
CUTTING THROUGH THE NOISE:

Liliana Gonzalez & Wanda Davis
Help Me Grow Contra Costa County

Effectively Marketing HMG



2011 Initiated Developmental Screening Efforts

2014 Granted Help Me Grow Contra Costa Affiliation 

2015 Thomas J. Long Foundation Grant

2018 Joint-County Media Campaign



PHASE 1: SCREENING & SERVICES



HELP ME GROW IN CONTRA COSTA



HELP ME GROW IN CONTRA COSTA



PHASE 2: ANNOUNCING HMG!

• Establish HMG 
Presence

• Clear Connection to 
HMG

• Resource Connection 

OUTREACH GOALS:



LEVERAGE EXISTING RESOURCES



PHASE 2: ANNOUNCING HMG!



PHASE 2: ANNOUNCING HMG!



INITIAL CALLERS
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Basic needs Development or
Behavioral

Parent Support Child Care

92% of clients 
were referred 

by 2-1-1



IT’S A MAJOR AWARD!
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PHASE 3: JOINT HMG CAMPAIGN

CAMPAIGN OBJECTIVE

AUDIENCE

Position Help Me Grow as a credible, trusted resource for parents

Underserved parents and caregivers, pediatricians

SCOPE
Develop a bilingual awareness campaign including message 
testing, advertising, website, collateral materials 

BUDGET
$100,000



THEORY OF CHANGE

WHERE YOU 
ARE NOW

1ST STEP
2ND STEP

3RD STEP

END GOAL

Joint campaign 
with Alameda and 
Contra Costa

Develop materials 
to reach parents, 
equip messengers 
with info, and 
reinforce HMG as 
trusted resource

EVERY CHILD 
READY FOR 

KINDERGARTEN

Some knowledge 
of HMG

Respected & 
valued by people 
who know us

Launch paid 
media campaign

Messengers 
deliver materials 
& msgs to parents

More mtgs with 
pediatricians & 
providers where 
materials are 
shared

Increased number 
of parents access 
HMG

Increased number 
of referrals by 
pediatricians

Increase number 
of screenings by 
pediatricians

All parents with 
questions or 
concerns about 
development turn 
to HMG

All pediatricians 
routinely provide 
developmental 
screenings

All pediatricians 
refer to HMG

CAMPAIGN



• Help Me Grow is highly valued among those who 
know us. 

• The phone call is a key part of your programming. 
• Establishing trust is paramount. 
• We want to be the place where all parents can find 

answers. 

CAMPAIGN CONSIDERATIONS



THE GAME PLAN

Goals
Audience
Message
Engagement Strategies



Why are you reaching out?

GOALS & AUDIENCE

GOALS

1. Increase the number of parents and caregivers 
accessing HMG

2. Build credibility among trusted messengers who will 
refer to HMG

Who are you trying to reach?
AUDIENCE

1. Parents and primary caregivers

2. Trusted messengers



TRUSTED MESSENGERS

Reach families through people they trust

• County Health Clinics
• Public Libraries
• WIC Sites
• First 5 Centers



TAILORING MESSAGES

Values at stake – what deeply held values can you tap into? 
Why should your audience care? 

Problem – what is the problem you’re trying to solve?

Solution – what can be done to solve the problem?

Action – what can your audience concretely do? The more 
specific, the better.



MESSAGE

From the day they are born, babies are constantly changing. 
It’s exciting, and it can also be challenging for families to 
figure out what their baby or toddler needs now. Parents 
raise children, and parenting raises questions. Help Me 
Grow has answers. No matter how big or how small, we 
answer parents’ everyday questions about their children 
from birth to age 5. And we provide tips, support, and 
information about local services. We’re here to help babies, 
toddlers, and the people who love them. Call us.



SINGLE ESSENTIAL MESSAGE

No matter how big or how small, 
Help Me Grow can answer the 
questions I have about my baby.



CONCEPT A



CONCEPT B



CONCEPT C



I don't like the ones with just the faces, because I 
think there's too many different concepts, there's 
nothing concrete about it. They could be crying. 
They could be laughing. They might be in pain. They 
might want something. It could be anything that 
makes them laugh or makes them cry.

LISTEN TO YOUR AUDIENCE



PARENT FEEDBACK

A feeling of warmth… 
• Cute faces
• Positive interactions
• Acknowledgment of father

A feeling of hope…
• Vision of hope – not 

‘challenges’
• African American babies
• Images that are current 

A clear message…
• Use of everyday language 
• Clarity of why you should call HMG







• Paid Media Campaign
• New Collateral
• New Website
• Giveaways
• Social Media 
• New Phone app

ENGAGEMENT STRATEGIES & TACTICS



BROCHURE



POSTCARD



BILINGUAL WEBSITE



BILINGUAL WEBSITE



New Data
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• Number of self-referrals
• Type of need/concern
• Demographics

• Number of HMG 
Website visits

• Number of material 
downloads

• Number of App 
downloads

• Number of new 
partners

MEASURING OUR SUCCESS



LESSONS LEARNED

1. Nurture relationships with 
trusted messengers

2. Leverage existing resources
3. Listen to your target 

audience
4. Craft empowering and 

hopeful messages
5. Evaluate outreach materials 

and strategies



Q&A
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Please complete a brief 
survey!
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