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During a recent strategy 
session for two newly 
affiliated hospitals, mar-
keting department lead-

ers were chatting about the challenges 
of being working mothers. It’s hard 
enough deciding what to feed your 
children for dinner, they commiser-
ated, let alone decide on a healthcare 
provider. Then the proverbial light-
bulb ignited. 

“We’re always trying to tell people 
about our services, but we wondered 
if is there is something that could 
bring more than just healthcare 
decisions to moms,” says Michelle 
Davis, director of marketing opera-
tions and community development 
at Lowell (MA) General Hospital. 
“When you don’t have a lot of time, 
searching the Web to find what you’re 
looking for isn’t really practical.”

Promoting a new  
partnership

To solve this problem, Lowell 
General marketers developed a 
mommy blog they hope will be a one-
stop website for a mom’s every need. 
Although the “Merrimack Valley 
Moms” blog will include children’s 
health information, the content will 
largely be driven by four mommy 
bloggers from the community who 
will be free to write about any child-
related topic they’d like.

“Moms want to have authentic 
conversations and are using social 
media vehicles to come together and 
exchange information,” says Dan 
Dunlop, president of Jennings, a 
Chapel Hill, NC, agency that worked 
on the project. “The information 
they gather from these online inter-
actions, whether from mommy blogs 
or Facebook groups, has a credibility 
because it is coming from real peo-
ple—not marketers.”

The pediatric 
health content 
will be provided by 
experts and physi-
cians from Lowell 
General and Tufts 
Medical Center, 
a Boston-based 
organization that recently aligned 
its Floating Hospital for Children 
with Lowell General, which is locat-
ed about 35 miles away in the sub-
urbs. The blog includes both Lowell 
General and Tufts branding.

“The partnership is about bringing 
the best in care to the Merrimack 
Valley so moms don’t have to deal 

with the time considerations and 
stress of driving their sick child into 
Boston to see a specialist,” Dunlop 
says. “The mommy blog furthers 
that objective by creating a virtual 
gathering place where moms can 
come together and talk about what’s 
important to them. The hospitals 
are facilitating information sharing 
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http://MVMOMS.com/2010/05/06/ME-A-Mommy-Blogger-What-Would-I-Blog-About/
http://mvmoms.com/2010/04/23/welcome-lowell-area-moms-2/
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and creating a bond that goes deeper 
than simply providing pediatric and 
maternity services.”

Finding mommy bloggers
To select the four mommy blog-

gers from the Lowell community, 
the 217-bed hospital is holding a 
three-week-long contest during 
which local moms can submit text 
or video blogs explaining why they 
would be a great resource for area 
mothers. The four winners will each 
receive a $250 prize and the oppor-
tunity to blog once per month.

After the first week of the contest, 
two moms had applied, mommy blog 
visits increased by 30%, and Lowell 
General’s Facebook page gained 20 
more fans and an increase in posts 
and comments, which marketers 
view as improved engagement. Once 
the four mommy bloggers are in 
place, marketers expect local moms 
to get even more involved.

“We want to find mommy bloggers 
that people would want to listen to 
and trust,” Davis says. “We felt that 

it really shouldn’t be us—it should be 
our community talking to each other, 
and at times we can provide the 
healthcare expertise that we bring to 
the table. We’re really looking for the 
community to make the content.”

Providing expert content
In between mom blog posts, Tufts 

and Lowell General experts will pro-
vide helpful tips and information.

“We can integrate health topics 
into the blog with guest bloggers 
who are experts in the field because 
we have not only Lowell General 
to pull from, but all the resources 
at Tufts,” Davis says. “The mommy 
bloggers won’t be health experts, but 
they will create the audience for us.”

Eventually, Lowell General will inte-
grate the mommy blog into its much 
larger social media program and will 
expand to include seminars on topics 
such as demystifying social media for 
parents and the best online resources 
for quality health information. 

“The ultimate goal for the blog 
is for it to take on a life of its own 

as the place area moms go for 
information about being a parent in 
the Merrimack Valley area—a place 
where they can commiserate, cel-
ebrate, and maybe find inspiration,” 
Dunlop says. “Our hope is that it will 
take on the authentic voice of the 
real moms who contribute posts on 
a regular basis. We also see it as an 
opportunity for the hospitals to share 
important health information that 
area moms will value.” HEALTHCARE MARKETING ADVISOR

This graph from Lowell GENERAL’S 
Facebook account shows how female- and 
mom age–dominated its fans are.

  Total Fans on May 08

male FemalE male FemalE TOTAL

29% 69%

13–17 3% 2% 5%

18–24 7% 17% 24%

25–34 9% 21% 30%

35–44 5% 16% 21%

45–54 4% 9% 13%

55+ 2% 4% 6%

Top Countries Top Cities Top Languages

United States 734 Lowell 252 English (US) 722 Click on   
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http://mvmoms.com/lowell-general/
http://mvmoms.com/floating-hospital-for-Children/



