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BACKGROUND 
Late in 2005, the BC Person’s with AIDS Society submitted an application to the BC 
Association of Broadcasters (BCAB) to be considered for their provincial Humanity 
Award. This prestigious award, presented to a deserving British Columbia based 
non-profit organization each year, entitles the recipient to widespread broadcast 
media coverage for a full year period. At current published advertising rates, the 
broadcast value of this media award is estimated at approximately $3 million. 
 
BPCWA’s proposal identified the issue of AIDS-related stigma as a barrier not only 
to awareness and compassion, but also to the management of the epidemic through 
prevention, testing, disclosure, and treatment. The proposal states: 
 
For more than two decades, people have discriminated against individuals living with HIV/AIDS 
because they fear contracting the disease themselves through casual contact and/or because their 
perception that “deviant” behaviour and carelessness lead to their infection. The BCPWA Society… 
[proposes to launch a] campaign as a tool to help change British Columbians’ perceptions about 
those living with HIV/AIDS. 
 
Through a somewhat provocative awareness campaign, the BCPWA Society intends to spur 
discussion about HIV/AIDS, especially in smaller, more remote communities where myths and 
misconceptions are commonplace. The BCPWA Society believes its campaign will compel people    
to seek more information about HIV/AIDS, through a website designed specifically for the campaign 
and, in doing so, reduce the stigma and discrimination that is all too prevalent in society. 
 
In late February, 2006 the BC Persons With AIDS Society was named the recipient 
of the 2006 – 2007 BCAB Humanity Award. The award was officially presented to 
the Chair of the Society, Paul Lewand, at May 12th reception held in Victoria, BC. 
According to the terms and conditions surrounding the award, commencing in July 
2006 and running for a one year period, television and radio stations across BC 
would provide free airtime to the award recipient, broadcasting their 30-second 
advertisement in designated daytime and night-time spots. Participating radio 
stations would broadcast a minimum of 520 airings during the 52-week schedule and 
television stations agreed to air between seven and 25 announcements per week 
(depending on their local market). 
 
CREATIVE RATIONALE 
Behind this compelling awareness campaign was Canada's largest advertising 
agency, the award-winning Cossette Communications Group. Cossette produced a 
series of two advertisements, in consultation with a working group comprised of 
selected BCPWA Board and staff members and in conjunction with Steam Films, a 
local production company. Because of their enthusiasm for campaign objectives, 
both companies assumed all costs associated with the production and distribution of 
the radio and television advertisements. Richard Hadden, President and Creative 
Director of Cossette Communications Group, describes the creative rationale:  
 
“Twenty-five years after the epidemic began, there has been tremendous progress in the areas of 
science and prevention, but the social stigma attached to the disease lives on. We felt it crucial for 
our campaign to take a very direct look at exposing and confronting some of the ill-informed 
prejudices that those living with HIV have to confront every day.” 

http://www.bcab.ca/
http://www.bcab.ca/
http://www.bcab.ca/humanity_past.html
http://www.cossette.com/
http://www.steamfilms.com/
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The briefing process with Cossette involved a series of meetings between the 
agency’s creative team and selected BCPWA members who related personal 
incidents of overt and covert HIV-related discrimination involving friends, family 
members, and colleagues. The result was the development of two distinctive, hard-
hitting television and radio commercials, each depicting separate incidents of HIV-
related discrimination. The content of both advertisements was inspired by actual 
experiences of British Columbians living with HIV.     
 
The objective of these advertisements—and the campaign overall—was expressed 
at BCPWA’s June 28th launch event, which received considerable media attention. 
[See: about the campaign and COMMUNITY OUTREACH/MEDIA LAUNCH (below)]: 
 
“This campaign highlights the impact of living in a culture that appears polite and accepting on the 
surface, but still harbours deep rooted prejudices that are expressed in subtler ways,” says the 
BCPWA Society's Board Chair Paul Lewand. Most people recognize and disapprove of discrimination 
in areas like employment, housing and health care, Lewand explains. But stigmatization isn't always 
so straightforward. “We want to spur discussion among families and communities to dispel myths and 
prejudices associated with HIV,” he says. 
 
Mindful of both the sensitive content in the commercials and Canadian advertising 
standards, the Cossette creative team consulted regularly with Toronto based 
Telecaster, the Television Bureau of Canada, at all stages of the production process. 
The original language of the advertisements was deliberately softened in order to be 
appropriate for television and radio audiences and to comply with rating regulations. 
[View original and edited versions of the campaign ads on YouTube.com]. 
Ultimately, both the radio and television commercials were approved by Telecaster 
without restrictions. That said, participating stations were advised in advance about 
the provocative language and content contained in the commercials and, based on 
monthly reports issued by participating stations detailing airplay, some selected to 
broadcast the ads only during programming with mature daytime and evening 
ratings (e.g., Newscasts, sports, daytime/evening drama, adult talk shows, etc.). 
 
CAMPAIGN COMPONENTS 
BCPWA Society’s year-long provincial awareness campaign to end HIV-related 
stigma and discrimination included three major components:  

(1) two television and radio advertisements  
(2) an informational website www.endHIVstigma.ca, including a series of four 

online (as well as printed) Fact Sheets on related topics. 
(3) a toll-free phone line for British Columbians seeking additional information, 

support, referrals, or to register their feedback about the campaign. 
 
TV & RADIO COMMERCIALS 
Two high-impact radio and television commercials were produced for the campaign, 
featuring separate scenarios depicting AIDS-related prejudice.  
[View the campaign advertisements] 
 
 
 
 

http://www.bcpwa.org/empower_yourself/envHIV/
http://www.youtube.com/results?search_query=stigma+hiv+bc&search=Search
http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
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One advertisement portrays a typical conversation between a mother and her 
adolescent daughter; however, in this case, the mother's words and mannerisms 
communicate shame, blame, and fear around her daughter's promiscuity, drug use, 
and consequent HIV infection, although her tone conveys pure maternal affection. 
Similarly, in the second ad, two male acquaintances cross paths in a neighbourhood 
grocery store; while the tone of their exchange is very personable, the words reflect 
blatant AIDS-phobia.  
 
If the sarcastic undertones of the commercials seem ambiguous to some, there is 
little room for confusion at the conclusion of the ads when the voiceover (radio) and 
text (TV) reinforces the campaign’s key message:  
 
Fortunately, people don’t always say what’s on their minds.  
It’s time to change the way we think about HIV and AIDS. 
 
While the language in both advertisements was indisputably strong—some would 
say offensive—they functioned to expose the social harms caused by overt and 
covert discriminatory behaviour and actions. The intention of the commercials was to 
elicit discomfort, even outrage among viewers and listeners.   
 
WEBSITE – WWW.ENDHIVSTIGMA.CA
The website component of BCPWA’s anti-stigma campaign, developed by Fjord 
Interactive + Marketing (a division of Cossette), provided radio and TV audiences 
with a resource to explore further information about HIV and AIDS-related stigma 
and discrimination. The content focused away from information typically included in 
AIDS awareness campaigns of the past: exposure and transmission, safer sex 
practices, HIV testing, and personal accounts by people living with HIV. Rather, the 
website information emphasized the social phenomenon of stigma, including its 
various and complex forms—explicit, implicit, and internalized—and proposed 
individual, community, and political responses to move our society beyond 
discriminatory practices and cultural attitudes. The website also included a device for 
visitors to test their HIV/AIDS knowledge through a Fact vs. Fiction quiz, 
summarized epidemiological information about HIV in BC, and contained a series of 
links to programs and services provided through the BCPWA Society. In addition, a 
brief feedback survey to assess the public's knowledge, attitudes, and opinions 
about the advertising campaign was also included.  
 
To continue to promote the anti-stigma message following the conclusion of the 
campaign, BCPWA has kept the www.endHIVstigma.ca website active; the website 
features copies of both versions of the campaign’s television commercials. 
 
TOLL-FREE PHONE LINE – 1.866.443.AIDS 
At the time of the campaign launch, and throughout the duration of the year-long 
campaign, a toll-free telephone line (1.866.443.AIDS) was established so that non-
Internet users and others who prefer personalized communication could share 
information and direct their questions to someone with specific knowledge and 
experience. A team of BCPWA phone line volunteers participated in an extensive 
training program, and received a detailed information and resource binder. They 
were also prepared to refer callers to appropriate programs, services, and resources  

http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
http://www.endhivstigma.ca/
http://www.fjordinteractif.com/
http://www.fjordinteractif.com/
http://www.endhivstigma.ca/
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in areas throughout the province. Initially, the phone line was staffed weekdays from 
11am – 11pm, to correspond with popular and prime time hours when the 
advertisements would most likely be broadcast on TV and radio; however, because 
of very limited telephone activity in the first several weeks of the campaign, the 
working group reduced the phone line hours of operation to weekdays from 9am – 
5pm. Callers who telephoned the line at other times could leave a voicemail 
message, and all callers who left contact information received a call back within 1-2 
business days. Callers requesting additional information could also receive, by email 
or mail, a series of four Fact Sheets and/or relevant articles on the subject of AIDS-
related stigma. The phone line also functioned as an additional vehicle for radio and 
TV audiences to register their feedback on the campaign advertisements. 
 
Following the conclusion of the campaign, the phone line service was discontinued, 
and references to the toll-free telephone number have been removed from the 
website. The phone number presently has an outgoing voicemail message, advising 
callers that the campaign has concluded, and thanking community members for their 
support and constructive feedback. 
 
CAMPAIGN PROMOTION/LAUNCH 
 
BCPWA MEMBERS 
In selecting a provocative approach to the issue of HIV-related stigma, it was 
important for BCPWA to communicate details about the campaign to its membership 
in advance of launching the ads. Promotional information was communicated to the 
membership beginning in the Spring of 2006, shortly after BCPWA was selected as 
the recipient of the BCAB Humanity Award, and throughout the campaign period.  
 
Information about the provincial campaign was promoted and updated regularly on 
the home page of BCPWA’s website, and since the conclusion of the campaign has 
been moved to a separate page: http://www.bcpwa.org/empower_yourself/envHIV/.  
 
In addition, throughout the campaign period, BCPWA’s weekly eNews publication 
(emailed to more than 1,000 member subscribers) featured a promotional End HIV 
Stigma electronic advertisement, including a link to the campaign website and TV 
commercials, as well as an invitation for member’s to complete the online feedback 
survey. [see http://www.bcpwa.org/empower_yourself/escoopNews/ for sample ads 
in previous issues of eNews]. 
 
Television versions of both advertisements were also screened to approximately 100 
members in attendance at BCPWA Society’s Annual General Meeting on August 26, 
2006. The commercials were received with an enthusiastic round of applause. 
 
Finally, BCPWA’s bi-monthly news and treatment information publication, living+ 
magazine—delivered free to BCPWA members throughout the province—included 
extensive coverage throughout the campaign, from news briefs, to explanatory 
articles, to promotional advertisements (see samples attached Appendix 1).  
 

http://www.bcpwa.org/empower_yourself/envHIV/
http://www.bcpwa.org/empower_yourself/escoopNews/
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COMMUNITY OUTREACH/MEDIA LAUNCH 
To generate public and media interest, prior to the release of the commercials, 
BCPWA coordinated an event/media launch on July 29th in the large reception area 
of the Vancouver offices of Cossette Communications Group. Invited guests 
included key stakeholders and funders associated with BCPWA, selected BCPWA 
Board members and senior staff, representatives from companies involved in the 
production of the commercials, the actors who appeared in the advertisements, and 
selected print and broadcast media from national, local, community, and ethnic 
outlets. The event featured brief presentations from the Chair of BCPWA Society, 
Paul Lewand; President and Creative Director of Cossette Communications, Richard 
Hadden; Director of Steam Films, Matthew Swanson; and the 2005 – 2006 President 
of the BC Association of Broadcasters, Jim Rusnak. Recognition plaques were 
presented by BCPWA Society to representatives from each of these companies in 
appreciation of their significant contribution to the provincial campaign. Television 
versions of both advertisements were subsequently screened, and media had an 
opportunity to conduct interviews with people of interest. Media packages, presented 
to all in attendance, included copies of the media advisory and release, campaign 
Fact Sheets (see Appendix 2), DVD QuickTime versions of the television 
commercials, and Backgrounders on BCPWA Society, Cossette Communications 
Group, Steam Films, and the BC Association of Broadcasters.  
 
The launch event resulted in considerable media exposure, with coverage registered 
from six newspapers (Vancouver Sun, Metro Vancouver, 24 Hours, Ming Pao, Xtra! 
West), four television stations (Global News, City Pulse TV News, CBUFT télévision, 
CTV Evening News), and one online publication (Marketing Online). The media 
exposure also assisted significantly in reinforcing the intended messaging and 
purpose of the campaign. 
 
CAMPAIGN RESPONSE/FEEDBACK 
Throughout the one year campaign period, BCPWA received numerous words and 
messages of praise from the AIDS community, public health, advocacy groups, 
people living with HIV/AIDS, and many other citizens for our bold response to a 25 
year social problem. We also received some critical feedback for the provocative 
creative approach and language used in our campaign advertisements. Most of the 
feedback—both positive and negative—was thoughtful and constructive, generating 
stimulating dialogue and greater understanding about the issue of HIV-related 
stigma and discrimination. 
 
Community response to BCPWA Society’s year-long provincial awareness campaign 
to end HIV-related stigma was captured and measured through various vehicles:  

(1) EMAIL: personal email communications directed to the general email 
address posted on the End HIV Stigma campaign website 
(info@endHIVstigma.ca) as well as (less frequently) the general email 
address for the BCPWA Society (info@bcpwa.org). 

(2) INTERNET: number of visits to the End HIV Stigma campaign website 
(www.endHIVstigma.ca), including responses to the site’s feedback survey. 
In addition, traffic to www.YouTube.com, where both original and edited 
versions of the ads were uploaded, as well as posted comments. 

mailto:info@endHIVstigma.ca
mailto:info@bcpwa.org
http://www.endhivstigma.ca/
http://www.youtube.com/


BCPWA Society - Provincial Campaign to End HIV-Related Stigma & Discrimination 8 
Report on Campaign Activities & Community Response 

 
(3) PHONE LINE: number of calls, and nature of feedback registered with 

respect to the campaign, on toll-free End HIV Stigma phone line 
(1.866.443.AIDS) as well as (less frequently) calls to BCPWA Society,   
forwarded to the Director of Communications. 

 
EMAIL COMMUNICATIONS 
Over the course of the year, a total of 43 emails were received in response to the 
campaign. Emails were directed chiefly to the email address associated with the End 
HIV Stigma campaign, although a few emails were sent directly to BCPWA Society.  
The relative lack of email communication is likely attributed to the availability of the 
online survey, located on the campaign website, which recorded close to100 
responses (see WEBSITE TRAFFIC AND ONLINE SURVEY below). 
 
Overall, email respondents were roughly evenly divided in their favourable vs. 
unfavourable impressions of the campaign, with a slight majority registering a 
favourable response. A total of 19 email communications were received with a clear 
message endorsing the campaign and the creative approach reflected in the 
advertisements. Another 17 emails received reflected an unfavourable impression of 
the advertisements. Unfavourable impressions varied significantly, from the 
admission of uneasiness around the depiction of blatant prejudice, to complaints 
around the complexity of explaining the sarcastic undertones to younger audiences. 
Another category of unfavourable impressions is the few outraged respondents that 
demonstrated their own prejudices in their remarks. Finally, a further seven emails 
were received that could not be classified in either the positive or negative category; 
most of these communications were seeking information regarding HIV/AIDS, our 
campaign, or requests for print materials on related topics. 
 
A very small sampling of email responses is reproduced below:  
POSITIVE/FAVOURABLE RESPONSES 

o I just wanted to say that I think your ads regarding the stigmas surrounding HIV and AIDS are 
brilliant! I saw them on television, and was prompted to find your website so that I could locate the 
ads again. I have forwarded the link to everyone I know. Thanks for effectively spreading a strong 
message. 

o I am doing a report on HIV/AIDS and was wondering if it was possible to get a copy of your ads. I found 
them to be amazing in how they grasped my attention and really got the message across (for me at 
least). I found them so powerful that I would love to share them with the rest of my class. 

 
NEGATIVE/UNFAVOURABLE RESPONSES (HIV-SYMPATHETIC) 

o I am writing in response to the television commercials airing from your organization family members 
and friends of people with HIV and AIDS say horrible, ignorant and insensitive things to their 
infected loved ones. These commercials are not making the point you think they are. They are 
divisive and only act to draw a line between people with AIDS and HIV and those without…. We 
need to be promoting education and understanding, not a them vs. us attitude. 

o We have unfortunately seen your commercials numerous times and find them very offensive; 
especially the drug addiction one. It is offensive when you plant thoughts in the mind of a mother 
that has a daughter with a life threatening disease. I would find it very rare to find a mother with 
those thoughts about her daughter. You are speaking to a very small part of the population and your 
cause would be more effective if you were more sympathetic and compassionate as we are. These 
commercials are not helping your cause. 

 
NEGATIVE/UNFAVOURABLE RESPONSES (PREJUDICIAL ATTITUDES) 

o Obviously your organization doesn't care about normal families. Hey, hide the fact [you have AIDS] 
and you won't have to worry about a stigma. No one wants to know! 
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All emails received—both complimentary and critical—received a courteous 
response from BCPWA Society’s Director of Communications. In most of these 
communications, the Director expressed appreciation to the respondent for their 
candid remarks, provided some background information on the campaign and the 
creative rationale, as well as some general information about BCPWA Society. 
Almost all recipients of these email responses were appreciative of the additional 
information or participated in some additional email dialogue. In three cases out of 
the 17 indicated above, individuals who initially expressed their negative assessment 
of the campaign advertisement actually reversed their opinion after further dialogue 
and consideration. 
 
The chart below provides a monthly breakdown of emails received during the 
campaign period. 
 
Emails to End HIV Stigma Campaign & BCPWA 
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WEBSITE TRAFFIC AND ONLINE SURVEY 
Traffic to the End HIV Stigma campaign website and feedback received via email 
and through our online survey also reflects the public’s response to our TV and radio 
advertisements. Between July 1, 2006 and June 30, 2007, www.endHIVstigma.ca 
received a total of 9,168 unique visits; on average, this represents roughly 764 visits 
per month. Although traffic to the site grew modestly over the early months of the 
campaign, it increased significantly over the last four months, from March – June 
2007, with approximately 1,000 unique visits registered per month. Conversely, 
however, the pattern of increasing traffic to the site did not correspond to a similar 
pattern of online feedback surveys submitted from the site. Rather, survey response 
peak periods occurred early on in the campaign, particularly during the month the 
campaign was initially launched, in July, and then in September of 2006. 
 
The chart on the following page provides a monthly breakdown of traffic to the End 
HIV Stigma website throughout the duration of the campaign period. 
 

http://www.endhivstigma.ca/
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End HIV Stigma Website Data  
 

 
 

 

Summary by Month 
Daily Avg Monthly Totals Month 

Hits Files Pages Visits Sites Kbytes Visits Pages Files Hits 
           

Jun 2007 505 392 66 44 547 274186 979 1471 8628 11110
May 2007 568 457 66 37 872 437421 1149 2051 14187 17634
Apr 2007 724 568 75 36 1002 605444 1093 2275 17060 21732
Mar 2007 458 364 53 28 791 329136 889 1668 11311 14214
Feb 2007 481 363 52 23 538 427334 656 1462 10164 13494
Jan 2007 567 426 60 24 587 501013 747 1875 13225 17603
Dec 2006 362 289 41 23 473 343373 725 1293 8975 11251
Nov 2006 826 590 81 26 581 889921 799 2444 17712 24789
Oct 2006 445 337 47 17 468 418702 542 1484 10465 13801
Sep 2006 333 247 37 14 407 81186 422 1112 7439 9998
Aug 2006 420 343 42 17 407 35390 557 1310 10646 13031
Jul 2006 564 444 65 19 459 50184 610 2021 13767 17510
Totals 4393290 9168 20466 143579 186167

A total of 97 online feedback surveys were completed and submitted by visitors to 
the campaign website. General demographic information collected revealed some 
interesting findings with respect to respondents. Firstly, males (66%) were much 
more likely to participate in the online survey than females (29%); by contrast, 
females were much more likely than males to access the campaign phone line (see 
TOLL-FREE END HIV STIGMA CAMPAIGN PHONE LINE below) for information or to 
register their comments. In addition, a full 49% of respondents were in the 30-50 
year age range, 26% were under 30, and 20% were over 50. Approximately 5% of 
respondents did not provide demographic information relating to gender or age.  
 
Although the largest proportion of individuals who completed the online 
questionnaire (80%) identified their area of residence as within Vancouver, the 
Lower Mainland, or rural British Columbia, another 10% of respondents had viewed 
the commercials from other areas within the country, via digital television; as a 
result, we received feedback from a small proportion of television viewers in urban  
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and rural areas of Ontario, Alberta, as well as the Northwest Territories. In addition, 
through word-wide web networking, we also received online feedback surveys and 
visitors to our campaign websites from various areas within the United States, 
Northern Ireland, Switzerland, Australia, and Kenya. 
 
According to data collected from the online survey, the majority of respondents 
reacted favourably to the campaign advertisements. The overall approval rating for 
both commercials was 53%. A smaller proportion (42%) of individuals expressed 
disapproval, while 3% and 2% of survey respondents respectively indicated a neutral 
opinion or did not answer the question. Among online survey respondents, many 
applauded BCPWA’s bold and shocking creative approach. Among those who 
expressed an unfavourable reaction, there were several self-identified gay men who 
objected to what they considered homophobic content in the advertisement featuring 
the two men in the grocery store; they expressed no opinion on the HIV-related 
discrimination. Female online respondents were more likely to object to language 
contained in both commercials, identifying the difficulty in explaining the 
advertisements to young children who were unlikely to discern or comprehend 
sarcasm and unable to read the tagline that appears onscreen at the end. 
 
A relatively small number of respondents, 30%, indicated that the advertisements 
improved their attitudes about HIV/AIDS and people living with HIV disease. 
However, a significantly higher proportion, 47%, indicated that the commercials were 
effective in changing social attitudes in general with respect to HIV/AIDS and PWAs. 
This type of discrepancy is commonly seen in market research, where respondents 
are not inclined to reveal a personal impact (particularly one that suggests their own 
shortcomings), but are more comfortable expressing a general opinion about an 
impact on others. For this reason, both questions are put forward. 
 
Finally, although respondents were fairly divided on their views about the 
effectiveness of the advertisements, a high proportion (70%) indicated that the 
website was a very effective informational resource on issues of HIV-related stigma. 
 
A summary of the data collected from the online survey is reported below: 
 
Total Number of Surveys Completed (out of 9,168 website visits): 97 (1.1%) 
 
First Impression of the Ad(s)  

 Two guys meet in grocery store/Mother and daughter in kitchen: TV/Radio 
 Positive: 51 (53%)     Negative: 41 (42%)     Neutral: 3 (3%)     No answer: 2 (2%) 

 
Impact of Campaign 

 Change in respondent’s attitudes re: HIV/AIDS and PWAs 
 Improved: 29 (30%)          No change:  58 (60%) No answer: 10 (10%) 

 Opinion of effectiveness of ads in changing social attitudes re: HIV/AIDS and PWAs 
 Yes/Effective: 45 (47%)    No/Ineffective: 48 (49%)       No answer: 4 (4%) 

 Usefulness of website (www.endHIVstigma.ca) 
 Yes/Useful: 68 (70%)        No/Not Useful: 16 (16%)  No answer: 13 (14%) 

 
Respondent Demographic Information 

 Gender 
 Male: 64 (66%)    Female: 28 (29%)   Transgendered: 0      No Answer: 5 (5%) 

 Age 
 <30: 25 (26%)   30 – 50: 48 (49%)   Over 50: 19 (20%)   No Answer: 5 (5%) 
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A very small sampling of favourable and unfavourable comments from online survey 
respondents is reproduced below:  
POSITIVE/FAVOURABLE RESPONSES 

o [At] my first viewing my mouth dropped open. Part of the impact of the PSA is the brutality of stigma, 
especially when it is spoken aloud. 

o At first I was shocked by what they said, but when I saw the message at the end I understood. I think 
the message should be on the screen for a little longer as I almost missed it. I am currently living with 
HIV and I am thrilled that someone is making an effort to get rid of the stigma that I have had to live with 
for 14 years. 

o I want others to see it. A great ad! And .. it made me think about what is going on in my mind when I 
speak to others no matter what their illness or disability. 

 
NEGATIVE/UNFAVOURABLE RESPONSES (HIV-SYMPATHETIC) 

o I was shocked and revolted by the hate statements and wondered how this was supposed to change 
HIV stigma for the better. I am gay. But I wonder what straight people (esp homophobic ones) were 
thinking when they saw this foolishness. It probably reinforced their homophobic beliefs. 

o This response applies to both ads. I have young children that aren’t able to read the information on the 
screen. I have to send them out of the room because I don’t approve of the message being said out 
loud. Isn’t there another way to make your point? Unless you can read the commercial, the opposite 
message is being conveyed. 

 
NEGATIVE/UNFAVOURABLE RESPONSES (PREJUDICIAL ATTITUDES) 

o [The ad conveys] that people should not take responsibility for their actions and be coddled by the 
province because they made a bad decision and want everyone to feel sorry for them instead of sucking 
it up and accepting they screwed up. No one forced them to take drugs or have unprotected sex, but 
still society is obligated to respect them? Maybe they should take responsibility for their lives instead of 
blaming everyone else for treating them unfairly. 

o This commercial is too disturbing to even critique. You people at your organization are absolutely 
tasteless. You make me fucking sick!! I hope you get what's coming to you. 

 
YOU TUBE TRAFFIC, RATINGS AND COMMENTS 
The impact of the End HIV Stigma campaign advertisements can also be measured, 
on a broader scale, through Google’s popular video broadcasting website, You Tube 
(www.youtube.com). Since the commercials were posted to this site at the time of 
our campaign launch in July 2006 they have been viewed by a considerably broader 
global audience, although they registered only a modest number of views (4,600 – 
6,700) over the past year. While the advertisements were posted on You Tube to 
attract a more diverse global viewing audience than we might have otherwise 
achieved, we focused most of our campaign efforts to draw attention to the End HIV 
Stigma website, to promote the campaign as a whole and to measure community 
response to the campaign through our evaluation survey tools.  
 
On You Tube, two versions of each commercial were uploaded: the original, 
containing bolder language; and the amended or edited version, containing the 
somewhat softened language recommended and approved by Telecaster, the 
Television Bureau of Canada. All four advertisements received viewer scores of 4½ 
stars out of 5—an approval rating of 90%—which, regardless of the relatively limited 
viewing audience, nevertheless reflects an overall favourable opinion of the 
advertisements.  
 
The You Tube ratings for the End HIV Stigma campaign advertisements are 
reproduced below, followed by a small collection of comments posted to the site in 
response to the various versions of the two commercials:

http://www.youtube.com/
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End HIV Stigma You Tube Ratings      

 

Original "Hi Queer"     00:31  (more)   
Tags: BC   HIV   AIDS   Stigma   Discrimination   British   
Columbia
Added: 12 months ago   in Category: News & Blogs 
From: HIVactivist 
Views: 4,922            18 ratings 5 comments 

 

 

Edited "Hi Queer"     00:31  
Tags: BC   HIV   AIDS   Stigma   Discrimination   British   
Columbia
Added: 12 months ago   in Category: News & Blogs 
From: HIVactivist 
Views: 5,695           15 ratings 6 comments 

 

 

Original - "Drug Addicted”     00:31  
Tags: BC   HIV   AIDS   Stigma   Discrimination   British   
Columbia
Added: 12 months ago   in Category: News & Blogs 
From: HIVactivist 
Views: 6,733           12 ratings 4 comments 

 

 

  Edited "Drug Addict"     00:31   
Tags: BC   HIV   AIDS   Stigma   Discrimination   British   
Columbia
Added: 12 months ago   in Category: News & Blogs
HIVactivist 
Views: 4,602           6 ratings 2 comments 

 
HI QUEER - ORIGINAL  

o Um... WOW. That's pretty powerful.  
o Awesome 
o Your attitude disgusts me.   
o Powerful!! 

 
HI QUEER - EDITED 

o So the prejudices don't still exist? Did they vanish while I was sleeping or what?   
o What a stupid ad.  
o It's true though. I have a feeling that the people that are speaking against it are exactly  

like the guy in the ad (the ‘hole who’s calling him a “queer”—moron.  
 
DRUG ADDICTED - ORIGINAL 

o Extreme but true! Actually most families would disown a family member due to HIV? It proves how fear 
can even harden the hearts of those who claimed they loved you. How sad.  

o … The fact that people dislike drug addicts as some form of sub-human life is one of our culture's great 
intellectual and emotional tragedies.  

o RIGHT ON!!! Should have been aired. The oldest problem around: people are always thinking one thing 
and saying another. Fear's got to go!  

DRUG ADDICTED – EDITED                                                                                       
o Wow these are some loving family members. I think it is great that instead of having "you need to get 

help" on their minds, it is "You are a filthy fucking drug-addict tramp hopeless homeless person."  

http://www.youtube.com/watch?v=F_kMid_DO2I
http://www.youtube.com/
http://www.youtube.com/watch?v=dds2uEYO8pQ
http://www.youtube.com/
http://www.youtube.com/watch?v=ETewPD64OXc
http://www.youtube.com/
http://www.youtube.com/watch?v=ETewPD64OXc
http://www.youtube.com/
http://www.youtube.com/watch?v=F_kMid_DO2I
http://www.youtube.com/
http://www.youtube.com/results?search_query=BC
http://www.youtube.com/results?search_query=HIV
http://www.youtube.com/results?search_query=AIDS
http://www.youtube.com/results?search_query=Stigma
http://www.youtube.com/results?search_query=Discrimination
http://www.youtube.com/results?search_query=British
http://www.youtube.com/results?search_query=Columbia
http://www.youtube.com/browse?s=mp&t=t&c=25
http://www.youtube.com/user/HIVactivist
http://www.youtube.com/watch?v=dds2uEYO8pQ
http://www.youtube.com/
http://www.youtube.com/results?search_query=BC
http://www.youtube.com/results?search_query=HIV
http://www.youtube.com/results?search_query=AIDS
http://www.youtube.com/results?search_query=Stigma
http://www.youtube.com/results?search_query=Discrimination
http://www.youtube.com/results?search_query=British
http://www.youtube.com/browse?s=mp&t=t&c=25
http://www.youtube.com/user/HIVactivist
http://www.youtube.com/watch?v=ETewPD64OXc
http://www.youtube.com/results?search_query=BC
http://www.youtube.com/results?search_query=HIV
http://www.youtube.com/results?search_query=AIDS
http://www.youtube.com/results?search_query=Stigma
http://www.youtube.com/results?search_query=Discrimination
http://www.youtube.com/results?search_query=British
http://www.youtube.com/results?search_query=Columbia
http://www.youtube.com/browse?s=mp&t=t&c=25
http://www.youtube.com/user/HIVactivist
http://www.youtube.com/watch?v=R3_fuy5eqZQ
http://www.youtube.com/results?search_query=BC
http://www.youtube.com/results?search_query=HIV
http://www.youtube.com/results?search_query=AIDS
http://www.youtube.com/results?search_query=Stigma
http://www.youtube.com/results?search_query=Discrimination
http://www.youtube.com/results?search_query=British
http://www.youtube.com/results?search_query=Columbia
http://www.youtube.com/browse?s=mp&t=t&c=25
http://www.youtube.com/user/HIVactivist
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TOLL-FREE END HIV STIGMA CAMPAIGN PHONE LINE 
The toll-free End HIV Stigma Campaign phone line was established to provide non-
Internet users, and others who prefer more personalized interactions, another option 
to obtain information, referrals, and support or to express their opinions about the 
campaign. In total, 36 calls were received on the toll-free phone line in the period 
between July 1, 2006 – June 30, 2007. In contrast to the demographics reflected in 
online survey respondents, more than twice the number of females (25) contacted 
us by phone than males (11).  
 
The accessibility of a toll-free phone line—especially one that is advertised 
frequently and repeatedly over an extended period of time—sometimes attracts 
individuals other than those for whom the service is intended. Individuals challenged 
by loneliness, isolation, and mental health issues sometimes used our phone line to 
converse or to disclose unrelated problems. We registered 10 repeat/chronic calls 
from the same female caller out of 36 calls in total received over the course of the 
year. In addition, one other male caller is crossed-referenced as having phoned the 
toll-free line twice, posted feedback through the online survey, and lodged an official 
complaint through Advertising Services Canada (see COMPLAINT TO ADVERTISING 
SERVICES CANADA (ASC) below). 
 
Overall response to the End HIV Stigma campaign, as reflected in phone line 
activity, is once again fairly evenly divided between favourable and unfavourable 
feedback. While no calls were received by people specifically for the purpose of 
registering their praise for the commercials, a total of 12 callers phoned to request 
further information, referrals, or support; numerous callers among these 12 were 
University students or instructors requesting DVD copies of the two commercials for 
educational purposes. Excluding the 10 chronic/repeat calls received, an additional 
14 callers contacted us by phone to register complaints about the advertisements. 
Several among these callers contacted us after hours and left hostile voicemail 
messages and no phone number to return their call; others spoke directly to staff or 
volunteers during hours of operation. Critical comments varied—from an HIV+ man 
expressing concern that the campaign might escalate stigma, to an older woman 
who was incredulous that a mother would reject her child as a result of her HIV-
status. We received several calls from mothers who indicated that the sarcastic tone 
and offensive language contained in the advertisements were too complex to explain 
to their young children. We also received several phone calls from self-disclosed gay 
men who were offended by the implied homophobia contained in the ads more than 
the depiction of AIDS-phobia per se. Interestingly, all callers who phoned to 
complain about the television commercials displayed social attitudes that were 
clearly affirmative and sympathetic towards people living with HIV/AIDS; by contrast, 
the more anonymous feedback options of email communications and online surveys 
attracted some responses that reflected the very prejudices portrayed in the 
commercials.  
 
All phone calls received during business hours, and phone messages received after 
hours—both complimentary and critical—received a courteous telephone response 
from BCPWA Society’s Director of Communications or another phone line volunteer 
(except in cases when contact details were not provided). In these follow-up  
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conversations, the respondent was thanked for their candid remarks, provided some 
background information on the campaign and the creative rationale, as well as some 
general information about BCPWA Society. All individuals who spoke with staff and 
volunteers appreciated the opportunity to voice their concerns and learn more about 
the campaign and BCPWA. Although some still disagreed with our approach, most 
were sympathetic upon learning that the ads were based on actual experiences of 
some of our members. 
 
The chart below provides a monthly breakdown of calls received to the End HIV 
Stigma toll-free phone line during the year-long campaign period. 
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COMPLAINT TO ADVERTISING SERVICES CANADA (ASC) 
Television viewers in Canada have the right to voice their concerns about the 
content of television commercials to the Advertising Standards Canada (ASC), a 
national advertising industry self-regulatory body. The ASC reviews consumers’ 
complaints about advertising against the clauses contained in the Canadian Code of 
Advertising Standards, the principal instrument of advertising self-regulation in 
Canada. 
 
In the case of BCPWA’s provincial campaign to End HIV-related stigma and 
discrimination, two such complaints were lodged by consumers during the year-long 
campaign period. 
 
In the first case, the complaint was initially directed to the BCPWA Society, where 
critical feedback was expressed first in a call to the campaign toll-free phone line 
and subsequently through comments submitted through the online survey. BCPWA’s 
Director of Communications responded to both complaints, by phone and via email 
respectively. Unsatisfied by these responses, the complaint was brought to the ASC, 
who contacted BCPWA’s Director of Communications in a letter dated October 26, 
2006. 
 
The consumer’s complaint alleged that the two End HIV Stigma campaign 
advertisements violated Clause 14 of the Canadian Code of Advertising Standards,  
 

http://www.adstandards.com/en/consumerSite/14CodeClauses.pdf
http://www.adstandards.com/en/consumerSite/14CodeClauses.pdf
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which refers to Unacceptable Depictions and Portrayals. According to the Code, 
Clause 14 specifically states: 
Advertisements shall not: 

(a) condone any form of personal discrimination, including that based upon race, national origin, 
religion, sex or age; 

(b) appear in a realistic manner to exploit, condone or incite violence; nor appear to condone, or 
directly encourage bullying; nor directly encourage, or exhibit obvious indifference to, 
unlawful behaviour; 

(c) demean, denigrate or disparage any identifiable person, group of persons, firm, organization, 
industrial or commercial activity, profession, product or service or attempt to bring it or them 
into public contempt or ridicule; 

(d) undermine human dignity; or display obvious indifference to, or encourage, gratuitously and 
without merit, conduct or attitudes that offend the standards of public decency prevailing 
among a significant segment of the population. 

 
From the point of view of the individual who issued the complaint, both 
advertisements were “offensive.” The complaint states: 
“Rather than fighting the stigma attached to HIV, these ads simply give voice to, and thereby 
promote, the very negative stereotypes associated with this disease. These ads are hurtful to those 
who are HIV+ and the ad portraying the men in the supermarket is blatantly homophobic. These ads 
should be pulled now and not continue for the full year that they are planned for.” 
 
On November 8, 2006 BCPWA Society issued a detailed response to the ASC, 
including an explanation of the organization’s position on the campaign 
advertisements, the creative rationale behind the campaign, and a statistical 
breakdown of overwhelmingly positive community response to the campaign to date 
(based on email, phone line activity, and online survey results). The response, in 
part, stated: 
“It is the Society’s position that our television and radio advertisements do not represent a violation of 
the existing Code based on unacceptable depictions and portrayals. Rather, the intent of these 
commercials is the very opposite: their aim is to eradicate HIV-related stigma, including heterosexism 
and homophobia, by demonstrating the negative social impact of discrimination. … 
 
“Without question, we consider our advertisements provocative—and deliberately so—since it is our 
intention to expose the inappropriateness of prejudice, and elicit an intense emotional response from 
the viewer/listener. … 
 
“In this respect, we would argue that the intent of the commercials is consistent with the opening 
statement in Clause 14 of the Code: ‘it is recognized that advertisements may be distasteful without 
necessarily conflicting with the provisions of this Clause [;and the fact that a particular product or 
service may be offensive to some people is not grounds for objecting to an advertisement for that 
product or service.]’” 
 
As per ASC procedure, a copy of BCPWA’s response was forwarded to the 
individual who registered the complaint, and the individual subsequently requested 
that the complaint be pursued at a higher level. In a letter dated November 29, 2006 
the ASC advised the BCPWA Society that the case would be reviewed by the 
Consumer Response Council, an independent body of volunteers from the 
advertising industry and the public that adjudicates consumers’ complaints about 
advertising pursuant to the Canadian Code of Advertising Standards.  
 
The BC Consumer Response Council reviewed the complaint and BCPWA Society’s 
response at a meeting on December 14, 2006. The decision was communicated to 
both parties in a letter dated December 18, 2006: 
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“Council carefully considered the complaint, the commercials, and the advertiser’s response. 
Council’s consideration of the issues in this matter was based in part on the provisions of Clause 14 
of the Code which, in the preamble, states: ‘It is recognized that advertisements may be distasteful 
without necessarily conflicting with the provisions of Clause 14.’ Understandably, each complaint—
and each case—depends, and must be decided, on its own particular facts and merits. 
 
“It is generally acknowledged that the same commercial may strike a different response, even 
interpretation, from different people. After a thorough deliberation, it was Council’s unanimous 
decision that the commercials did not contravene Clause 14.” 
 
A second complaint was submitted several months later to the ASC by another 
television viewer who argued, similarly, that the End HIV Stigma campaign 
advertisements violated Clause 14— Unacceptable Depictions and Portrayals—of 
the Canadian Code of Advertising Standards. The ASC responded to the complaint 
by notifying the individual that these advertisements had recently been reviewed by 
an independent committee, the BC Consumer Response Council, who determined 
that the commercials had not, in fact, contravened Clause 14. BCPWA Society was 
also advised of the second complaint by the ASC, and notified that no further action 
would be required on this matter. 
 
CONCLUSIONS AND ACKNOWLEDGEMENTS 
The British Columbia Persons With AIDS Society was proud to have been selected 
as the 2006 – 2007 recipient of the prestigious BC Association of Broadcasters 
Humanity Award. From the Society’s perspective, this award represented both a 
privilege and an opportunity. The Board of Directors and campaign Working Group 
deliberated for some time to determine the most effective campaign they wished to 
launch. Following a series of meetings the group collectively agreed that, almost 25 
years into the AIDS epidemic, HIV-related stigma and discrimination were still 
among the most pervasive and destructive experiences facing people living with 
HIV. And the group was unanimous in its decision to select a bold, provocative 
approach—backed by information, support, and resources—to expose the social 
harms caused by overt and covert expressions of HIV-related prejudice. 
 
Were our efforts successful? We think so. The strong reactions—positive and 
critical—generated from the campaign advertisements attracted considerable media 
interest, created buzz and dialogue within communities and among families, drew 
close to 10,000 new people to our campaign website (and helped BCPWA achieve 
record website visits at more than 146,000 last year). And we did something else, 
something especially powerful: we got under people’s skin. We exposed British 
Columbians, literally on thousands of occasions over the past year, to a depiction of 
unsavoury and impolite behaviour. This made many people feel uncomfortable. Most 
people appreciated what we were doing; but another fairly large proportion did not.  
 
It’s true: we didn’t paint a pretty picture. We reminded some people of others. We 
reminded other people of themselves. And we demonstrated—absolutely 
unapologetically—the indisputable ugliness of stigma, prejudice, and discrimination. 
 
We made people reflect: It’s time to change the way with think about HIV and AIDS. 
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Finally, this campaign would not have been possible without the generous support, 
dedication, and commitment extended by a number of individuals and groups. 
BCPWA Society proudly acknowledges, with deep appreciation, the many people 
who helped make this campaign possible:  
 
o The BC Association of Broadcasters 
o Cossette Communications Group 
o Fjord Interactive + Marketing 
o Optimum Public Relations 

o Steam Films 
o    Wave Productions 
o Tonic Post (formerly Coast Mountain) 
o MediaCo Presentation Company 

 
 
From BCPWA, specifically, thanks are extended to BCPWA Society’s Board of Directors 
for endorsing and supporting this year-long provincial campaign. And a special 
acknowledgement and appreciation is extended to the BCPWA Society End HIV Stigma 
Working Group for their commitment, dedication, and tireless work: Ken Buchanan, 
Wayne Campbell, Carrie Carpenter, Paul Lewand, Keith Morris, Glyn Townson on behalf 
of the Board of Directors; John Britton, Terry Howard, Jon Levitt, Terence Lowe, Carey 
Nasu, Roy Parish, on behalf of our group of Phone Line volunteers. And BCPWA Staff 
members Melissa Davis, Lisa Gallo, Ross Harvey, Ellgin Lim, Teresa Stancioff, and Jane 
Talbot.
 
 
 
Submitted by: 
 
Melissa Davis  
Acting Director of Communications  
British Columbia Persons With AIDS Society 
 
August, 2007
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