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Responding to the epidemic is everybody�s responsibility and an issue on 
which we already possess accumulated experience and results. We must 
keep our commitment and continue to take action.

Pedro Chequer 
UNAIDS Country Coordinator 

Brazil

Murilo Alves Moreira 
President 

CEN AIDS Brazil
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T
Introduction

Thirty three million people are currently living with HIV 
worldwide, according to estimates made by the Joint United 
Nations Programme on HIV/AIDS (UNAIDS). Some two 

million and seven thousand of them became infected in 2007 and some 
two million died of AIDS in the same period. On average there are 7,500 
new infections every day. Globally, women account for ��y per cent of 
HIV infections and this rate has remained stable in recent years.

Prevention and treatment programmes, in turn, have produced positive 
results in most of the world�s countries. In the last two years, for example, 
the percentage of pregnant women living with HIV receiving antiretrovi-
ral treatment to prevent mother-to-child transmission increased from 9% 
in 2004 to 33% in 2007. According to UNAIDS, there are also signs of pro-
gress being made with regard to prevention in the 18 countries most a�ec-
ted by the epidemic that have data available about behavioural changes, 
such as people under 15 having sex, multiple partners and condom use. 
Since 2005, HIV prevention e�orts have tripled in relation to commercial 
sex workers, men who have sex with men and injecting drug users. Never-
theless, the number of new infections continues to outmatch progress in 
terms of the number of treatments being received � for every two people 
who have access to antiretroviral drugs, a further �ve contract the virus.

A study carried out by the International Labour Organization (ILO) in 
2005 estimates that there are some 25 million workers aged 15 to 64 li-
ving with HIV worldwide, 41% of whom are women1. Of the total HIV 
positive population, the majority are aged between 15 and 49, this being 

1 �e full content of ILO�s publication �HIV/AIDS and the World of Work� is available 
at www.oit.org/aids. 
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the age group into which most of the active workforce falls. �e same 
study indicates that between the beginning of the epidemic and the year 
2005, 28 million workers may have lost their lives as a consequence of 
AIDS. �is �gure will increase signi�cantly if access to adequate treat-
ment is not scaled up, and could reach 74 million in 2015. �is would 
make AIDS one of the biggest causes of mortality in the world of work.

Apart from what it represents from the human point of view, the epi-
demic seriously a�ects companies and national economies. Its impact 
on development levels is re�ected in reduced economic growth and the 
fall in national income resulting from lost income and increased public 
spending on health and welfare.

�e workplace can therefore help to curb the spread and lessen the im-
pact of HIV through human rights promotion, the dissemination of in-
formation, the development of training and educational programmes, 
the taking of practical preventive measures, o�ering care, support and 
treatment and guaranteeing welfare.

All this data and information would in itself be su�cient for the corpo-
rate sector to mobilize itself towards promoting AIDS prevention. �ere 
are, however, other motives to do so, such as keeping good professional 
sta�, attracting new talents, better return on investment in treatment, 
cost rationalization, a more agreeable working environment, interaction 
between companies, employees and the community and the opportunity 
for companies to demonstrate their social responsibility.

As such the corporative world has been demonstrating both interest and 
the ability to act to combat the epidemic. According to a report by the 
World Economic Forum published in January 2008, the world currently 
has four Regional and 47 National Business Councils which provide 
support to the private sector with regard to responding to HIV. �e-
se Councils assist the development of private sector workplace policies, 
establish dialogue between the public and private sectors and promote 
initiatives in response to the AIDS epidemic between both sectors.
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In Brazil conditions are favourable for the private sector to make its con-
tribution, since it has as its partners Government and civil society, both 
of which are organized and articulated around a structured and succes-
sful public policy. It is estimated that around 600 thousand people are 
living with HIV in Brazil, contrary to the forecasts made at the beginning 
of the 1990s which estimated that double this number of people would 
be living with HIV by the year 2000. Brazil was also the �rst developing 
country to guarantee universal access, via its National Health System 
(SUS), to antiretroviral medication.

�e positive results of the Brazilian response are also associated with 
changes in behaviour and in the population�s practices and attitudes wi-
th regard to HIV transmission routes. Data obtained through the 2004 
Study on the Knowledge, Attitudes and Practices of the Brazilian Po-
pulation shows that almost 91% of the Brazilian population in the 15 to 
54 age group spontaneously stated sexual intercourse as being an HIV 
transmission route, and 94% mentioned condom use as a means of pre-
venting infection, possibly demonstrating the success of the country�s 
information campaigns.

According to the same study, the indicators relating to condom use 
show that approximately 38% of the sexually active population used 
a condom the last time they had sexual intercourse, regardless of who 
the partner was. �is proportion reaches 57% when only young people 
aged 15 to 24 are taken into consideration. 67% used condoms the last 
time they had sexual intercourse with a casual partner. With regard 
to condom use whenever they have sexual intercourse, approximately 
25% of the sexually active population, aged 15 to 54, stated regular con-
dom use during the preceding year, rising to 51.5% in relation to casual 
sex. 28% of the sexually active population had already tested for HIV at 
some time in their lives.

�e Brazilian National STD and AIDS Programme (NAP), of the Mi-
nistry of Health, has invested in improving the quality of public services 
aimed at people living with AIDS and other STDs; reducing mother-
to-child HIV transmission; increasing the coverage of STD and HIV 
diagnosis and treatment; increasing the coverage of prevention actions 



68

CEN AIDS: 10 years of private sector mobilization in Brazil

In
tr
od
uc
ti
on

�Business Coalitions on AIDS 
around the world have played a cen-
tral role in mobilizing companies to 
broaden access to HIV prevention, 
diagnosis, treatment and support 
through e�ective workplace pro-

grammes. �e Brazilian National Business Council on HIV/AIDS 
Prevention (CEN AIDS) is one of the oldest business coalitions on 
AIDS and a leader in promoting increased business action to the AI-
DS epidemic in Brazil. It�s experience can serve as a good example of 
best practice to other countries in this region or elsewhere looking to 
form and sustain business coalitions on AIDS.�

Regina Castillo,  
Chief of the UNAIDS Private 
Sector Partnerships Unit, 
UNAIDS/Geneva.

among women and more vulnerable populations; reducing stigma and 
discrimination; as well as investing in better management and sustaina-
bility. Moreover, the successful Brazilian response to the AIDS epidemic 
also involves, apart from government and civil society actions, the coor-
dinated activities of the corporative sector.
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The private sector mobilization  
in the AIDS response in Brazil

Set up on October 8th 1998 by the Ministry of Health of Brazil, 
the National Business Council on HIV/AIDS Prevention - 
CEN AIDS was established to contribute towards the response 

to AIDS in Brazil. CEN AIDS� main objective is to increase the number of 
Brazilian businesses that have AIDS prevention programmes. As a solid 
body representing the private sector before society, CEN AIDS mobilizes 
Brazilian business people to design, implement and maintain projects, 
programmes and policies aimed at HIV/AIDS prevention, regardless of 
their commercial activities, size or region in which they are located.

CEN AIDS membership is comprised of:

Companies with the standing of Almap-BBDO, Avon, Banco 3�3
Itaœ, Bradesco, Colgate-Palmolive, Editora Abril, Embraer, MTV, 
Natura, NestlØ, Philips, Unilever and Volkswagen do Brasil,

Business sector Confederations, such as the National Confede-3�3
ration of Goods, Services and Tourism Businesses (CNC), the 
Social Service for Business (SESC), the National Service for Busi-
ness Training (SENAC), the National Transport Confederation 
(CNT), including its Social Service for Transport and its Natio-
nal Service for Transport Training 
(SEST/SENAT) and the Social Ser-
vice for Industry (CNI/SESI).

�e Ministry of Health, through 3�3
its National STD and AIDS Pro-
gramme and the Joint United Na-
tions Programme on HIV/AIDS 
(UNAIDS).
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Espaço Eventos, Etnepress, Febrafarma, Grupo Severiano  
Ribeiro, Odebrecht, SBT, Unibanco and VARIG have also 
taken part in the National Business Council, contributing in a 
signi�cant manner towards its victorious trajectory.

�anks to this group of institutions and the organizations they represent 
in the Brazilian states, CEN AIDS� actions reach more than 50 million 
people throughout the country, comprised of employees and their fami-
lies, clients and partners and the community in general who, directly or 
indirectly, receive information and guidance regarding STDs and AIDS. 
Emphasis is placed on prevention, through actions and activities in the 
companies, but which also bene�t Brazilian society. CEN AIDS also con-
tributes towards qualifying the actions companies undertake and pro-
motes the recognition of good practices in facing AIDS.

�CEN AIDS� ten years are an exam-
ple of the success of the engagement 
of corporate organizations from 
various sectors in encouraging and 
strengthening companies� social res-
ponsibility with regard to HIV and 

AIDS prevention. �is successful partnership between the National 
STD and AIDS Programme and corporations from diverse sectors is 
responsible for dozens of AIDS awareness raising and combat pro-
jects in workplaces throughout the country and has become one of 
the mainstays of our response to the epidemic.�

Mariângela Simão,  
Director of the Brazilian  
National STD/AIDS  
Programme, Ministry  
of Health
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A brief background

The role played by businesses in responding to AIDS goes back 
beyond the setting up of CEN AIDS by the Ministry of Health 
ten years ago. When the Brazilian Government decided to cre-

ate the Council, several companies already had their own HIV prevention 
programmes. It was precisely these companies, for the most part large-
scale corporations, that came to comprise CEN AIDS, o�cially set up by 
means of Health Ministry Ordinance N° 3,717, dated October 8th 19982, 
signed by the Minister of Health. �is act formalized and strengthened 
the partnership between the Ministry of Health and the private sector re-
garding the formulation and di�usion of policies on the prevention and 
control of sexually transmitted diseases and AIDS. In September 2005, a 
new Health Ministry Ordinance (N° 1,777, dated September 29th 2005) 
reviewed CEN AIDS constitution and modus operandi3.

�e starting point that lead to the setting up of CEN AIDS involved:

�e need to join all e�orts, both public and private, to prevent 3�3
the spread of STDs, HIV and AIDS.

�e importance of the private sector�s participation in the for-3�3
mulation, setting up and dissemination of STD, HIV and AIDS 
prevention and care policies and programmes.

�e existence of the Global Business Coalition on HIV/AIDS, 3�3
which functioned as a catalyst of worldwide actions, mobilizing 
resources, encouraging responses and expressing the needs of 
the corporative sector regarding the epidemic.

2 Text available at: http://www.cenaids.com.br/index.php?id=4 .
3 Text available at: http://www.cenaids.com.br/index.php?id=3
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Ever since its creation, CEN AIDS has strived to achieve its principal 
objective, namely: to increase the number of businesses with HIV pre-
vention programmes. Joint advocacy and social marketing actions are 
employed to contain the spread of the epidemic, principally in the work-
place. Below is a summary of CEN AIDS� activities over the last 10 years, 
classi�ed by type of action.
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Informative materials

CEN AIDS� �rst action dates from 1999, when the Council distri-
buted a million copies of the �Family Book � Learning about 
AIDS and Sexually Transmitted Diseases� to workers and their 

families. �e following year the Council targeted the Brazilian corporate 
sector itself through the publication entitled ��e Partnership between the 
Government and Business People in Preventing STD/AIDS�. In 2000 the 
1st CEN AIDS Seminar was held, aimed at raising the awareness and mo-
bilizing the private sector to promote prevention in the workplace.

Also with the aim of achieving its goal of mobilizing the Brazilian cor-
porate sector to combat the AIDS epi-
demic, in 2002 CEN AIDS launched its 
�rst Institutional Folder, containing in-
formation about the Council itself and 
its �eld of action.

Another important publication was 
the �Manual for Implanting and Im-
plementing HIV and AIDS Preven-
tion Programmes and Projects in the 
Workplace�, produced by the Council 
and printed by the Ministry of Health 
in 2003. �e manual was distributed to 
companies with the aim of encouraging 
prevention programmes. �e manual 
coincided with the need for reference 

material for the corporate sector in responding to STDs and AIDS in 
Brazil. Prepared by several di�erent people, the publication contains hel-
pful hints on resources that any employer can use to promote prevention 
in the workplace. A revised version of this Manual will be distributed by 
CEN AIDS and the Ministry of Health in 2008.
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In 2003, the second Institutional Folder highlighted the response to AIDS 
as a point in common between the companies that make up CEN AIDS. In 
2004, a new folder invited companies to adhere to the Council�s actions.
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Campaigns

Beginning in 2001, a national action was to mark CEN AIDS� 
presence every June 12th: the Valentine�s Day Campaign, wi-
th prevention material being distributed in cinemas, theatres, 

domestic �ights and newspaper stands.

�is date was chosen because of the meaning associated with it, invol-
ving � above all � young people, and because of the need for a new date 
to encourage the dissemination of the message of prevention, apart from 
the traditional Labour Day, Carnival and World AIDS Day. �e initiati-
ve was well received in other countries as well, especially those that also 
commemorate Valentine�s Day.

On December 1st 2001, CEN AIDS returned to the streets with its �rst 
World AIDS Day action. With the theme �I take care of myself, how 
about you?�, the campaign distributed prevention materials, such as sti-
ckers and male condoms, in regional companies registered with SESC 
and SESI as well as in stage plays in all the country�s states. �is action was 
called �CEN on scene�. 248 thousand condom holders were distributed 
via SESC during the 
campaign in the sta-
tes of Acre, Alagoas, 
Amazonas, Ama-
pÆ, Bahia, Espírito 
Santo, GoiÆs, Mara-
nhªo, Mato Grosso, 
Mato Grosso do Sul, 
ParÆ, Paraíba, Per-
nambuco, Rio Gran-
de do Norte, Rorai-
ma, Rondônia, Sªo 
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Paulo, Santa Catarina, Sergipe, CearÆ, ParanÆ, Tocantins and the Federal 
District. SESI put on stage plays in the states of Porto Alegre, Alagoas, 
CearÆ, GoiÆs, Minas Gerais, Mato Grosso and the Federal District.

In 2002 the Valentine�s Day 
Campaign highlighted preven-
tion as a token of love and a short 
�lm shown in cinemas and by 
TV stations on World AIDS Day 
drew attention to the stigma and 
discrimination relating to HIV 
through the slogan: �Make Bon-
ds, Live and Let Live�.

During the 2003 Carnival, CEN 
AIDS adhered to the Ministry of Health�s prevention campaign, invol-
ving the mass distribution of posters in companies. �e poster, contai-
ning a picture of pop singer Kelly Key, alerted: �Sex, only with condoms. 
Otherwise just look and drool, baby�, in a clear allusion to her biggest hit 
at the time.

�at same year, on Valentine�s Day, CEN AIDS launched its captivating mas-
cot: the cricket. �e small green insect appeared in cinemas, theatres, domestic 
�ights and newspaper stands in 
short �lms, posters and folders, 
bearing the slogan �Valentine�s 
Day without �the cricket� (or 
�nagging doubts�), only with 
condoms!� Since then, the cricket, 
sometimes accompanied by his 
equally green girlfriend, provides 
good humour to announcements 
and other CEN AIDS Valentine�s 
Day publicity campaign pieces, as 
well as new institutional folders 
and Carnival campaigns.

4 Translator�s note: �Grilo�, meaning the insect a �cricket�, is also slang for a nagging 
doubt or problem. 
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On December 1st 2003, the cricket drew attention 
to the �ght against stigma and discrimination.

In 2004, the Carnival campaign featured the cri-
cket and associated the �ziriguidum�5 of Carnival 
folly with condom use. �is theme was highli-
ghted once again during that year�s Valentine�s 
Day Campaign. �e campaign messages inclu-
ded: �You, me and a condom. �e only perfect 
lovers� triangle�, aimed at employees, and ��e 
sta� of these companies know�that sex without 
�the cricket� (nagging doubts), only with con-
doms�, aimed at business entrepreneurs.

�e same good humoured focus was used in the 2005 Carnival Campaign, 
with the cricket swaying along to the theme �Smart folk dance samba in the 
carnival parade. Don�t come unstuck, use condoms�. �at year�s Valentine�s 
Day Campaign was aimed at young people and their heightened tendency 
of taking risks. �e message recalled that a �radical� person is someone who 

5 �Ziriguidum� means: �samba, swinging, a di�erent swaying motion, whilst keeping to 
the right rhythm�.



78

CEN AIDS: 10 years of private sector mobilization in Brazil

Ca
m
pa
ig
ns

protects his or herself and uses con-
doms. �is message was featured in 
several di�erent kinds of materials, in-
cluding a card to keep control of petrol 
consumption which was distributed at 
toll gates throughout Brazil.

In tune with Brazilian reality, 
CEN AIDS develops its strategies in 
line with the pro�le of the country�s 
AIDS epidemic. As such, in 2006, its 
national Valentine�s Day campaign 
focussed principally on teenagers 
aged 14 to 18. Data at the time in-
dicated increased HIV transmission 

among younger populations who would be the country�s future work-
force. Publicity pieces were distributed using the cricket as its star per-
former in schools linked to the companies belonging to the CEN AIDS 
and to the �S System� (SESC, SESI, SENAI, SENAT).

In 2007, the Valentine�s Day Campaign material associated prevention 
with safety in the workplace, using the theme: �Keep safe, condoms are 
the best protection�.
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Finally, on Valentine�s Day 2008, the 
CEN AIDS cricket, along with his 
cute girlfriend, took to the streets on 
postcards handed out at almost two 
thousand free distribution points in 

the cities of Sªo Paulo, Rio de Ja-
neiro, Brasília, Goiânia, Salvador, 
Recife, Porto Alegre and Curitiba, 
thanks to a partnership between 
the Council and the Mica Cards company. �is campaign�s slogan was: 
�Dating without condoms, no way. Sex without �the cricket� (nagging 
doubts), only with condoms�.

Standing out among CEN AIDS� principal actions is the campaign that gave 
rise to the Council�s slogan: �Business people united for negative results�. 
�is campaign was pro-
duced by one of CEN 
AIDS� members, the AL-
MAP/BBDO publicity 
agency, and launched 
in 2003. It consists of a 
series of colourful pos-
ters containing Russian 
constructivist images 
from the Stalinist Soviet  
period. �e pictures, 
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along with the slogan and the logos of the CEN AIDS� member companies, 
were published in magazines throughout the country and were even suc-
cessful in Russia itself when CEN AIDS� chairman took the English version 
of the announcements to a business event there.
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With the Cricket, no �nagging doubts�.

THE CEN AIDS� Valentine�s Day prevention campaign�s mascot, the Cri-
cket, ended up becoming part of the image of the Council itself. �e smiling 
green insect�s career is as curious as the cricket itself.

�e Quality of Life Department of Philips do Brasil, an active CEN AIDS 
member, asked its publicity agency to create a character that embodied the 
ideals of CEN AIDS� 2003 Valentine�s Day prevention campaign. �e deci-
sion was reached that a certain amount of humour and �ippancy would be 
ideal to establish e�ective communication with the target audience, whilst 
remaining free from any kind of discrimination. As such the cricket was cho-
sen because it represents a strong concept and is immediately recognized as 
a determining factor in re�ecting on condom use as the best form of preven-
tion, without turning sex into the villain of the story.

Originally sexless in its shape, colour and personi�cation, the Cricket avoids 
any kind of discrimination based on gender, ethnic groups or beliefs. �e word 
Grilo (cricket) also makes use of the slang term for �problem�, or the opposite, 
�unworried�, commonly used in the 1970s and 1980s: �No problem�, �Get rid 
of a nagging doubt�, �Cool� etc. In this way it transmits a message that sex is 
good and healthy, as long as one takes care to avoid STDs and AIDS.
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Prevention awards
2007
Micro-company

ELM � MARKETING EDITORA MÉDICA LTDA. 
Health education consultancy. 
Sªo Paulo � SP.

ELM distributed 50 thousand folders to its employees and clients in several 
di�erent regions of the country.

Small Company

FERROVIA TEREZA CRISTINA S.A. 
Haulage Company. 
Tubarªo � SC.

�e company�s prevention programme is based on a strategy aimed at raising 
employee and the community awareness through lectures, stage plays, games 
and distribution of condoms.

Medium-Sized Company

LIMPEL LIMPEZA URBANA LTDA. 
Urban Cleansing. 
Maceió � AL.

Limpel has promoted STD/AIDS prevention actions in the workplace by 
means of a permanent education process.

Large Company

PRODUTOS ROCHE QU˝MICO E FARMAC˚UTICO S.A. 
Chemical and pharmaceutical product manufacturers. 
JaguarØ � SP.

Aimed at prevention, awareness raising, solidarity and improved quality of 
life of people living with AIDS, these actions include the building of the Lar 
Suzane Home, for children living with HIV, which is run by the Sociedade 
Padre Constanzo DalbØzio as well as the mobilization of its employees and 
their families.
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Incentive Award
RICLAN INDÚSTRIAS ALIMENT˝CIAS S.A. 
Foodstu� manufacturers.
Rio Claro � SP.

In July 2007 the company implanted its  Internal AIDS Prevention and Care 
Programme, the aim of which is to provide all employees with access to infor-
mation about the epidemic by means of educational and ludic activities.

2006
Micro-Company

GREIF - EMBALAGENS INDUSTRIAIS DO AMAZONAS 
Production of industrial packaging.
Manaus � AM.

Promotes the AIDS Combat Week, which has now been scaled up to include com-
munities in the interior of the state of Amazonas. All employees and their fami-
lies, service providers, suppliers and the community in general have taken part.

Small Company
MAKRO ATACADISTA S.A. 
Wholesalers.
Maceió � AL.

It undertakes a continuous education programme called �Opening Ways 
Forward with Solidarity�. �e idea is to let employees have up to date infor-
mation about STD, HIV and AIDS and to break down prejudice about sex.

Medium-Sized Company
ELIMAR PRESTADORA DE SERVI˙OS GERAIS LTDA. 
General services.
Maceió � AL.

Prevention activities take place continuously through group dynamics, edu-
cational games, demonstrations on how to use condoms correctly, as well as 
informative inserts in wage packets and charity campaigns to help institutions 
that provide support to people living with HIV/AIDS.
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Large Company

PORTO ALEGRE UNIVERSITY HOSPITAL 
Health and hospital care. 
Porto Alegre � RS.

Undertakes actions to reduce health worker exposure to HIV, both inside and 
outside the workplace, informing employees about STDs, HIV and AIDS, en-
couraging behaviour that reduces the likelihood of HIV infection, including 
the adoption of safety procedures by employees who work in risk areas.

2005
Micro-Company
HOTEL COSTA MAR.
Hotel.
Maceió � AL.

With just 19 employees, the hotel, in partnership with the State and Municipal 
STD/AIDS Programmes and support from SESC, trained two employees to 
replicate information on STD/AIDS prevention, as well as undertaking group 
dynamics and educational games. �e results achieved included increased em-
ployee participation in educational programmes and increased commitment 
to the company�s goals.

Small Company
DARTHEL INDÚSTRIA DE PL`STICOS LTDA. 
Plastic products manufacturer. 
Caxias do Sul � RS.

Darthel promotes a variety of educational actions with regard to HIV/ 
AIDS. Undertaken with support from Caxias do Sul�s Health Department, 
the method involves interactive dynamics and the internal distribution of 
informative material.

Medium-Size Company
LABORATÓRIOS SABIN DO BRASIL.
Clinical analyses. 
Brasília � DF.
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�e Health Prevention Education Project involves workshops on the preven-
tion of HIV/AIDS, STD and breast cancer, both in the company�s network of 
laboratories and also in public and private institutions. Sabin laboratories he-
aded the implementation of the Federal District�s Business Council on HIV/
AIDS Prevention.

Large Company
SUPERMERCADO MAGAZINE FORTALEZA. 
Retail commerce. 
MacapÆ � AP.

Weekly lectures for employees and the community in general, bicycle trips, 
condom distribution, broadcasting prevention methods on a community ra-
dio station, pamphlet distribution; all these activities are part of the �It�s ea-
sier to prevent� campaign, the aim of which is to prevent STDs, AIDS, dengue, 
heart disease and breast cancer among the company�s employees and clients.
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Regional corporate mobilization

In order to ensure that so many actions and activities are not 
limited to national commemorative dates or exclusively to CEN 
AIDS members, the Council has encouraged the creation of Sta-

te Business Councils on HIV/AIDS Prevention. �e idea is to dissemina-
te, at state level, strategies similar to those already undertaken at national 
level. �e aim is that the State Councils scale up even more the scope and 
impact of their campaigns, by organizing actions at state level and taking 
regional characteristics and culture into account.

State Councils have already been set up in the states of CearÆ, Maranhªo, 
Santa Catarina, Sªo Paulo, Sergipe and the Federal District. Alagoas, 
Amazonas, Bahia, Mato Grosso, Minas Gerais, Paraíba and ParanÆ 
are also in the process of setting up their councils. �e goal is that all of 
Brazil�s 27 federative units will have a State Business Council on HIV/
AIDS Prevention.
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International recognition and mobilization

The e�orts made by CEN AIDS and its partners have received 
the recognition of national institutions, for which the Council 
is a reference on prevention in the workplace, and also the re-

cognition of foreign institutions which invite it to present its experience 
in other countries, such as Argentina, Canada, Cuba, Costa Rica, Spain, 
United States, Guatemala, Paraguay, Russia, Barbados and India.

Similarly, CEN AIDS has received visits from foreign delegations from 
di�erent parts of the world. Between 2001 and 2006 it received visits from 
groups from several countries, including Azerbaijan, Barbados, United 
States, Russia and India. For this reason CEN AIDS is also accredited 
by the International Centre for Technical Cooperation on HIV/AIDS 
(ICTC), a joint Brazilian Government and UNAIDS initiative, with the 
aim of the Council participating in cooperation activities with Business 
Coalitions from other developing countries.

In keeping with international guidelines, CEN AIDS member companies 
observe ILO�s Code of practice on HIV/AIDS and the world of work. 
�is document was prepared by means of consultation with government 
representatives and representatives of employer and labour organiza-
tions from several countries and was launched during the United Na-
tions General Assembly Special Session on HIV/AIDS (UNGASS - AI-
DS), held in New York in June 2001. �e Code o�ers practical guidance 
on formulating and implementing HIV/AIDS policies in the workplace. 
�e Portuguese version of the document was launched in 2002 by means 
of a partnership between ILO and the Brazilian Ministry of Health and is 
available through ILO�s Brazil website (www.oitbrasil.org.br).
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�ILO promotes decent work, based 
on the principles of social justice and 
non-discrimination. In its 183 mem-
ber countries its mission is to support 
the elaboration and implementation 
of policies and programmes to pre-

vent and combat the discrimination against people living with HIV 
in the workplace. ILO believes that everyone, governments, workers, 
employers and civil society have an important role to play in the res-
ponse to the HIV epidemic, and the workplace is a fundamental en-
vironment for combating it.

�e Brazilian National Business Council on HIV/AIDS Prevention 
is an example of how the engagement of the corporate sector can 
be successful in responding to the epidemic. Without a doubt, by 
working together companies can increase even further the scope and 
the impact of their initiatives.

ILO has sought to support CEN AIDS ever since it was created, including 
the setting up and strengthening of the State Business Councils. It is a 
great pleasure for us to congratulate CEN AIDS for its ten years of work 
and commitment, and we reiterate our commitment and support for 
the Brazilian National Business Council and its State-level Councils.�

In August 2004, during the 5th Brazi-
lian STD/AIDS Prevention Congress, 
held in Recife (PE), CEN AIDS recei-
ved o�cial international recogni-
tion. �e Joint United Nations Pro-
gramme on HIV/AIDS (UNAIDS) 
awarded the Council a certi�cate �in 
recognition of its high pro�le leader-
ship and current contribution to the 
response to AIDS�. �e Council was 
given the certi�cate by UNAIDS Exe-
cutive Director, Peter Piot.

�at same year, CEN AIDS created the National Day for AIDS Preven-
tion in the Workplace, celebrated on October 8th, the date on which the 
Council was set up, making Brazil a pioneer in the recognition of the im-

Laís Wendel Abramo,  
Director, International  
Labour Organization,  
Brazil
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portance of the workplace as a strategic means of HIV/AIDS prevention. 
During the 2nd CEN AIDS Seminar, also in 2004, UNAIDS awarded the 
CEN AIDS member companies a certi�cate in recognition of their con-
tribution towards HIV/AIDS prevention.

CEN AIDS� work received further public recognition in December 2006, 
when homage was paid to the Council during the 3rd Brazilian Health 
- AIDS Social Responsibility Awards, organized by Aguilla Brasil, a com-
pany specialized in actions intended to add value with regard to health, 
the environment and citizenship. �e awards are sponsored by the Mi-
nistry of Health and Sªo Paulo City Government.

During the ten years of its existence, recognition of CEN AIDS is also 
proven through its participation in a variety of national and internatio-
nal events, such as the 2002 World Economic Forum and the Internatio-
nal AIDS Conferences in Cuba (2005), Toronto (2006) and Mexico City 
(2008). �e recognition of ten years� work also appears in publications 
such as the recent report published by the World Economic Forum, in 
which CEN AIDS stands out as the world�s most longstanding business 
coalition on AIDS.
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CEN AIDS: planning,  
participation and partnerships

The Business Council members meet monthly and their compa-
nies take turns to host the meetings, which are important for 
de�ning the Council�s strategic planning (biannual), agreeing 

on actions, sharing information and monitoring commitments.

�e results achieved in the last ten years re�ect not only the mobilization of 
the CEOs and the principal leaders of the companies, but also the commit-
ment and dedication of their employees, responsible for the HIV preven-
tion actions and participation on the Council. Without these people and 
their willingness to work as a team and to prioritize the agenda in response 
to AIDS, CEN AIDS would not be celebrating a decade of good results.

�e Council is chaired by a Chairman and Vice Chairman who have a 
two year term of o�ce and can be re-elected. NestlØ, Volkswagen and 
Banco Itaœ have already held this post.

CEN AIDS has a seat on the National AIDS Commission (CNAIDS), 
which is the principal body that deliberates on national policies in res-
ponse to AIDS. As well as enabling the private sector to contribute with its 
opinions, membership of the Commission also enables it to get to know 
and to dialogue with the various actors who are part of the response.

CEN AIDS is also a member of the United Nations Expanded �ematic 
Group on HIV/AIDS (GT/UNAIDS), which is comprised of the various 
UN system agencies that provide support to the national response to the 
epidemic, as well as government, civil society and bilateral cooperation 
agency representatives.
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�Responding to the HIV epidemic 
demands a set of concerted and mul-
tidisciplinary e�orts whereby an in-
tersectoral approach is an essential 
and indispensable condition in the 
formulation of strategies, program-

mes and activities. Although it is a public health problem, it is clear 
that it is not restricted to nor does it exclusively a�ect this area.

Similarly, despite the State�s response being the backbone to the for-
mulation of public policies, on its own it does not guarantee adequa-
te and enduring results.

AIDS, therefore, brings us a re�ection on the traditional modus ope-
randi of the health sector, almost always taking itself as the reference 
and centre of decisions, having current science as its reference point. It 
can therefore be seen that in order to implement a successful strategy, 
social mobilization involving an intersectoral approach is an essential 
element. As such, UNAIDS, since it was created, has sought to mobilize 
social forces capable of e�ectively contributing towards the formulation 
and implementation of appropriate strategic problems which are, above 
all, in accordance with the local epidemiological reality and context.

�e setting up of National Councils on HIV is part of the range of 
priority activities for national responses. CEN AIDS was set up wi-
thin this perspective and right from the beginning has been charac-
terized as a partnership involving the government, the private sector 
and multilateral agencies. During its �rst ten years of existence, CEN 
AIDS has been an example of persistence, credibility and the adop-
tion of public policies emphasizing ethics and the respect for citi-
zenship rights. Its actions have not been restricted to the companies� 
employees, but rather extend to the families and are progressing into 
the community.

�e Brazilian Council has gone far beyond what was originally in-
tended, in that it has mobilized and supported the creation of the 
State Councils, aiming to increase the number of companies engaged 
in combating the epidemic and enabling it to take part in the activi-
ties undertaken particularly by the federative units. Undoubtedly, yet 
another example o�ered by Brazil must be recognized and dissemi-
nated. UNAIDS is proud of this partnership and we are permanently 
disposed to continue making progress with the aim of ful�lling the 
commitments established with regard to achieving universal access.�

Pedro Chequer,

UNAIDS Country  
Coordinator in Brazil
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The next 10 years

CEN AIDS is aware that HIV will continue to be a challenge for 
governments, society in general and companies in particular 
for many years. As UNAIDS Executive Director, Peter Piot, has 

alerted �AIDS will be with us in the generations to come. Its impact on 
business tends to increase. It is essential that the private sector becomes a 
fully engaged and long-term partner in the global response to AIDS.�

Hence the importance of keeping the CEN AIDS companies united in 
the mission of making more business people aware of the need to pre-
vent the epidemic in the workplace. �e dissemination of CEN AIDS� 
experience is fundamental, and the creation of State Councils in all the 
Brazilian states is the best instrument for turning this project into rea-
lity. �e Council�s main expectation and biggest challenge in the years 
to come is to contribute towards the control of the epidemic, to ensure 
the ever increasing engagement of business people in general, especially 
micro and small companies. Whilst large companies are showing mo-
re progress with regard to prevention, micro and small companies ha-
ve fewer resources and are precisely those that are more a�ected, since 
they su�er greater impact when AIDS a�ects their workforce, which is 
normally small. A similar and possibly more serious problem a�ects the 
informal labour market, which is still large in Brazil, and in which pre-
vention actions, when they exist, are not under the full control of the 
national authorities. Even within this so-called informal economy, CEN 
AIDS believes that the information available on its website and distribu-
ted free of charge in public places is able to reach this sector and lessen 
the impact of the HIV epidemic on unregistered workers.

Among the issues that need to remain on the agenda of companies con-
cerned with preventing AIDS is the discrimination when hiring and �ring 
employees living with HIV. In the large companies this concern is under 
control, but in the micro and small companies it requires greater attention.

�e next 10 years
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CEN AIDS� work over the last ten years has given it the credibility and the 
experience necessary to cooperate with Councils of other countries and in 
this sense the Council expects to be able to continue counting on the sup-
port of key institutions such as UNAIDS, ILO and the bilateral cooperation 
agencies, as well, of course, as the governments of the respective countries 
interested in sharing corporate know-how in preventing HIV/AIDS.
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The CEN AIDS companies and  
their Mobilization in response to HIV

The example comes from within. With the goal of increasing 
the number of companies undertaking HIV prevention, CEN 
AIDS�s member institutions demonstrate that it is possible and 

worthwhile to promote prevention, as is clear in the examples that follow.

ABRIL

�e Abril Group is one of Latin America�s largest and most 
in�uent communication groups. It provides information, 
education and entertainment to practically all segments of 

the population, as well as acting in an integrated manner in several di�e-
rent means of communication. Since its foundation in 1950, Abril�s re-
putation and credibility have become a valuable asset. Today the Group 
employs 7,440 people and is comprised of the following companies: Edi-
tora Abril (magazines), `tica and Scipione (school book printers), TVA 
(subscriber TV and broadband Internet), Abril Digital (Abril.com and 
contents for mobile phones) and MTV (segmented TV).

Concerned about improving the quality of life of its employees and 
their families, the group has been undertaking STD/AIDS prevention 
actions since 1989. Using a varied methodology, the company�s preven-
tion programme provides for integral treatment coverage. Its actions go 
beyond its institutional limits and extend throughout the entire coun-
try, reaching diverse consumers through products and services, prin-
cipally by publishing and broadcasting articles and programmes about 
STD/AIDS and associated issues.

AVON

Avon�s internal actions place emphasis on information about preven-
tion, promoting awareness raising workshops, distributing informative 
materials and condoms, among other activities. �ese e�orts include 
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the activities that are part of the company�s Quality of Life Programme, 
which has been running since 1989.

�e programme is part of the company�s human resources policy and is 
aimed at its thousands of employees in Brazil, in its units in Sªo Paulo 
(SP), Osasco (SP), Maracanaœ (CE) and Simıes Filho (BA).

With regard to STD/AIDS prevention, the aim is to ensure that program-
me users perceive that the information o�ered is reliable, respect for em-
ployees during the accompaniment of the disease and its professional, fa-
mily and personal implications, as well as providing internal and external 
resources that promote well-being. �e programme also provides for the 
re-adaptation of HIV positive employees, when necessary.

�e majority of the company�s employees (60%) are women and this 
can be considered as an important factor for undertaking actions that 
put female values into practice. As part of the company�s actions, em-
ployees also have access to the Women�s Integral Care Programme, 
which is coordinated by the Avon Institute � a non-governmental or-
ganization responsible for all the company�s social investment in Brazil. 
Employees, as well as society, are also engaged in other actions carried 
out by the Institute, such as the Day of the Kiss of Life and the campaign 
entitled Speak without Fear � Say No to Domestic Violence.

�ese activities are aimed at transmitting information and raising awa-
reness about various di�erent aspects of women�s health.

BANCO ITAÚ

�e story of Itaœ�s Institutional AIDS Prevention Programme is 
intertwined with the history of the epidemic in Brazil. �e van-
guard attitude of the bank�s former president, Olavo Setœbal, in 
launching the programme in 1987 and enabling it to develop 
since then, is a source of pride for its 63 thousand employees.

When the bank launched the programme there were no antiretroviral 
drugs available, nor public health services structured the way they are 
today to o�er treatment to people living with HIV and AIDS. At the be-
ginning of the programme, normative company memoranda provided 
information on its policy with regard to people living with HIV and the 
following actions were also implemented: care protocol; reimbursement 
of the cost of complementary medication assessed on a case by case ba-
sis; psychology services; condom distribution and an AIDS telephone 
hotline with a professional trained to answer employee queries. A variety 
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of events, pamphlets, videos and lectures were held or distributed as the 
epidemic evolved and in keeping with progress made in terms of scien-
ti�c knowledge about AIDS.

Currently concern about the signi�cant vulnerability of young people to 
AIDS has resulted in actions such as: the distribution of fans together with 
condoms during Carnival, chat sessions between specialists and the teenage 
children of the bank�s employees, known as the Itaœ Question Campaign, 
when employees and their families were able to get answers to their doubts 
from Health Department specialists, as well as workshops on sexuality.

Itaœ always remembers December 1st: in 2006 all employees wore the 
company�s personalized red ribbon pin and in 2007 a corporate pamphlet 
was produced about Itaœ�s 20 year �ght against AIDS. �e programme�s 
new goals are to maintain the results already achieved and to take the 
pandemic�s pro�le into account when de�ning new prevention strategies.

BRADESCO

Bradesco�s concern for its employees� health is longstanding. Its formal 
actions for STD/AIDS prevention, among other health related actions, 

began in 1994. �ese initiatives gain greater visibility du-
ring the Internal Accident Prevention in the Workplace 
Weeks (SIPAT), when pamphlets are distributed, lectu-
res are held and articles are published in the Interaction 

magazine (a publication distributed to employees of the entire bank 
network), aimed at providing guidance, raising awareness, as well as 
providing support when necessary.

Bradesco�s Health Plan, provided to company employees and their de-
pendants, enables those living with HIV to have medical accompani-
ment as well as having medication costs reimbursed. �e bank�s Social 
Service is also available to attend employees and their dependants and 
ensures that all information is kept con�dential.

Bradesco is committed to respecting human diversity and dignity, pre-
serving individuality and con�dentiality and does not admit discrimi-
natory acts of any nature in the workplace or in any of its dealings.
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CNC

Providing clear and precise information about 
STD/AIDS to employees and their dependants, 
as well as encouraging them to take part in com-

bating STD/AIDS, facilitates behaviour changes and adherence to pre-
vention methods. �e dissemination of adequate information helps to 
demystify the disease, removing fear and anxiety, as well as reinforcing 
the adoption of preventive measures and encouraging an attitude of res-
pect and understanding. A transparent policy ensures that employees 
living with HIV or AIDS have medical, psychosocial and �nancial assis-
tance, all of which are fundamental for a life characterized by dignity.

Bearing these principles in mind, National Confederation of Goods, 
Services and Tourism Businesses (CNC) has developed an STD/AIDS 
policy that is comprised of two programmes: its Prevention Programme 
and its Care Programme.

�e former involves preparing a questionnaire to evaluate the level of 
employee knowledge about STD/AIDS, as well as their values, attitudes 
and behaviours and their receptivity with regard to the Confederation�s 
policy and programmes. �e aim is to obtain information to guide the 
design and implantation of the institution�s programmes.

�is programme also includes educational lectures for employees and 
their dependants. �e aim is to raise their awareness and for them to 
replicate what they learn to other people. CNC also elaborates and dis-
tributes informative materials (booklets about STD/AIDS containing 
clear information about voluntary testing centres, and hospital care and 
treatment referral services etc.). �e package also includes libraries and 
selecting educational videos which can then be borrowed by employees 
and organizations that undertake similar activities.

�e aim of the Care Programme is to provide medical, dental, social 
and labour-related care to employees living with HIV. �e initiative in-
cludes social and psychological accompaniment and the possibility of 
being referred to support groups; parallel medical accompaniment by 
the Confederation�s medical service; a health plan providing access to 
accredited health services; access to the Confederation�s dental services; 
the possibility of the Confederation obtaining subsidized medication 
through a partnership with the Ministry of Health; sickness bene�t; 
welfare bene�ts; the extension of bene�ts to employees� families; fune-
ral assistance in the event of the death of an employee or his/her legal 
dependants; and, �nally, a complementary retirement pension.
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CNI/SESI

Education, Information and Prevention 
Programmes are a priority for the So-

cial Service for Industry (SESI), set up in 1946 by the National Confe-
deration of Industries. SESI provides services to approximately 400,000 
industrial companies and 7.5 million workers. Using actions linked to 
the promotion of the quality of life in the workplace, SESI raises the 
awareness of entrepreneurs, workers and their families about the im-
portance of taking care of one�s health and quality of life.

SESI has been running its STD/AIDS Corporative Prevention Programme 
for over 18 years in partnership with the Ministry of Health, with the aim of 
encouraging the adoption of attitudes of prevention and non-discrimina-
tion in relation to STD/AIDS among workers in all kinds of industries.

Apart from training courses, other activities include studies and resear-
ch, campaigns held on commemorative dates, workshops, debates, stage 
plays and the distribution of informative and educational material, as well 
as the following programmes: Health in the Classroom, aimed at Adult 
Education in the industries� training facilities, and the Social Marketing 
of Condoms, which aims to facilitate workers� access to condoms.

CNT/SEST/SENAT

With the aim of improving the quality of life 
of transport workers and their families, the 
Social Service for Transport/National Ser-
vice for Transport Training (CNT/SEST/
SENAT) also carries out health education and prevention actions.

�ese actions are undertaken in more than 120 SEST/SENAT units 
throughout the country and include lectures, education campaigns, 
participation in fairs and events, partnerships with state and munici-
pal level Health Departments which enable condom distribution, video 
sessions, the production of booklets and the implantation of prevention 
programmes in transport sector companies.

All of this is part of the SEST/SENAT Health Promotion and Education 
Programme, including STD/HIV prevention actions. �e programme 
was implemented in 2003 and between 2003 and 2007 it provided more 
than 3 million such services. In the same period it provided services on 
STD/AIDS to 170 thousand people. In 2007 alone more than 51,477 
people received attention.
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EMBRAER

Embraer�s �rst AIDS case arose in 1984 when 
little was known about the disease. Given that 

at that time the public health services o�ered few resources, Brazil�s 
largest aircra� manufacturer, in partnership with the University of Sªo 
Paulo (USP) and with help from a lady doctor specialized in infectious 
diseases, trained a medical and social team to be capable of providing 
support to its employees in relation to HIV/AIDS. Embraer has been a 
CEN AIDS member since 2003.

Back in 1984 the company set up a home care service involving 24 hour 
nursing care and medical accompaniment, as well as social services, 
material support, medication and family assistance. �e medical team 
worked to raise manager awareness and promoted internal prevention 
campaigns by means of lectures, distribution of lea�ets and folders etc. 
By 2005 Embraer had recorded seven AIDS cases (two of whom died). 
�e company o�ers integral care beyond what is required by law.

Embraer�s preventative measures include giving educational and infor-
mative lectures on speci�c dates, such as Carnival, Valentine�s Day, the 
National Day for Combating AIDS in the Workplace, World AIDS Day 
and the Internal Accident Prevention in the Workplace Week. During 
these events the company uses what is literally a collection of educatio-
nal materials: videos shown on TV Embraer, lea�ets, posters, banners, 
newspapers, articles on its intranet and notice boards.

MTV

Covering 18.1 million homes in 302 towns and cities, 
accounting for 37% of Brazil�s households, 9.3 million 
spectators/month aged 15 to 29, MTV has emphatically 
included issues relating to citizenship as part of its pro-
grammes, including STD/AIDS and sexuality in general.

NATURA COSMÉTICOS

Natura has been undertaking AIDS prevention and care 
actions since 1990, as part of its Quality of Life Programme 
aimed at combating prejudice and encouraging solidarity.

A variety of teaching techniques are used with the aim 
of ensuring they are appropriate for the characteristics 
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of the population in question. Employees collaborate spontaneously, 
acting to replicate the information they learn.

�e Programme has an interdisciplinary health and social services team 
to provide support to employees living with HIV. �e cost is covered by 
the company�s healthcare plan.

Aware of its social responsibility, over the years Natura has undertaken 
actions in partnership with the Ministry of Health and other companies, 
extending its prevention actions to service providers and third parties.

NESTLÉ

Information, awareness raising, guidance and updating 
on HIV/AIDS using a variety of resources are what Nes-
tlØ seeks to achieve through its AIDS Project in respon-
se to the epidemic. �e project provides for quality of 
life for employees living with HIV/AIDS, including the 

right to psychological support, which is extended to families and work col-
leagues; continuous education as a way of preventing the epidemic (lectu-
res, educational material, awareness raising activities); the creation of sup-
port groups; retaining HIV positive employees for as long as they maintain 
their productive capacity; medical care; condom distribution etc.

�e AIDS Project is designed to reach around 50 thousand people, this 
being the total number of its employees and their families, as well as servi-
ce providers (outsourced labour). NestlØ also covers all expenses with me-
dical appointments, tests, treatment and hospital inpatient care. In order 
to prevent the spread of the epidemic awareness raising campaigns are 
held, newspapers and folders are distributed periodically and informa-
tion posters are displayed in the company. NestlØ is an active CEN AIDS 
member. One of its employees is the Council�s Vice Chairman.

PHILIPS

One of Philips� biggest commitments in 
Brazil and throughout the world is to im-
prove people�s quality of life. In order to 

ful�l this commitment, part of the company�s actions include STD/
AIDS-related educational and care activities.

�rough its health plan the company provides total coverage for em-
ployee biological and psychosocial needs. Philips o�ers this bene�t to 
employees and their dependants and this provides employees living wi-
th HIV with the peace of mind necessary to improve their quality of life, 
without the risk of interrupted treatment.
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�e educational activities are carried out continuously, using diversi�ed 
methodologies that enable employees, interns and third parties to take part 
voluntarily, with the aim of raising the awareness of the target audience and 
their respective dependants. �e informative material makes it possible to 
work on issues relating to the importance of prevention, in addition to pre-
judice and discrimination in the workplace and in society in general.

It was not by chance that Philips included the improvement in the quality 
of people�s lives as part of its mission. Taking care of people�s health is 
key to the company�s growth. Over the last �ve years the company has 
invested more than 10 billion Euros in purchases from leading medical 
systems companies and today it is the leader in cardiac healthcare, inten-
sive therapy and domestic healthcare. �is vision is clearly re�ected in its 
social responsibility projects relating to healthcare.

One of these projects is called Give Life and promotes the awareness of 
teenagers regarding STD prevention, especially AIDS, as well as unplan-
ned teenage pregnancies. �e project is carried out in public schools and 
in the community in general. Teenagers aged 13 to 18 have the opportu-
nity to talk about these issues. �e project is supported by the Ministry of 
Health, CEN AIDS and UNAIDS, as well as receiving technical and pe-
dagogical support from the Kaplan Institute�s Human Sexuality Studies 
Centre. �e project is already in place in the cities of Sªo Paulo, Capua-
va, Varginha, Recife and Manaus. In 2007 alone, the initiative mobilized 
180 volunteers and was present in 135 schools. Between 2001 and 2007, 
121,300 adolescents were bene�ted by the project.

SESC

Health Education is a priority activity for 
SESC�s Health Programme and since 2003 it 
has been running its Transando Saœde Pro-

ject. With the aim of systematizing the STD and AIDS prevention ac-
tions carried out in its units throughout Brazil, SESC�s National Health 
Department produced a Technical Guidance Manual for the project, 
devised its own educational game, purchased teaching materials, sup-
plies and with Ministry of Health support it trained health educators to 
implant the project.

The Transando Saœde project can operate in two different scenarios: 
companies and schools. In both of them its aim is the carry out con-
tinuous STD/AIDS prevention actions and train people to replicate 
what they learn.
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�e programme�s principal objective is to o�er actions aimed at health 
promotion, the prevention of opportunistic diseases, multiprofessional 
outpatient services (infectious diseases medical specialist, nutritionist, 
social worker and psychologist), a technical protocol for laboratory tests, 
antiretroviral drugs, reference hospitals and home care for people living 
with HIV/AIDS.

 In addition to its AIDS Care Programme, Volkswagen also has a Plan 
for Continuous Communication on HIV/AIDS which operates insi-
de its factories, through speci�c activities such as information on the 
company�s Intranet, the Volkswagen Newspaper, notice boards, lectures, 
stage plays and the distribution of material on special dates (Carnival, 
Valentine�s Day, October 8th � National Day for HIV/AIDS Prevention 
in the Workplace, Internal Accident Prevention in the Workplace Weeks 
and December 1st � World AIDS Day).

Indicators of the quality of the AIDS Care Programme include the high 
rate of adherence, increased clinical control and prevention of manifesta-
tions of the disease, reduction in time o� work, better quality of life, rein-
tegration into society and the workplace and higher levels of employee 
satisfaction with the company.

Apart from internal actions, such as the AIDS Care Programme, Volkswa-
gen do Brasil, which manufactures the most popular car in all of Brazil�s 
history, the �beetle�, has also demonstrated its ability to work alongside 
society as a whole through its good humoured campaign: �Protect the 
one you love. Use a condom when you have sex�. �e campaign poster 
shows a man unfolding a male condom over his car.
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CEN AIDS � Main Actions (1998-2008)

Year Action
1998 CEN AIDS established.

1999 �e Family Book � Learning about AIDS and Sexually  
Transmitted Diseases.

2000
Publication: �e Partnership between the Government and 
Business People in Preventing STD/AIDS.
1st CEN AIDS Seminar.

2001
1st Valentine�s Day Campaign � Prevention is Life.
World AIDS Day Campaign� I take care of myself, how about you?

2002
First Institutional Folder.
2nd Valentine�s Day Campaign � Prevention is a token of love.
World AIDS Day Campaign� Make Bonds, Live and Let Live.

2003

Manual for Implanting and Implementing HIV and AIDS  
Prevention Programmes and Projects in the Workplace.
Carnival � Ministry of Health informative material distributed 
in companies.
3rd Valentine�s Day Campaign � Valentine�s Day without  
�the cricket� (nagging doubts), only with condoms.
World AIDS Day Campaign �  
You gain respect when you don�t discriminate.
2nd Institutional Folder �  
Do you know what these companies have in common?

2004

Carnival � Ziriguidum Carnival Folly � only with condoms.

4th Valentine�s Day Campaign � Dating? Don�t forget: Sex  
without �the cricked� (nagging doubts), only with condoms!

World AIDS Day Campaign � With sex everything can go on. 
�e only thing that cannot happen is to have �the cricket�  
(nagging doubts)�only with condoms!
3rd Institutional Folder � You can and must include your com-
pany in this campaign.
International Recognition � UNAIDS.
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2004

2nd CEN AIDS Seminar on HIV/AIDS Prevention in the Work-
place � October 8th.
National Day for AIDS Prevention in the Workplace created 
in partnership with the Ministry of Health/NAP and UNAIDS 
(October 8th).

2005

Carnival � Smart folk dance samba in the carnival parade. 
Don�t come unstuck, use condoms.
5th Valentine�s Day Campaign � Be radical: date with protection 
whatever you do.
1st CEN AIDS National World of Work Award.
World AIDS Day Campaign � Today, World AIDS day, millions 
of people in the whole world are saying that sex without �the 
cricket� (nagging doubts) happens only using condoms!

2006

Carnival � �Mummy I wanna�Mummy I wanna�only with 
condoms!
6th Valentine�s Day Campaign � You already know how to 
date... and what about protecting yourself?

2nd CEN AIDS National World of Work Award

National Recognition � 3rd AIDS Social Responsibility Award � 
Aguilla Brasil
World AIDS Day Campaign � No one deserves to be discriminated.

2007

Carnival � �Hey! Carnival! Sex without �the cricket� (nagging 
doubts) only with condoms!
7th Valentine�s Day Campaign � Keep safe, condoms are the 
best protection.

3rd CEN AIDS National World of Work Award.

World AIDS Day Campaign � Are you gonna celebrate? Do it 
with condoms!

2008

Carnival � At Carnival, nothing is more important than the 
samba school �ag. At life, nothing is more important than 
prevention
8th Valentine�s Day Campaign � Dating without condoms, no way.

CEN AIDS 10th Anniversary Campaign

4th CEN AIDS National World of Work Award




