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Digital Marketing

Best Interactive Initiative for Consumers

GOLD AWARD
ghg and National Healthy Mothers, 
Healthy Babies Coalition
text4baby Mobile Health Initiative

“Brilliant, important and nec-
essary,” said one judge of ghg’s 
pro bono text4baby Mobile 
Health Initiative. “Completely 
on strategy.”

Launched in February 2010, 
this educational campaign aims 
to reduce infant morbidity and 
mortality rates in the US by 
motivating expectant mothers 
to sign up for a free text mes-
sage service that gives them 
information about a healthy 
pregnancy. After texting their 
due date to text4baby, women 
get weekly messages timed to 
their pregnancy and through-
out their child’s first birthday. 
Texts include information 
about nutrition, immunization 
and birth defect prevention. 

“What’s not to love about 
this—it’s a great public service 

pro bono effort,” said another 
judge.  

Targeted are young, preg-
nant women who are motivat-
ed to have a healthy preg-
nancy but are challenged by 
socioeconomic circumstances 
(lower income and education 
levels; predominantly black 
or Hispanic; etc.). The agency 
noted that these women “are 
least likely to get exposed to 
good maternal health infor-
mation and are most likely to 
benefit from it.”

One judge praised the effort 
as “well targeted,” noting it’s 
achieved  “99% penetration of 
all phones in challenged popu-
lations.” Another judge called 
the campaign a “very unique 
application.” 

The service was designed to 
be simple and direct. Messages 
are optimistic and positive, and 
the agency said the voice is au-
thoritative, friendly, trustwor-
thy and contemporary. 

About 50,000 women had 
signed up as of May, and two 
million messages had been de-
livered. The program has more 
than 200 partners (including 
Johnson & Johnson, Pfizer, 
George Washington Univer-
sity, MTV, US Department of 
Health and Human Services, 
and more than 40 major health 
plans). Text4baby coalitions 
in 40 states are actively sup-
portive. Many mobile partners, 
including AT&T, Verizon and 
Sprint, have waived fees for 
receiving the texts.

The Award
Recognizes excellence from any 
interactive initiatives targeting con-
sumers, such as online video, mobile 
and gaming.

The Finalists
n dLife 
n Everyday Health—Everyday  
    Health’s Symptom Checker 
n ghg and National Healthy  
    Mothers, Healthy Babies  
    Coalition—text4baby Mobile 
    Health Initiative 
n Ignite Health and Eli Lilly— 
    Diabetes Virtual Kitchen 
n Morsekode and UnitedHealth- 
    care—Health Care Lane

Everyday Health’s symptom checker 
really ups the game in terms of user 
value, ease and creativity. “Excel-
lent,” said one judge. “Accurate and 
easy to use.” Developed by an ER 
doctor, the symptom checker in-
cludes 10,000+ video clips to simulate 
doctor-patient communication. Users 
answer questions and get a report 
with a symptom history summary 
and care  recommendations. Since 
launch (October 2009), over one mil-
lion users have completed sessions 
(beating expectations by 50%). “Very 
creative and useful,” noted one judge. 

SILVER
AWARD

Everyday Health
 Everyday Health’s 
Symptom Checker


