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Session Plan

• Hill Visit role play: Want went right/what went 
wrong.

• Why being strategic and having a plan is crucial.

• 2017 WIC key messages and talking points.

• The difference between key messages and talking 
points.

• Knowing your audience.

• Using NWA resources effectively.

• Your turn to do some work!



Role Play: Hill Visit



What went wrong/what went 
right?



Being Strategic and Having a 
Plan

• First identify what your goals and priorities are
– Why do you want to speak with your Congressperson 

about WIC? 

– What are you most passionate about?

– What part of your WIC story do you think will be most 
compelling?

• Know your audience – target messages 

• Stay on message – avoid straying from your key 
points 
– Time will likely be limited!



2017 WIC Key Messages

WIC has strong bipartisan support.

WIC adds value and provides solid returns 
on investment.

WIC is a short-term program with long-
term benefits.

WIC supports military families.



WIC has strong bi-partisan support

• Historically bi-
partisan 
supported and 
championed

• Admired across 
political, 
ideological, 
ethnic, and socio-
economic groups, 
and voters 
overwhelmingly 
oppose cutting 
funding for WIC



WIC adds value and provides a solid 
return on investment

• WIC helps children to be healthy – reducing healthcare costs in the 
long run. 

• WIC supports and promotes breastfeeding – breastfeeding reduces 
healthcare costs for mothers and children.

• WIC reduces the number of low and very low birth weight babies. 
For very low birth-weight babies, a shift of one pound at birth 
saves approximately $28,000 in first year medical costs.

• WIC is efficient – administrative costs account for only 6-9% of 
overall WIC costs each year. 



WIC is a short-term program with 
long-term benefits

• WIC is targeted, time-limited, and 
supplemental.

• There is clear evidence that good 
nutrition during pregnancy and in the 
first few years of life has long-term 
positive impacts on health.

• WIC has led to a significant decline in 
preschool obesity levels. Children are 
five times more likely to be obese as 
an adult if they are overweight or 
obese between the ages of three and 
five years.



WIC supports military families

• Many military bases have on-
site WIC clinics.

• WIC is often essential for 
families of enlisted personnel. 

• WIC supports military families 
to access healthy food, 
breastfeeding support and 
nutrition education.

• Many commissaries are WIC 
authorized vendors.

• Military families value WIC.

Photo credit: Vanessa Simmons, Normalize 
Breastfeeding



Key Messages v. Talking Points

Key Messages – The 
BIG picture topics that 
will appeal to your 
audience.

Talking points –
concisely demonstrate 
a key message and 
help you transition to 
stories or data.



Knowing Your Audience



Targeting Messages to Democrats and Republicans

Progressives/Liberals/Democrats

Core values:

• Communitarian: Greater 

together than on our own

• Everyone gets a fair shot, plays 

by the same rules

More likely to champion these 

issues:

• Increased access to healthcare

• Hunger/poverty 

• Prevention

• Children’s health and Education

Conservatives/Republicans 

Core values:

• Limited Government

• Maximizing individual freedom

More likely to champion these 

issues:

• Strong military and national 

security

• Strong economy

• Business



Examples of Targeted Messages 

Democrat: WIC 
education & food 

package helps 
improve health & 
nutrition intake in 

families.

Republican: WIC 
improves family 
health, helping 

children grow smart 
and strong to 

contribute to society 
and improve our 
national security. 

Democrat & 
Republicans: WIC 

provides significant 
return on investment. 
The small investment 
in WIC saves future 
healthcare dollars 

and results in 
healthier families.

Democrat: WIC is 
able to serve 

participants through 
formula 

manufacturers’ 
rebates

Both: WIC is a lean 
program that yields 

positive health 
outcomes & cost 

savings



Targeting Your Messages to Elected 
Officials

• What issues do your Members of Congress 
focus on?

• What interests do they have?

• Do they have a family?

• What is their political ideology?



Personalizing Your 
Messages

You are the experts!
You bring a unique 

perspective!
You know WIC’s 
value, first hand!



Focus Your Communications

• Your role in WIC is 
unique

• You can speak 
firsthand to certain 
messages

• Focus on these 



Support Your Message with User-
Friendly Data and Stories

• Appeal to logic, reason and emotion

• Frame and package info:

– The KISS -Keep It Simple Sweetie! – method is 
always best

– Font should be large enough to read

– Colors should be easy to see

– The illustration should be easily read online



Using NWA Resources Effectively



What’s in the NWA packet?

• Legislative Agenda

• WIC for a Stronger, Healthier America

• State Fact Sheets

• How WIC Impacts Local Communities

• The WIC Food Package

• WIC Storybook 



Using WIC for a Stronger, Healthier 
America

• Basic overview of WIC
• Impacts of WIC

• Participant testimonials
• Research and data

• Incorporates key 
messages



Using State Fact Sheets



Using the WIC Storybook 

• Unique stories

• Appeal to emotion

• Illustrate the value of WIC from many 
perspectives 

• Can be used strategically to highlight specific 
aspects of WIC.



Worksheet Activity: Personalizing Your Messages 

• WIC Directors

• Nutritionist

• Breastfeeding support staff

• Vendor management staff

• Other WIC staff

• WIC partners



Creating an “Elevator Pitch”



Confidence



Questions?


