
Healthy Families – Pediatric Lifestyle Choices 
 
The Health Families program was designed to make members the steward of their own health 
care. As the Account Communications Manager, McKesson produced topical campaigns for the 
BCBSA Federal Employer Program, including relevant information and useful tips to help choose 
health behaviors, reduce risks, and care for chronic conditions.  

The illustrations below highlight two different award-winning campaigns. In both instances, 
based on industry statistics, response rates outperformed standard campaign performances. 
 

Illustration One 

A two-phased pediatric healthy lifestyle campaign to educate kids and parents on why and how 
to improve eating habits and be physically fit.  
 
Phase One Summary: 
Preteen and fitness made fun - August  
Audience: children 7 - 11 years old.   

• Initial mailing with peel off stickers, quiz and postage paid reply envelope.  
• Mailed to:  231,594 children 
• Quiz respondents received an animal-specific certificate - October 

o There was a 5% response rate to the initial mailing resulting in 12,204 certificates 
Total:  $248,000 + samples $13,500 

   

Phase Two of Campaign One Summary: 
A follow-up to 12,204 respondents included an animal-branded pedometer, a 50-page journal, 
and a call to action suggesting the report back their number of steps and how they’re making 
healthy lifestyle changes. 
 
Respondents send in letters, pictures, & drawings.  Some are to be incorporated into the 
website and electronic newsletter.  A number of respondents requested additional health 
education information, which McKesson fulfilled with mailed printouts. 



   

• At the time of producing the report, we received approximately 300 responses back, 
reflecting a 2.5% response rate.   

• Throughout the entire campaign, member-supplied data was securely transferred to the client.   
 

 
 

 
Phase Two – An entirely separate campaign targeting new families of youth  
 

With this campaign, we incorporated age-specific content in a Healthy Families segment of the 
member portal. Healthy Families promotion is incorporated into the carousel of rotating 
banners. On the next page, you feel the banner and a Wireframe reflecting the user experience.  
 



 
 

 
 

 
 



 
Landing Page 
With the targeted education broken out into three different age groups, the landing page clearly 
depicts the three segments for quick user navigation. Within each category are educational pieces and 
engagement activities. The Illustration is on the next page. 

 

 
 
The Childhood Obesity Awareness Campaign, Phase 2 included an Introductory Letter, Body 
Mass Index Tool (licensed from Boston Children’s Hospital), an Enrollment form,  and three age-
specific quizzes.  The program received a National Health Information Award as depicted below.  
 



 

 

   

 

 

 

 

 

 

 

 
Fulfillment after enrollment is age-specific 

Chalk with game idea    

     

Basketball 

 

Jump Rope 

 

 
Online Enrollment and Resources by age-group 
Landing page upon completion, quiz, child and parent resources, sample resource.  



A sampling of the Health Families Age-Specific Portal Pages 
 

 
 

 

     

 
 
 


