












Text messaging for 
Hypertension 
management

• Text messages can support HTN 
management with modest but clinically 
meaningful reductions in BP and 
improved med adherence.

• The evidence supports text messaging as 
a feasible, low-cost adjunct to standard 
hypertension care, particularly for 
patients with uncontrolled blood 
pressure or limited healthcare access.

• Work best when integrated with other 
care components & sustained over 
several months.
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• Approach informed by
• Narrative communication theory 
• Social cognitive theory

• Hypothesis: Peer stories can 
promote participants’ emotional 
engagement with the messages via 
a parasocial relation* with the 
storyteller, enhancing self-efficacy, 
influencing health behaviors and 
ultimately improving blood pressure 
control.

*Parasocial: affective connection grounded in notions of friendship, similarity, and empathy









































Cutrona, JAMA Network 
Open. 2025



Cutrona, JAMA Network 
Open. 2025



Subgroup analysis for those 
with elevated baseline BP*

• Nonsignificant DID for SBP (DID 3.7 mm Hg; 95% CI -0.4 to 7.8 mm Hg)
• Greater decrease in DBP for control (DID, 3.7 mm Hg; 95% CI 0.8-6.6 

mm Hg)

* SBP>140 and/or DBP>90; n=117 
intervention; 103 control Cutrona, JAMA Network 

Open. 2025
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Fidelity

Fidelity: % of text messages delivered (# delivered/ # intended).

Fidelity, Overall: Treatment fidelity across both arms was 92.0% 

Across all 600 Veterans, mean # of texts delivered over 6 months:
• Intervention: 97.3* (SD 27.2) 
• Control: 35.1** (SD 5.1)

*106 messages intended for delivery in Intervention arm
**38 intended in the control arm



Engagement (Overall): % of completed responses compared with all 
possible opportunities to respond. 

Engagement (Sustained): % replying to at least one message/week

Engagement



Engagement Overall rate of response to interactive text messages: 57.5% 
(11,427 of 19,875 possible opportunities to respond).
Among those who completed follow-up, the response rate 
was 60.7% (10,564 of 17,407 possible opportunities to respond).

35 interactive text messages/arm 
Overall: 600 participants* 35 = 21,000; Denominator is lower due to some who withdrew partway through and some undelivered messages
Completed follow-up: 516*35 = 18,060; Denominator is lower due some undelivered messages



Measuring sustained engagement

Note: 
Weeks 9, 18, and 25 were 

‘reflect/re-engage’ 
periods where we asked 
4 assessment questions 

(instead of 1) and 
provided no new content

Responded to ≥1 text
In the last week of:

Month 1       Month 3     Month 6 

Responded to 
≥1 text

At any point



What it means to 
integrate outreach 
into daily life… 
understanding the 
ebb & flow of 
engagement.

18-20 wk gaps- very small %



Cutrona, 
JAMA 
Network 
Open. 
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79.6%

82.1%

66.7%

69.2%



High rates of engagement and 
follow-up for all participants who 
received text messages

• 86% completed 6-month follow-up. 
• Response rates: 60.7% among those 

completing follow-up; 57% among all 
participants across 6 months.

• > 55% of participants responded to ≥1 
text in the last week of months 1, 3 & 6.

• 79.5% (410/56) described texts as 
helpful motivators for improving health. 

• Among intervention participants, 92.5% 
agreed with the statement: “I could 
identify with the Veteran in the video.”

Participants described intervention as 
one that conveyed empathy:

"I liked this study. It showed concern."



Limitations & Reflections on findings

• Active comparator arm may have minimized differences
• 1-4 interactive texts/week with follow-up messages containing links to 

resources)

• May have selected already-motivated group 
• Engaged in VA care over prior year

• Home BPs met criteria for Stage 1 HTN but not markedly elevated
• Home BP checks could have decreased accuracy
• SDOH-related barriers may have limited access to some healthful 

strategies (healthier food, exercise/lifestyle choices)



• We were able to use an entirely remote model to support enrollment 
and independent navigation after enrollment

• Phone support for texting enrollment; videos provided electronically; 
BP cuffs mailed.  

• Only 5% (26/516) reported needing to contact study staff for 
assistance

• Effective Engagement Strategy
• Interactive text messages (both arms) were an effective way to 

maintain engagement in a multi-month study and may serve as a 
useful engagement strategy for future longitudinal interventions 
supporting Black Veterans and other study participants.

Lessons Learned and Future Implications



Between March 2021 and July 2022, 
our program provided 

over 35,000 unique moments of outreach, 
extending regular, brief check-ins 

to our Veterans,
each a reminder that the VA cares and wants to support them 

in their hypertension self-management journey



A memorable story stays with the listener, 
as an inspiration and a guide. 

CTC texts aim to bring the storyteller back into the 
Veteran’s everyday life, 

reminding and reinforcing as our study participants 
engage in the numerous daily decisions that will 
impact their blood pressure and their lives. 



Thank you.
Sarah.cutrona@va.gov
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