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To discuss the differences in attitudes and behavior in our
target group before and after the intervention of education.

Backdhoung,

To be in line with the world in the global fight against HIV and AIDS, Taiwan Centers for Disease Control (Taiwan CDC)
and Taipei 101 have co-organized a lighting event—"Show care for AIDS patients. Take actions to rebuild hope.” with
special invited guest, Chien-Ming Wang. The event involves lighting a red ribbon, the global symbol of the fight against
AIDS, on the wall of Taipei 101 on the eve of 2007 World AIDS Day.

@bjECtVE

The purpose of this study was to examine the impact of AIDS (Acquired Immunodeficiency Syndrome) interventions
organized by Taiwan CDC prior to the World AIDS Day on the public's attitudes towards AIDS patients and their
willingness to participate in related activities. In this study, the effects of health policies on the general public and what
information the general public needs were evaluated and discussed.

Metheds,

The CATI (Computer Assisted Telephone Interview) system was used to facilitate data
collection by randomly interviewing people aged 20 years and above in Taiwan. The pretest
and posttest sample numbers respectively are 1128 and 1096, and the sampling error rate is
between + 2.96% at a confidence level of 95%.

76% of the respondents in this study selected the right infection routes of HIV (Human
Immunodeficiency Virus) in the survey. Further, the pretest and the posttest are compared in
terms of the public's perception of the World AIDS Day and the public's attitudes towards AIDS
patients. In the posttest, 24.7% of the respondents knew that the World AIDS Day is on
December 1st, reflecting a 6.7% increase over the pretest score; 45% of the respondents
expressed that they felt uncomfortable walking next to an HIV-infected person, reflecting a
15.9% decrease over the pretest score; 46.3% of the respondents would accept an
HIV-infected person as their neighbor, reflecting a 1.9% increase over the pretest score; 20.5%
of the respondents would accept an HIV-infected person to live in the same house, reflecting a
3.5% increase over the pretest score; and 33.8% of the respondents would like to date an
HIV-infected person, reflecting a 12 increase over the pretest score. Currently, there are
few researches who work on policy interventions for AIDS in Taiwan, and most of these
researchers are school education intervention researchers. Although after conducting
education intervention, the students’ scores on AIDS knowledge increased significantly, there
was no prominent improvement in students’ attitudes towards AIDS patients.

After a series of AIDS interventions have been conducted, the public’s knowledge of World
AIDS Day was increased, and the public's atfitudes towards AIDS patients were changed
positively. Television news and advertising were the most popular way that the general public
obtained the information about “World AIDS Day”, constituting 47.0% of all propaganda.
Meanwhile, 37.6% of the people interviewed considered that AIDS intervention activities
involving famous people like Chien-Ming Wang would attract more participants, showing that
activities involving famous and popular people’s participation would increase people’s willing to
take part in the activities.

The red ribhon represents enthusiasm and love, and spmbolizes the determination to care for AIDS patients and prevent ALDS.
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