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Rear View: November 2022
Monthly spotlight on an item from the HIV/AIDS Graphic Communication 
Archive

Chosen by Dr. David Rowe
“I chose this image because as a bisexual man this work particularly resonates with me. I also 
think it provides a great example of how discourses of infection can be portrayed within sexual 
health marketing in subtle ways and often with unintended consequences.  

In the advertisement two men are depicted holding hands. At �rst glance, this seemingly 
shows a homosexual romantic scene. However, closer inspection reveals one of the men is 
wearing a wedding ring. At the time, same-sex marriage was still illegal, thus implying that the 
ring-wearing individual is married to a woman–a message reinforced by the copy ‘if a man has 
an affair, it might not be with a woman’. This presents the message that (due to HIV and AIDS) 
a man’s affair with another man is more dangerous for sexual health than an affair with a 
woman.  

Using the trope of an affair presented the characters as deceitful and clandestine which could 
be interpreted as bisexual individuals are not to be trusted. This type of portrayal of bisexuality 
builds a discourse that has, unfortunately, been hard to shake off at times and this negative 
discourse has been observed both within and outside LGBT+ communities (Hartman-Linck, 
2014; Herek, 2002; Rowe and Rowe, 2015) 

At the time this advertisement was in circulation, the notion that certain groups were vectors 
of infection was common. One of these was the so-called ‘bisexual bridge’ of infection from 
the gay community to the heterosexual population (Kahn, et.al, 1997). These claims stigmatised 
certain sectors of society (bisexuals, sex workers, and drug addicts). Once labelled conduits of 
infection, members of these groups were subjected to social vili�cation. 

This health promotion piece was designed with undoubted good intentions but inadvertently 
contributed to the stigma that certain sections of the community continue to endure. All these 
factors must be borne in mind as much as possible when deciding on depictions we use in 
health promotion. I wholeheartedly believe that it is important that we learn from

33. ‘Hands’ campaign, Health Education Authority, 1990.

advertisements such as this. Siân’s fantastic archive helps us with this by allowing us to think 
through and explore the positives and negatives of HIV and AIDS campaigns and use the 
insights gained to develop better health promotion in the future.” 
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This is the �rst version of the ad - the Health Education Authority *LOVED* the picture, no matter
what their Bisexual Advisory Group said about it. ― ANONYMOUS

The second one also kept the strapline, but the body text is completely different (but not much better).
― ANONYMOUS

Incredibly annoyingly, when they came up with a much better ad that doesn't seem to be in this
collection, they completely refused to accept that it was a bisexual ad. More at bistuff.org.uk

― ANONYMOUS




