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“We couldn't have

asked for a more

. . insightful, thoughtful
Strategy: We were hired to launch the new HAWK-| insurance program. The challenge

was that the working poor did not want charity and were offended when it was offered.
We had to help them understand that by applying for the health insurance, they were only partner. We all want
getting their kids what they deserved — a chance to be healthy.

communications

to thank you for your
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Big Idea: Rather than focusing on a scare tactic or sick children, we opted to spotlight

. _ _ : _ _ o — the campaign is
healthy, happy kids and paint the picture in parents'minds of the life their child deserved.

more than we could

have hoped for”
How’d we do? The materials, without any substantive changes, are still in use across the

state today, 10 years later. — HAWK-
Steering
Committee
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