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Proactively create a forum of your own, where moms can come 
together and share information with one another.

Today, mommy bloggers are some of the 
most infl uential communicators online. 
� ese are real women writing about real 
life as mothers, and other women are 
interested in what they have to say. In 
choosing to follow mommy bloggers 
online, women are gaining inspiration 
and gathering new ideas for handling 
the demands of being incredible moms, 
professionals, multitaskers, volunteers, 
caregivers, and wives.

Mommy blogs cover a number of topics 
and enable mothers to connect on shared 
interests beyond parenting. Recognizing 
this, companies and brands like Coca-
Cola, Pampers, General Mills, Frito-Lay, 
and Nestle have recruited mommy 
bloggers to write about their products. 
As a result, mommy bloggers have 
been credited with fueling a variety of 
trends, and many have created successful 
businesses off  of their product reviews.

Are Mommy Blogs 
Relevant to Healthcare?
You bet they are. Moms represent an 
important target audience for hospitals 
and medical centers. � e female head 
of household is typically the primary 
healthcare decision-maker for the family, 
overseeing healthcare for her husband, 
children, and aging parents as well as 
herself. Yet, because this audience is so 
time-strapped and often overwhelmed 

with trying to balance their professional 
lives with the needs of their families, they 
are challenging to engage.

� rough the Internet and online 
communities, moms are fi nding 
effi  cient-to-use and credible sources 
of information relevant to their lives. 
In many ways, Facebook is replacing 
direct face time with friends and 
extended family, while Twitter provides 
access to links to a number of helpful 
resources, including coupons, articles, 
and local blogs where women can fi nd 
parenting tips and community-specifi c 
information—including information 
relevant to healthcare decisions.

For several years now, mommy bloggers 
have been actively writing about their 
healthcare experiences—sharing informa-
tion about their trips to the pediatrician 
and their experiences with local hospitals. 
So how can healthcare marketers and 
communicators tap into these voices 
that other moms are listening to?

� e fi rst step is to start tracking the 
conversations. Become aware. A second 
step is to engage bloggers in the local 
community. And a third step is to 
proactively create a forum of your own, 
where moms can come together and share 
information with one another. � at’s right: 
start the hospital’s own mommy blog.

Mommy Blogs
Women have always been a target audience for healthcare marketers. Now, social media 
venues offer new ways of connecting. Mommy blogs, one of the hottest trends in social 
marketing, represent a particularly useful addition for the marketer’s toolbox.
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Case in Point: The Merrimack 
Valley Moms Blog
Recently, two Massachusetts hospitals 
have partnered to create a blog to reach 
the all-important mommy audience. 
Recognizing that women want to have 
authentic conversations with other 
moms, not marketers, and that they are 
using social media platforms to come 
together and exchange information, 
Lowell General Hospital (Lowell, MA) 
and Floating Hospital for Children at 
Tufts Medical Center (Boston, MA) have 
created the Merrimack Valley Moms blog 
(mvmoms.com).

� e blog is designed to facilitate 
information sharing and conversations 
between area moms, and topics are 
not limited to healthcare. In fact, most 
of the posts deal with topics outside 
of healthcare, such as family-friendly 
restaurants and movies, childcare, 
summer camps, schools, community 
events, and anything else that may be 
of interest to area mothers.

� e blog furthers the commitment 
of Lowell General Hospital and 
Floating Hospital for Children to 
understanding what’s important to 
families, improving access to the best 
care, and meeting patients’ needs in 
innovative ways.

Several years ago, the two hospitals formed 
a partnership around the delivery of 
specialty maternity and pediatric services. 
� rough the alliance, leading academic 
specialists from Floating Hospital for 
Children now provide services in the 
Merrimack Valley. � e relationship is 
designed to bring the best in care to the 
suburbs so parents don’t have to deal 
with the hassle of driving their sick 
children into Boston to see top specialists.

� rough the blog, the hospitals are 
facilitating information sharing and 
creating a bond that goes deeper than 
simply providing pediatric and maternity 
services. In time, the hospitals plan to 
introduce additional guest mommy 
bloggers who are medical professionals 
working at the hospitals. � ese bloggers 
will help to bring valuable and timely 
healthcare information to readers—and 
give them more specifi c content about 
the relevant services off ered within the 
community by the two hospitals.

Launching the Blog
To promote and launch the fl edgling 
blog, the hospitals sponsored a Facebook 
contest encouraging area moms to enter 
to win a shot at becoming a featured 
blogger. � e contest was promoted via 
Twitter and Facebook. To enter, moms 
were invited to visit Lowell General 

Hospital’s Facebook page and post a 
written narrative or video explaining 
why they would be great mommy 
bloggers. Contestants who contributed 
the most persuasive posts advanced in 
the contest, with a chance to be selected 
as one of four Merrimack Valley Moms 
featured bloggers; winners also received a 
modest cash prize.

� e winning bloggers include a 41-year-
old new mom who is also a newcomer 
to the region, a 30-something mom who 
has lived in Lowell her entire life, and 
the reigning Mrs. Massachusetts. � e 
following excerpts from their contest 
submissions demonstrate the authentic 
voices that they bring to the blog:

� “As a new mom, I’m fi nding there is 
a barrage of research and confl icting 
information about raising a child. It can 
be overwhelming. But as an older mom, 
I’ve learned how to trust my gut and not 
worry too much about doing everything 
right. While I confess to staying up late 
fretting over how to cloth-diaper my baby, 
my goal in parenting is to be present.”

� “I have a messy house, I dress my 
daughter better than I dress myself, 
I’m always running late, I love trying 

(Continued on next page)
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DIY projects, I overuse exclamation 
points! And I’m a self-proclaimed ‘over-
researcher.’ I’m always on the lookout 
for anything that helps make life a little 
easier as I navigate my way through this 
unbelievable journey of Motherhood 
while juggling full-time work.”

� “Becoming a mom has been one of 
the greatest highlights of my life, and I 
cannot remember what life used to be 
like pre-kids. Granted, I do get these hazy 
fl ashbacks of spa days, lounging around 
doing nothing, and spontaneously 
deciding to go away for the weekend. 
� ey seem to arrive when I am trying to 
fi gure out how to get my son, the dog, 
and all of the gear in the car—and my 

son has decided I can’t be out of his sight 
for more than a nanosecond.”

Information + 
Engagement = Value
Beyond sharing information about the 
hospitals and their advanced maternity 
and pediatric services, the blog—and 
the contest—also aimed to engage area 
moms. Evidence suggests this goal is 
being met.

In the fi rst week of the contest, Lowell 
General Hospital’s Facebook page gained 
20 new fans and saw a signifi cant increase 
in wall posts and comments. For instance, 
a single submission by one prospective 
mommy blogger led to another 14 wall 

posts from friends and supporters. Over 
the course of the contest, the Facebook 
page added nearly 100 new fans. And 
once the blog went active, more than 
1,000 people visited the site to read the 
profi les of the contest winners.

Executives at Lowell General Hospital and 
Floating Hospital for Children view 
the mommy blog as only one element 
in a much larger marketing program 
that also includes social media, traditional 
media, public relations, and community 
seminars to help parents make sense of 
social media and healthcare. � e blog is 
expected to take on the authentic voice 
of the real moms who contribute posts 
on a regular basis and, ultimately, a life of 
its own as the place area moms go for 
information about parenting in the 
Merrimack Valley area—a place where 
they can commiserate, celebrate, and 
maybe fi nd inspiration.

It’s a win-win solution: area moms 
benefi t from the authentic information 
and interactive networking, and the 
hospitals benefi t from the valued 
positioning as a resource for women 
who are often overwhelmed with their 
lives and unsure of where to go for 
quality health information.
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To learn more about the mommy blog trend, check out 
some of these top sites:

�  dealwisemommy.net—ranked No. 1 by 
topmommyblogs.com

�  themommyblog.net—written by Melinda Roberts and 
defi nitely among the best

� mommyblog.com

� dooce.com 

� tracey-justanothermommyblog.blogspot.com

� blondemomblog.com

� modernmommyblog.com

� seattlemamadoc.seattlechildrens.org

� writingmamassalon.blogspot.com

� soapboxmom.com

� mom-101.blogspot.com

� manicmommies.com

� mommycracked.net

And the list could go on. The point is, there are lots of 

moms speaking to one another online via mommy blogs 

and other social media vehicles. These communication 

platforms represent an opportunity to listen to moms and 

engage them. Given the importance of this audience, it 

makes sense for healthcare organizations to have a plan 

for taking part in the conversation. Does yours?

Some Recommended Mommy Blogs
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