
The challenge 
Smoking during pregnancy is a national health 
issue. The effects can have major and lasting 
health implications on both mother and baby, 
from premature delivery to increased chances of 
miscarriage, stillbirth and sudden infant death. 

When we first started the project, Kent’s smoking 
figures were above the national average and 
amongst the worst in the country (13%), equating 
to 2,000 babies born every year to smoking 
mothers. In particular, the Isle of Sheppey, had 
the highest rate in Kent and the eighth highest in 
the country, with more than 1 in 5 babies born to 
smoking mothers. 

The insight
Leveraging behavioural research conducted across 
Kent with mothers, pregnant women, midwives 
and service providers, we identified 2 critical 
barriers that were resulting in a lack of positive 
behaviour change. The first was a ‘limited 
perception of risk’; with women adopting a “it 
won’t happen to me” mindset. The second was ‘a 
difficulty with developing an emotional 
bond with their bump’, perceiving that 
motherhood began at birth rather than conception. 

Across both barriers, it was also clear that 
there was a lack of clarity and consistency in 
the communication of messages, with a mixed 
understanding of what was fact and what was 
fiction in relation to the implications of smoking 
whilst pregnant. 

The action
Through testing we identified midwives as the key 
vehicle to deliver effective and timely messages 
that demystified the facts surrounding pregnancy 
and smoking. It was apparent that giving women 
the real facts wasn’t enough. They needed to 
delivered by people that they trusted and in ways 
that were relevant and personal to them. 

The solution was a co-designed behaviour change 
campaign and intervention mix that formed part 
of a holistic service for women across channels 
and touchpoints, ensuring that they were give the 
correct information, at a time that was right for 
them. The campaign and intervention was unified 
by a powerful What The Bump? brand, and 
provided midwives and health service providers 
with tools, resources and guidance they needed 
to tailor information to the individual needs, 
knowledge or attitudes of women. 

What the Bump? 
What the Bump? is a campaign delivered by 
midwives and service providers through:

Out of home channels – What the Bump? is 
an out of home campaign to demystify the facts 
about pregnancy and rebuild trust between health 
professionals, women and midwives. 

A new service intervention – The Book of 
Bump is a service intervention to support delivery 
of What the Bump? and help women build an 
emotional bond with their baby before he or she 
is born. 

The Book of Bump is a pregnancy journal for 
mothers to record their experiences and emotions 
through to the birth of their baby and beyond. 
Based on conversations with expectant mothers, 
midwives and health professionals are able to 
give personalised information, through tailored 
pages, based on an individual women’s emotional 
or physical health needs, including smoking facts 
and ways to quit.

Impact 
The process engaged with over 50 women, 
midwives and service providers to create a 
tailored campaign for the Isle of Sheppey. What 
the Bump? is currently being tested with women 
across Kent with the likelihood of more national 
test areas being adopted in the near future. 
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What the Bump? 
Reducing the number of babies born to smoking mothers by increasing dialogue 
between mums and midwives. 



Campaign journey

8
Pages provided for after the birth for Mum 
to continue to fill in the pages about how 

she is feeling, and how her baby is doing.

1
Woman finds out she is pregnant.

2
Women hears about campaign through 

GP surgery and pharmacist through 
posters, postcards, badges and stickers. 
All materials encourage women to start a 

conversation with their midwife.

5
During ongoing visits the midwife continues to give 
pages throughout each trimester of the women’s 

pregnancy. The first trimester pages include 
important contacts and details, top tips for quitting, 

‘How are you?’ and a space for the women to 
include the baby’s scan. 

3
Women meets midwife who talks to her 

about some of the risks of smoking whilst 
pregnant, using tailored postcards. They 
then work together to fill in the health and 

wellbeing questions on the reverse.

4
Midwife introduces the Book of Bump.  

A pregnancy journal encouraging women 
to start building a bond with bump. The 
midwife tailors the pages based on the 

needs of the individual women. 

6
Second trimester pages include:  

‘How are you?’, ‘How big is your bump?’  
and writing a letter to baby.

7
Third trimester pages include: Naming, 

birth page and top tips for fitting in  
‘me-time’ to encourage women to quit.



Print campaign
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Limited perception  
of risk
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Print campaign
A print campaign to demystify the facts about pregnancy. This campaign consists of factual posters and postcards which encourage 
women to start a conversation with their midwife and/or health professional. Midwives are also given support materials, including 
badges, stickers and magnets, to further increase dialogue. 1



2 Pregnancy journal
Whilst the print campaign aims to educate and build trust, the journal aims to grow the emotional bond between mother and bump.  
The journal folder will be given to expecting mothers at their first midwife appointment, with selected pages being given along the way 
during relevant trimesters. The journal includes pages for naming, scan image, ‘how big is your bump?’ and personal diary entries.


