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Mommy Blogs Best
By Chelsea Rice
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Looking for a marketing partner that 
collaborates instead of frustrates? 
Give Paul Pomeroy a call, 800.848.1552, 
or email him at ppomeroy@a-b-c.com.

frustration≠fun

Parenthood’s daily challenges morph and 
change as children grow, and like other con-
sumers, parents have increasingly turned to 
online sources for advice and information. 

One of the most visible elements to emerge as a popu-
lar online parenting resource is what’s known as the 
mommy blog. You don’t have to look far to see the reach 
and power of these blogs. A recent petition asking Kraft 
to remove the artificial food coloring from its popular 
macaroni and cheese product was spurred by two North 
Carolina moms who blog. Heather Armstrong, who was 
crowned “Queen of the Mommy Bloggers” by New York 
Times Magazine in 2011 for her blog, dooce.com, once 
got her Twitter following (1.5 million to date) to boycott 
Maytag products after writing about the company’s slow 
response to her broken washer. 

Now, hospitals and health systems are trying to harness 
the power of the mommy blog. Signature Healthcare, a 
multispecialty nonprofit hospital and physician group 
based in Brockton, Mass., maintains its own mommy 
blog, Signaturemoms.com, written by area moms who 
are recruited yearly.

“Eighty percent of healthcare decisions for families are 
made by women, so we thought about where do these 
women reside and what kind of resources could we give 

TANYA PIMENTAL
won a contest in 2011 held by Signature Healthcare 
to find bloggers for its new mommy blog, 
Signaturemoms.com. Pimental was already blogging 
when she was chosen for Signature’s effort, and she’s 
continued blogging for the health system ever since. 
Her blog posts range from the everyday issues that 
arise from life with three young children to health 
concerns.
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to women to allow them to make educated decisions 
not just about healthcare, but about the daily lives of 
what they and other women go through,” says Lorraine 
McGrath, director of marketing at Signature Healthcare.

Signaturemoms.com was launched with a dual aim 
of building a sense of community among current and 
potential patients and growing the hospital’s social 
media presence. Signature started using both Facebook 
and Twitter within just days of each other in December 
2010, using both social media sites to announce the 
details of its new mommy blog. The only thing missing? 
The bloggers. However, their absence was a strategic 
move by Signature. To promote the blog and get famil-

We’re looking for four new Mommy Bloggers! 
Enter on our Facebook page and you could win  
a $250 cash prize!

From expectant moms to experienced grandmothers, area women 

share their wisdom, opinions and advice at SignatureMoms.com.  

It’s the place to connect for anything mom-related, whether it’s  

about a new toy, work/life balance, or community events.

And we’re looking to add four more mommy bloggers. Visit Signature 

Healthcare’s Facebook page and submit your entry to join our 

blogging family and win a $250 cash prize if you’re chosen! You’ll 

also find contest details and a wealth of interesting information.

HOLDING A CONTEST 
for bloggers turned out to be a good exercise in how to connect with the 
community in a fun and friendly way. Contestants had to post an essay or 
a video on Facebook about why they’d be a good blogger for Signature 
Healthcare. 

iar with social media, Signature held a contest to find 
four contributors who would be selected from the towns 
that make up Signature’s service area in the southeast-
ern region of Massachusetts. Signature also wanted to 
find local moms to share their authentic stories, instead 
of using staff to write the content or hiring a full-time 
blogging staff. 

“There weren’t specific criteria for picking mommy 
bloggers—they didn’t have to deliver their baby here or 
receive their care here. It was more about who could pro-
vide some good resources and share interesting experi-
ences. They also had to have a good interest in writing for 
other moms,” says McGrath. 
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That’s what creative intelligence is all about.
Give Paul Pomeroy a call, 800.848.1552, 
or email him at ppomeroy@a-b-c.com.

collaboration=satisfaction

In addition to announcing the contest via its Facebook 
and Twitter accounts, Signature also used bus ads, online 
banners ads, Google AdWords, Facebook ads, and print 
ads to generate interest. 

The contest ran from January 3 to February 11, 2011. 
Applicants had to like Signature’s Facebook page as well 
as post a video or short essay about why they would 
be a good mommy blogger. The contest was the first 
step in the goal to build Signature’s Facebook engage-
ment. When the contest was launched, the page was 
 brand-new, but the new blog and the contest to write for 
it did get local buzz. Nineteen moms entered the con-
test, and Signature, which said it would pick four blog-
gers, ended up selecting eight because it “ended up with 
so many amazing candidates.”

The winners were awarded a cash prize of $250 and 
a year-long gig to write for the blog twice a month. The 
cash prize was the only payment the bloggers received 
for writing. Half of the moms who were picked were 
already blogging. Tanya Pimental, a work-at-home moth-
er of three, blogs about family at ThePimentals.com. An 
excerpt from her winning essay illustrates how moms use 
social media, proving to Signature that the blog is a good 
fit with its strategy to create an online community for 
current and potential patients. 

Social networking has changed parenting and I love 
being a part of it! Without it, I wouldn’t be half the mom 
I am. My spunky kids make my blog what it is. While it is 
a family journal, I try to expand it for others in the area. 
I want to advise, inspire, and keep people smiling.

With three to five posts coming in weekly to edit, 
review, and publish, Signature outsourced the manage-
ment of the blog and production schedule to Jennings 
Co., a public relations and brand agency in Chapel Hill, 
N.C. 

“They are writing about twice a month, which helps 
with their schedules, too, because as moms they are 
very busy. With a rotating schedule, no one blogger feels 
the burden of writing, and it helps to keep them fresh 
as well,” says Ashley Andrews, account executive at 
Jennings Co., who manages Signature Moms bloggers 
and publishing tasks.

Because there is no editorial influence from Signature 

on the posts, the staff at Jennings Co. lightly edits for 
typos and grammatical errors, but mostly the work 
involves organizing the posts into an editorial calendar, 
uploading and posting them to the site, and managing 
comments. 

“From an expenditure standpoint, from the point of 
view of literal expense, it’s not expensive. It can be very 
time and resource heavy. You have to stay on top of it, 
which is why we partnered with Jennings, because they 
can take the time to make sure it’s fresh and relevant, 
and people are sending their blogs in when they need 
to,” says McGrath.

The contest continues to be the way Signature finds 
writers for its blog. New writers also keep the blog fresh. 

The marketing team at Signature Healthcare does 
not guide the writers in any way about the topics they 
choose to discuss. But as health is a large part of moth-
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erhood and daily life, the mommy bloggers often bring 
up health topics, which fall naturally into the Signature 
brand. 

One example that arose in 2012 was a blog post titled, 
“Bye Bye Adenoids!” written by Signaturemoms.com 
blogger Jessica DiRamio. She chronicled her anxiety of 
waiting at the hospital while her youngest daughter had 
surgery to remove her adenoids. 

“I was definitely not prepared to see my then 4-year-
old middle child go limp as the anesthesia kicked in. The 
doctors said it was all normal, but I don’t think any 
advance notice could help a mom’s reaction to this,” she 
writes.

Although the blog post generated only two comments, 
one of its keywords, “adenoids,” generated 2,250 visits 
from a Google search. That posted ended up being the 

BLOG POSTS ABOUT CHILDREN’S HEALTH
often strike a chord with other parents, like this one on adenoids. Even 
though only two comments were posted in response to DiRamio’s story 
about her daughter’s adenoid surgery, the blog post generated more than 
2,000 visits.
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the end of 2011 to 1,500 as of February 2013.
One of the main ways Signature promotes the blog is 

on social media, says Labas. The Signature Moms entries 
are reposted on Facebook, Twitter, and as of summer 
2012, Pinterest.

“I know when we first started the blogs, just to help 
the following, on Facebook we were posting once a day 
when we first started the contest. Since we now have 
such a good following [649 followers], and it’s still 
building its own momentum and carrying itself, I would 
say we post two or three times a week, the same with 
Twitter [1,100 followers].”

In 2011 and early 2012, Signature’s mommy blog 
received the most traffic from Facebook, in part because 
the individual bloggers post links on their personal social 
media accounts. 

“Our mommy bloggers themselves are really good pro-
ponents of the blog. They’re really good about posting 
about the blog and putting it on their own Facebook 
pages. They’re also really good drivers of traffic to the 
blog,” says Andrews.

When Signature added Pinterest to its social media 
account, the online bulletin board site quickly passed 
Facebook and Twitter as the highest driver of monthly 
traffic in only three months. As one of the newest social 
media platforms, Pinterest allows users to pin content 
to  individually created and named boards. It’s similar 
to clipping magazine articles and tacking them to a bul-
letin board. On Signaturemoms.com’s Pinterest board, 
there are recipes, blog posts, videos, and helpful health-
care information for moms, such as “Dealing with Diaper 
Rash.”

Signature also repurposes some of the blog content for 
local parenting magazines, such as Brockton Parent and 
Kidding Around. 

Signature’s mommy blog may not be a power blogging 
phenomenon yet, but it has managed to get its brand 
included in a community conversation that is unobtru-
sive but helpful, which was the initial goal, says McGrath.

“In the end we are working on [Signature’s mommy 
blog] because we do think it provides a valuable service 
to our community members … it is a priority of ours, 
which is why we choose to put the time and the resources 
into it,” she says. HEALTHCARE MARKETING ADVISOR

most-viewed Signaturemoms.com blog post in 2012. 
And even though Signature Healthcare was not men-

tioned in the post, the fact that the health system spon-
sors the blog raises awareness of the brand as a healthcare 
destination, plus visitors can conveniently search for 
related health information without leaving the site. 

“One of the ways the blog is successful … is that it’s 
not aimed at ‘Look at what Signature Healthcare is 
doing now’—that’s boring,” says Rachel Labas, media 
and public relations coordinator at Signature Healthcare. 
“The audience wants to read about things that are rel-
evant and apply to their lives. We do sponsor the blog, 
and there’s information about us on there, but … it’s 
more of a general awareness and community building 
initiative, rather than an outlet to just write about our-
selves.” 

Personal stories, such as DiRamio’s experience, reso-
nate with moms who may be facing similar healthcare 
issues. But blog posts about practical, money-saving 
tips are also popular. One such post was recognized by 
WordPress, the content management system Signature 
uses to publish its mommy blog. 

Editors at WordPress publish eight hand-picked blog 
posts daily on its “Freshly Pressed” page as examples of 
writing that “inspires us, enlightens us, entertains us, 
and gets us talking.” 

Signature Mom blogger Robin Ruehrwein’s post 
“Homemade Crayons,” which was about melting down 
crayons and molding them into Lego-type brick shapes 
for a Lego-themed birthday party, made it to the Freshly 
Pressed page in 2011. Ruehrwein didn’t want to “shell 
out a lot of cash for Lego supplies,” so she made her 
own party favors and included photos of every step. The 
WordPress designation helped the post reach 117 com-
ments. The average number of comments received on the 
Signature blog is five. 

Signaturemoms.com has seen a steady increase in the 
volume and readership of the blog since it started two 
years ago. Through the tracking function in WordPress, 
Signature has seen a 39% increase in traffic. In 2011, 
there were 83 visits to the blog per day. By 2012, the site 
averaged 115 visits per day. Subscribers to the blog, who 
receive an email alert letting them know that a new post 
has been published, have also steadily grown from 40 at 


