.

The conference showed that the networks created,

the instruments offered and the continuing education
events provided by IQhiv had succeeded in greatly
improving the conditions for effective and sustainable
quality improvement. Based on this international work,
the BZgA applied for an EU-wide Joint Action project
on quality improvement in HIV prevention. The Joint
Action will be funded by the Directorate-General for
Health and Consumers of the European Commission
(DG SANCO). 25 partners from 21 Member States of the
EU are involved in the application for the Joint Action.
The three-year project has been granted EU approval
and funding, and will start in 2013 with the BZgA as the
coordinating agency.

6.1 AIDS congresses in Germany, Austria
and Switzerland

Following several solely German AIDS congresses, the
German-Austrian AIDS Congress (DOAK) was launched in
2003 as a bi-national event (Switzerland also took part at
times), subsequently being alternately held in Germany
and Austria every two years.

The 2011 Congress was held in Hanover under the motto
"DOAK: WISSEN schafft Dir Perspektiven” (‘KNOWLEDGE
gives you prospects”). At this most important forum in
the German-speaking region, the BZgA presented its
work in the form of presentations and on its information
stand, as well as offering an interactive workshop on the
subject of quality improvement in HIV prevention.

The high percentage of medical professionals in the
expert audience is additionally exploited by the BZgA in
order to further intensify cooperation with the medical
sector: doctors in private practice are important partners
in treatment and prevention — not only of HIV infections,
but also of other sexually transmitted infections.
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6. INTERNATIONAL COLLABORATION AND KNOWLEDGE

If possible, the BZgA also takes the Mdinchner Aids-Tage
(Munich AIDS Conference) as an opportunity to present
its new concepts and offerings for the prevention of
sexually transmitted infections. The participants from
Germany and its neighbouring German-speaking coun-
tries are multipliers active in local HIV/STI prevention
work, many of whom collaborate with the BZgA.

"HIV im Dialog” (HIV in Dialogue) in Berlin and “HIV-Kon-
trovers” (HIV Controversial) in North Rhine-Westphalia are
events that likewise see themselves as forums for discus-
sions and discourses on every aspect of HIV/AIDS. The
BZgA takes part by giving presentations, participating in
panel discussions and suggesting topics for workshops.

6.2 International AIDS Conferences

The exchange of experience, and particularly the
exchange of scientific study results, at international
conferences provides an important opportunity for the
BZgA to also review its own work in an international
comparison and to put its own experience and research
results at the disposal of the international community.

At these major forums with up to 30,000 participants
from all over the world, the BZgA presents key results

of its prevention work and engages in an international
discourse. It additionally evaluates the conferences them-
selves, making the results available to its cooperation
partners in Germany in the form of summaries.

[t once again became clear at the 19th International
AIDS Conference in Washington in 2012 that HIV preven-
tion is either hardly established or hardly effective in
many countries. As a result, HIV still displays a worryingly
dynamic trend in Eastern Europe and Central Asia, in
particular. Germany's experience with effective HIV
prevention is of great interest to these countries.

Germany'’s information stand at the
19th International AIDS Conference
in Washington in 2012

6.3 Cooperation with the GIZ

The partnership with the Gesellschaft fir Internationale
Zusammenarbeit (GIZ, Germany’s organisation for tech-
nical cooperation abroad) is of special importance in the
context of the BZgA's international collaboration with
the WHO and the EU. The GIZ implements projects in
developing and emerging countries around the globe.
HIV prevention and other measures for promoting
sexual health have high priority in this context: roughly
90 percent of all people infected with HIV currently live
in developing and emerging countries.

In the framework of its development activities, the GIZ
uses the specific expertise of the BZgA in planning,
realising and evaluating AIDS education strategies

and campaigns, implementing concepts and projects
specifically tailored to individual countries. Particularly
worthy of mention in this context is the adaptation of
the personal-communication Join-In Circuit measure,
originally developed by the BZgA, in over 25 countries in
different regions of the world to date.

6.4 International delegations at
the BZgA

RANSFER

Delegations from all over
the world — from Argentina

KONTRR'®

«Mocne

P Y

to Vietham — regularly
visit the BZgA to gather
information regarding the

AIDS prevention concepts
and measures developed

and applied in Germany.
However, the BZgA does
more than just inform its
foreign guests — it also
provides them with its
media (or the right to use
them) for adaptation in
the interested countries.

AIDS prevention brochure of the
National AIDS Centre, Poland, the
BZgA's partner in EUROPAC



6. INTERNATIONAL COLLABORATION AND KNOWLEDGE TRANSFER

Germany's Chancellor Angela
Merkel at the EU Ministerial
Conference in Bremen

6.5 Intensification of the fight
against HIV/AIDS in the EU and
neighbouring countries

Although the number

of new infections in Ger-
many is slowly declining
at the moment, other
countries in Europe are
battling with a signifi-
cant rise in HIV figures.
Consequently, many
countries are trying to
intensify their prevention
work, developing national
action plans to this end.
The EU initiatives for the
successful, international transfer of expertise are there-
fore of decisive importance for the quality and success
of the prevention measures in these countries.

In February 2004, representatives from European and
Central Asian states and governments met in Dublin,
along with invited observers, at the Ministerial Confer-
ence “Breaking the Barriers — Partnership to fight HIV/
AIDS in Europe and Central Asia”. A joint declaration (the
"Dublin Declaration”) was drawn up on the occasion of
this conference: 33 measures were adopted in order to
accelerate implementation of the formal obligations.

The EU Commission’s Working Paper of 8 September
2004, “Coordinated and Integrated Approach to Combat
HIV/AIDS within the European Union and in its Neigh-
bourhood”, made concrete proposals for effective
measures and defined productive framework conditions
for them. The BZgA also puts its diverse experience and
its prevention expertise at the disposal of this initiative.

To this end, the European Commission created the
“Extended Think Tank on HIV/AIDS’, in which roughly

30 countries from the EU and its neighbourhood

are currently represented. In this way, the European
Commission has given high priority to the subject of
AIDS - not only in health policy, but also in the fields of
research, development and foreign affairs.

Some of the countries represented, such as Poland,
have already been cooperating with the BZgA on a
bilateral basis for many years and have thus been able
to integrate projects from Germany in their national
education activities. Such support from outside is rated

very positively, particularly in countries where commu-
nication regarding condoms and condom use cannot
yet be as explicit as it is in Germany for reasons of social
acceptance.

In the context of its Presidency of the EU Council in
2007, Germany gave the subject of AIDS very high
priority by organising the EU Ministerial Conference

in Bremen. After all, the most important lesson to be
learned from the past is: prevention can only be suc-
cessful in a country if HIV/AIDS prevention has clearly
declared and visible priority at the highest political level,
i.e.in government. Germany is a globally acknowledged
example in this respect. Consequently, Germany is
particularly credible as a provider of impulses for Europe
and beyond.

The German-Ukrainian Partnership Initiative to Combat
HIV/AIDS was implemented from 2008 to 2011. Accord-
ing to UNAIDS, the Ukraine is currently the country with
the highest rate of new HIV infections in Europe. More
than one percent of the population of just under 50 mil-
lion is infected with HIV. Particularly affected in this
context are 15 to 49 year-olds. In view of this dramatic
background, the GIZ was commissioned with improving
the networking of the existing HIV/AIDS projects in

the Ukraine, as well as looking for and supporting new
partnerships. The collaboration focused on prevention,
the monitoring of infection developments (surveillance),
treatment and care. On of the central projects was the
development of the country’s own national prevention
campaign, which was launched on World AIDS Day in
20009. Its name translates as "DON'T GIVE AIDS A CHANCE".

In this context, the Ukraine was also supported by the
BZgA, which offered the Ukrainian cooperation partners
and the government its expertise regarding the devel-
opment and management of the national prevention
campaign. Further projects relate to prevention con-
cepts for men who have sex with men, as well as to the
establishment of hospital partnerships to improve the
treatment and care of people with AIDS.

International cooperation

UNAIDS

The “United Nations Programme on HIV/AIDS" is a project of the United Nations with
the aim of coordinating the different HIV/AIDS pandemic activities of individual
countries in the fight against AIDS. It emerged in 1996 from the World Health
Organization’s “Global Programme on HIV/AIDS".

WHO
The World Health Organization was founded in 1948 and has 193 Member States. It is
the United Nations'coordinating agency on international, public health.

Glz

The Deutsche Gesellschaft fir Internationale Zusammenarbeit GmbH was established in
1974 and is a globally active enterprise. It supports reforms and processes of change
in developing countries. All its activities are aimed at sustainably improving the living
conditions and prospects of the people in these countries.

ECDC

The ECDC (European Centre for Disease Prevention and Control) publishes reports on
the epidemiological situation in the countries of Europe. This was done by EuroHIV
until 2006.




Qutlook

Successful HIV/AIDS prevention
responds flexibly to the changing social,
epidemiological and communicative
demands of the disease.




Outlook: AIDS prevention
is necessary and worth while —
today and tomorrow!

The “GIB AIDS KEINE CHANCE” campaign is a globally acknowledged example of the effectiveness of HIV/
AIDS prevention. The HIV and AIDS figures in Germany are low by international comparison. However,
recent developments, such as the improved treatability and resultant increased life expectancy of people
with HIV, are leading many people to see the real threat of an HIV infection as being less serious, and this
could give rise to a decline in protective behaviour. There was a marked increase in HIV infection figures in
Germany up to 2007, since when they have declined slightly, being in the region of 2,700 new infections
in 2011. However, the growing numbers of other sexually transmitted infections (STIs) show that there is
a permanent need for new communicative impulses and improved concepts for preventive measures in

order to also maintain the success of HIV/AIDS prevention in Germany in the future.

In cooperation with partners and other supporters,
new, attention-getting prevention impulses need to

be given time and again to ensure that HIV/AIDS and
the necessary protection against them are not forgot-
ten. The media and measures of the BZgA's "GIB AIDS
KEINE CHANCE” campaign are constantly adapted and
improved to meet these new challenges. New evalua-
tion results and new developments in society, especially
in the target groups of particular importance as regards
the epidemic, are constantly being incorporated into
the campaign.

To this end, the BZgA holds workshops and invites
experts from different disciplines and occupations to
engage in ‘creative thinking”. The people invited come
from very different fields, such as radio and televi-
sion, the print media, marketing, theology, Internet
communication, advisors from work at the local level
and people responsible for AIDS campaigns in other
countries. The members of the discussion groups are
deliberately chosen in such a way that new concepts
and ideas can emerge from the unaccustomed points of
view represented.

The results of the expert seminars, future workshops
and, not least, prevention-oriented research today lead
the BZgA to draw the following conclusions for the
future of HIV/AIDS prevention:

> The most important messages regarding protection
against HIV still apply unconditionally: condoms
protect!

> Other sexually transmitted infections (STls) greatly
favour the transmission of HIV and are a subject for
prevention work.

> Above and beyond the message focusing on con-
dom use and HIV protection, a wealth of additional
information needs to be provided to avoid STIs, as
well as decision-making aids to help people avoid
risks for themselves and their partners. Condoms
afford good protection against HIV, but reduce the
risk of contracting other STls to different degrees.
Therefore, the key aspect is effective, personal risk
assessment, e.g. as regards sexual practices involving
a high risk of infection, or other STls that are occa-
sionally hard to recognise.

> In this context, great importance is attached to
timely HIV testing and tests for other STIs, as well as
effective counselling for high-risk target groups and,
above all, the diagnosis and treatment of other STlIs,
but also preventive vaccination.

> Timely treatment of an HIV infection has a major,
individual benefit for people with HIV. Successful
antiretroviral therapy also contributes to preventing
the sexual transmission of HIV.

> New, interactive approaches that trigger and
network local initiatives are to be systematically
strengthened. A new, mobile exhibition on HIV and
STlIs will give strong impulses for communication
and cooperation, as will the constantly improved and
increasingly differentiated offerings of the BZgA for
multipliers in school and outside school, in sports
clubs and other groups.

> This necessitates close collaboration with the BZgA's
key multipliers. The medical community deserves
particular mention in this context. Strengthening
their role in prevention requires the development
and implementation of practice-oriented offers and
curricula.

> Cooperation with time-proven and new partners
(public-private partnerships) and with international
partners is to be continued.

> The limited resources available make it necessary to
maximise synergistic effects through networking,
cooperation and partnerships in both the national
and international context.

All these measures are intended to contribute to stabi-

lising and, if possible, further increasing the high level of
protective behaviour in the German population. And it
remains an important goal to also continue to provide
international impulses in order to improve the scope
and quality of prevention work and maintain it at the
highest possible level.

There is no single formula for effective HIV/AIDS pre-
vention. A wide range of coordinated instruments and a
major effort on the part of society are necessary in order
to contain the spread of HIV and other STls. Conse-
quently, the BZgA will continue to do its utmost in the
future to ensure that the German population remains
aware of this important task.
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Among the Western European countries that
publish HIV figures, Germany and Finland had the
lowest numbers of confirmed new HIV diagnoses
per 100,000 inhabitants in 2009.

people are currently living with
HIV, including 3.4 million children
under the age of 15.
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Studies and investigations of the BZgA
Since 1987, the BZgA has been conducting an annual
representative survey of the population regarding
knowledge, attitudes and behaviour in relation to HIV
and AIDS. The latest study “Aids im &ffentlichen Bewusst-
sein der Bundesrepublik Deutschland” ("Public Awareness
of AIDS in the Federal Republic of Germany”) can be
downloaded as a PDF file from www.bzga.de/studien
(Forschung, Studien/Untersuchungen).

Action Plan for Implementing the
Strategy of the Federal Government to
fight HIV/AIDS

(published by the BMG/BMZ/BMBEF, 2007). This
publication can be requested under Order No.V 07005
from the Publikationsversand der Bundesregierung,
Postfach 481009, D-18132 Rostock, Germany, or
downloaded from the website at www.bmg.bund.de

Studies and investigations of the

Robert Koch Institute

The Robert Koch Institute (RKI) regularly provides data
on the development of HIV infections and AIDS cases in
Germany. The biannual reports on the epidemiological
situation in Germany are published as special issues of
the “Epidemiologisches Bulletin” and can be downloaded
as PDF files from the RKI website at www.rki.de
(Infektionsschutz, Epidemiologisches Bulletin).

ECDC (European Centre for Disease
Prevention and Control)

The ECDC regularly presents reports on the epide-
miological situation in the countries of Europe. This
was previously done by the predecessor organisation,
EuroHIV, until 2006. The reports are available for
downloading at www.ecdc.eu

UNAIDS

The United Nations' coordinating programme regularly
compiles reports on the global situation of the HIV/
AIDS epidemic. The reports can be downloaded at
www.unaids.org (Publications).

Study: Wie leben schwule Mdnner heute?
(How do Gay Men Live Today?)

Bochow, M./ Schmidt, AJ./ Grote, S.: Schwule Mdnner
und HIV/Aids: Lebensstile, Szene, Sex (Gay Men and HIV/
AIDS: Lifestyles, Scene, Sex) 2007. Can be ordered from
Deutsche AIDS-Hilfe (www.aidshilfe.de).

Internet and telephone offerings of
the BZgA

Personal telephone and online counselling
> 449 (0)221 892031
> www.aidsberatung.de

"GIB AIDS KEINE CHANCE”, the largest and most compre-
hensive prevention campaign in Germany since 1987
> www.gib-aids-keine-chance.de or www.gakc.de

The mach’s mit campaign, focusing on motivating
people to use condoms in risky situations
> www.machsmit.de

Joint campaign of the BZgA, BMG, DAH and DAS for
World AIDS Day
> www.welt-aids-tag.de

JugendFilmTage (Youth Film Days)
> www.jugend-film-tage.de

Bundeswettbewerb Aidsprdvention (National AIDS
Prevention Competition)
> www.wettbewerb-aids.de

Website of the Federal Centre for Health
Education (BZgA)
> www.bzga.de

Other organisations

Deutsche AIDS-Hilfe (DAH — German AIDS Service
Organisation)
> www.aidshilfe.de

Deutsche AIDS-Stiftung (DAS — German AIDS
Foundation)
> www.aidsstiftung.de

Robert Koch Institute
> www.rkide

UNAIDS: The United Nations' HIV/AIDS programme
> www.unaids.org
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