


Greetings

I am Helen Chipman your moderator for today’s session. I am also

National Program Leader

Cooperative State Research Education and Extension Service (CSREES) 

USDA Families, 4‐H and Nutrition Unit.

Let me start by introducing my co‐hosts and speakers. I will keep this very brief, but the 
session overview available at 
http://fns.usda.gov/fns/corenutritionmessages/TrainingOpportunities.htm provides more 
background information about speakers that you can review later.

The co‐host today is: 

Judy F. Wilson RD, MSPHJudy F. Wilson  RD, MSPH

Senior Nutrition Advisor

Food and Nutrition Service 

Office of Research and Analysis 

and Alicia White, RD, MS

Nutritionist, Food and Nutrition Service ,

Special Supplemental Food Programs Division (WIC)

Judy and Alicia were directly involved in developing the core nutrition messages.  Judy 
created and obtained funding for this project and Alicia served as the project officer.  



After participating in these sessions you will be able to:p p g y

Articulate the rationale  behind the messages and describe the  
developmental  process. 

Apply lessons learned from the qualitative research (focus groups) to 
enhance nutrition education and communication. 

Utilize messages and supporting content as well as the FNS Core 
Message web pages to support ongoing nutrition education, new 
initiatives  and new food policy.

Judy Wilson will now provide an overview of the Core message initiative 
and provide some background about it.



Thank you Helen. I also want to thank all of you for yourThank you Helen.  I also want to thank all of you for your 
patience and understanding as we sorted out how to expand 
this webinar to include as many of you as possible. I want to give 
special thanks to Art Pridemore, who works at CSREES, for 
managing the technical arrangements and tolerating all of my 
f ti ll d ilfrantic calls and emails.  



Today’s session will include an Overview of the Core Message y g
Initiative

Why do we need them?

Behavior outcomes, audience, and  messages concepts 

Ms. White will discuss Message development and testing 
including what we learned from moms in the focus groups; and 

Picking Outlets for Messages‐learning about your audience and 
selecting the approach

Dr. Chipman will lead the discussion of Ways to Put the 
messages into practice‐discussing this from our prospective and 
then we want to hear from you

We will take a tour of the web pages so you know where to 
find products; and

 Touch on next steps

We will  wrap up with a few reminders around 3:25.



The Core Messages are a set of actions designed to assist The Core Messages are a set of actions designed to assist 
low-income mothers and children in making  specific 
diet related changes . These messages have been 
consumer tested for clarity and relevance.

The FNS Core Message project is not a new campaign or 
education material, rather it provides products and 
communication tools that nutrition educators in USDA 
programs, can use to develop and enhance nutrition 
education activities and resources. 



Together, the USDA Nutrition Assistance Programs spent overTogether, the USDA Nutrition Assistance Programs spent over 
$750 M in 2008 and States, like many of yours, contributed 
millions more.  

Together we can increase the visibility and repetition of our 
messages by “Speaking with one Voice”.  

The FNS & EFNEP Programs reach millions of low‐income people 
each year.  We maximize our message impact when we work 
together to deliver consistent, accurate, and consumer tested 
messages.  Unfortunately many States do not have the funding 
or staff to develop and test messages These core messagesor staff to develop and test messages.  These core messages 
help to bridge that gap by providing tested messages and 
supporting content for a large portion of the target audience.



The core messages provide nutrition educators with consumerrovide nutrition educators with consumerThe core messages provide nutrition educators with consumer rovide nutrition educators with consumer 
tested messages and related tips that are personally relevant, tested messages and related tips that are personally relevant, 
doable and resonate with the target audience. These messages doable and resonate with the target audience. These messages 
can help consumers take small steps to put  the  Dietary can help consumers take small steps to put  the  Dietary 
Guidelines for Americans and  MyPyramid into action.  The Guidelines for Americans and  MyPyramid into action.  The 
messages:messages:

Support ProgramSupport Program‐‐based nutrition education and policiesbased nutrition education and policies

Have been approved by the joint USDA/DHHS Dietary Have been approved by the joint USDA/DHHS Dietary 
Guidelines Working GroupGuidelines Working Group

Support national and USDA goals as well as priorities of the Support national and USDA goals as well as priorities of the 
AgencyAgency



The target audience for the messages are:The target audience for the messages are:

‐Low‐income moms of Preschool children. 

‐Moms of Elementary School Kids 8‐10 years. 

These audiences are served by multiple nutrition assistance 
Programs SNAP, WIC, School Meals and EFNEP Programs reach 
millions of households with Moms and kids each year and moms 
are important “gate keepers” of foods eaten and available atare important  gate keepers  of foods eaten and available at 
home.  When all of the programs communicate the core 
messages ,we can reach more moms and kids, reach them more 
often, and in more locations with consistent and reinforcing 
messages that increase our ability to “make a difference.”



Messages development was done in collaboration with internalMessages development was done in collaboration with internal 
and external nutrition and communications experts from both 
federal and State levels and academia.  This workgroup 
identified the target audience and key behaviors for the 
messages based on national priorities, research findings about 

difi bl i l d l h t i ti d th d Thmodifiable social and personal characteristics and methods.  The 
workgroup was an ongoing part of the development process and 
plays a vital role in the final products.



Maximizing the Message, is a guidebook for nutritionists andMaximizing the Message, is a guidebook for nutritionists and 
other health communication professionals. It presents the core 
nutrition messages and supporting content. Inside this guide, 
you will find background information, a brief summary of the 
developmental process and research findings, as well as 

ti d ti f tti th i t tisuggestions and tips for putting the core messages into practice. 
It also discusses potential communication channels and 
evaluation.

It contains theIt contains the:

16 Core Messages16 Core Messages

Supporting ContentSupporting Content

Summary of ResearchSummary of Research

Evaluation GuidanceEvaluation Guidance



Supporting Content include tips, strategies, and encouragementSupporting Content include tips, strategies, and encouragement 
to facilitate behavior change.  The content is provided in various 
forms, such as a narrative story by a mother, recipes and short 
bulleted lists. 

This content reflects tips, strategies, and language that 
resonated with mothers during our focus group testing. See 
“Putting the Messages Into Practice” (page 16 of the guide) for 
ideas on how to incorporate the messages and supporting 
content into your nutrition education activities.



The message concepts for mothers of preschool kids includeThe message concepts for mothers of preschool kids include 
those shown on the slides.

As you will hear later, the division of feeding responsibility 
proved quite challenging.



The session next week will address the messages for mothers ofThe session next week will address the messages for mothers of 
Elementary School Age Children shown on this slide.



And those for 8‐10 year old kids. Messages for these twoAnd those for 8 10 year old kids.  Messages for these two 
groups are complimentary and reinforcing.



To develop messages that are relevant, believable and compelling—
messages that really capture mothers’ attention– we involved low 
income mothers in the developmental process.  

The feedback we gathered from mothers in 8 states across the nation 
forms the heart of the messages we are sharing with you today. 

It is also reflected in the “real-life” tips and other supporting content that 
addresses mothers concerns about helping their children developaddresses mothers concerns about helping their children develop 
healthy habits when household resources are limited and schedules are 
hectic.

Our hope is that understanding the research behind the core messages 
will help you implement them in your programs and provide you withwill help you implement them in your programs and provide you with 
new insights about how to communicate with mothers on these issues.



In total, we conducted 12 focus group sessions with low-income 
mothers of preschoolers (2 to 5 year old children). A total of 95 mothers 
participated in all, with 7-8 mothers participating in each focus group 

isession.

We used trained female moderators to facilitated 90-minute sessions 
using a structured discussion guide.  

Overall half of the focus groups were formative sessions which wereOverall, half of the focus groups were formative sessions which were 
designed to provide us with information that would assist us in 
developing messages that mothers found practical, relatable, and 
compelling on an emotional level.  Specifically, questions were designed 
to foster discussion about mothers’ attitudes and behaviors surrounding 
nutrition and mealtime in the household as well as the emotional 
b fi h i d i h h l i h i hild d l h l hbenefits mothers associated with helping their child develop healthy 
habits.

We tested concept statements during these early sessions to help us 
identify directions for messages that held promise.

The other half of the focus groups were evaluative sessions, primarily 
focusing on mothers’ reactions to test messages and supporting 
content. Three of these evaluative sessions focused on role modeling 
and cooking/eating together messages and three presented division of 
f di ibilitfeeding responsibility messages.



So, what exactly is the difference between testing a concept statement, 
like we did in the formative groups, and testing messages like we did in 
the evaluative groups?  As you can see from these examples, the 
concept statements are preliminary messages that utilize a variety of 

h t i ti t h l d li Thapproaches to communicating a concept such as role modeling.  They 
tend to be longer, less refined, and less focused than actual message 
statements.

The messages we tested tapped more directly into the emotions 
th d d i th f ti f d dd dmothers expressed during the formative focus groups and addressed 

identified barriers and realities surrounding child-feeding practices. 
These messages were more polished and simpler.



We conducted focus groups with mothers and children in nine locations 
in eight states between December 2007 and July 2008.  

These States included Maryland Texas California Florida NorthThese States included Maryland, Texas, California, Florida, North 
Carolina, New York, Alabama, and Illinois.  

The locations were selected to allow for recruitment of participants that 
reflected the demographics of FNS programs and to include people 
from various geographic areas of the country We held groups in bothfrom various geographic areas of the country.  We held groups in both 
larger urban cities (e.g., Los Angeles, Dallas) as well as smaller cities 
(e.g., Rochester, Raleigh).

As you can see here, the focus groups were conducted in 3 phases. 
Originally we planned on conducting the first 2 phasesOriginally we planned on conducting the first 2 phases.

Due to mothers’ strong negative reactions todivision of feeding 
responsibility concept statements in phase 1, we felt that additional 
formative testing on the division of feeding responsibility was needed 
before we actually could develop any messages for testing.before we actually could develop any messages for testing.



All of the women in our focus groups resided with their child; 

had gross household incomes at or below 185% of U.S. Poverty Income 
Guidelines;Guidelines; 

were primary food shoppers/preparers in their households; 

and could speak and read English. 



This slide shows the demographic 
characteristics of the focus group 
participants Participants were primarilyparticipants.  Participants were primarily 
African American, White and Hispanic 
mothers.

And we had a mix in terms of marital status, 
education level, and employment. 

Over half of participants were or had 
children participating in WIC, Food Stamps 
and/or receiving free/reduced priced lunchand/or receiving free/reduced priced lunch.



So what  bubbled up to the surface in terms of overall findings.  

Most mothers reported ha ing b s hectic sched les And timeMost mothers reported having busy hectic schedules. And time 
appeared to play role in mothers’ preference for messages and the 
likelihood that they would deem suggestions as realistic, practical, and 
actionable.  

Overall we found that messages and supporting content thatOverall, we found that messages and supporting content that 
emphasize mothers’ roles as teachers, the idea of helping children learn 
lessons they’ll use for life, and providing opportunities for children to 
grow developmentally and become more independent resonated best.  

Mothers also liked the idea of family time with their child the idea of aMothers also liked the idea of family time with their child, the idea of a 
time for sharing and talking with their child. They also liked messages 
with the word patience.



Here you see the final core messages related to role modeling. Let me 
tell you how we got here.



Across groups, mothers viewed being a good role model and teacher 
for their child as an important part of their role as a “mother.”  

Mothers shared examples of how their children had copied their 
behavior in the past including instances when their children wanted to 
eat the same foods they were consuming. 

This is consistent with findings reported in a 2004 article in JADA byThis is consistent with findings reported in a 2004 article in JADA by 
Birkett and colleagues. In this study, Washington WIC participants also 
indicated that they were very interested in being good role models for 
their children and expressed desires to foster their children’s 
development.

We also found that mothers preferred messages that emphasized their 
abilities to “lead” their children through positive example. Mothers 
preferred the phrases, “They learn from watching you...” and “They take 
their lead from you…” 

__________
Birkett D, Johnson DB, Oberg D, Thompson J. Reaching low income 
families: Focus group results provide direction for a behavioral 
approach to WIC services. J Am Diet Assoc. 2004;104:1277-1280.



Most mothers preferred messages that noted a clear and certain benefit 
and disliked parts of messages that implied an “ambiguous” pay-off 
sometime in the future (i.e., “…and eventually, your kids will too!”).( y y )

Mothers found messages that suggested that they could serve F&V to 
their child at every meal unrealistic—since they did not always eat every 
meal with their child.



Here you see a participants’ response to one of the core messages on 
role modeling and the visual imagery it brought to mind.



And another.



We also tested this message with mothers which did not make our final 
cut because moms in our groups had mixed feelings about the “follow 
the leader” phrasing; some did not like the idea of “playing games” at p g p y g g
mealtime.



While many mothers reported eating together with their child (mostly 
dinner); there were also many who did not. 

Of those that currently ate meals together many reported watchingOf those that currently ate meals together, many reported watching 
television during these family meals.  

Mothers that did not eat dinner with their children noted varying family 
member schedules and the challenges associated with feeding their 
child while eating dinner themselves as barrierschild while eating dinner themselves as barriers.

In terms of cooking together---Many mothers reported that they did not 
involve their child in any food preparation activities.

Mothers tended to doubt their children’s abilities to help prepare foods 
and expressed concerns about the safety and time required for such 
activities.  



Here are the final cooking together/eating together messages. 



Most mothers connected with the idea of meals as a time to create 
family memories, spend time together, and talk to one another. The 
Make Mealtime a Family Time and Cook Together. Eat Together. Talk 
Together…messages elicited very positive responses from mothers.

Mothers again noted a preference for the phrase “It’s a lesson they’ll 
use for life” and reacted positively to supporting content that portrayed 
“cooking together” as a learning experience for their children and as 
something that would make their child feel good. 

Mothers were more open to involving older preschoolers (4-5) in 
cooking activities.  While time appeared to influence mothers’ 
willingness to engage their children in certain cooking activities, mothers 
also expressed concerns about preschoolers being around a hot stove 

d th ht th t hild t t f d kand thought that children were too young to prepare foods or cook. 

Supporting content that listed various age-appropriate cooking activities 
was motivating to mothers when activities appeared practical and not 
too time consuming.  For instance, mothers were receptive to the idea 

f hild hi ft f it t bl b b t t t th idof children mashing soft fruits, vegetables or beans, but not to the idea 
of their child putting on a “cooking show” or making a cookbook. 

Providing opportunities for mothers and their preschool age children to 
engage in short food preparation activities, with consideration given to 
safet concerns ma help increase mothers’ illingness to in ol esafety concerns, may help increase mothers’ willingness to involve 
children in these activities at home.





Most mothers voiced strongly negative reactions to the idea of allowing 
their preschool-age child to “decide” how much to eat.  Mothers stated 
that children would often say they were full so they could go play or 
avoid eating a food they disliked.  

Many mothers doubted the likelihood of their child consuming a 
“balanced” diet if they were allowed to choose which foods to eat from 
those offered (i.e., children would only eat macaroni and cheese and no 
vegetables). Several mothers believed that children should not be made 
t “ l th i l t ” H th th t d th t th i hildto “clean their plates.” However, these mothers noted that their children 
needed to eat “enough” of what was offered.  

Mothers often viewed the adequacy of what their child ate over the span 
of a day or meal and not over the course of several days.  



This slide shows the initial concept statements we tested regarding the 
division of feeding responsibility, that we felt used some of the language 
we’ve seen typically used to communicate this idea to the public.  None 
of these statements tested well in their entirety.  Moms liked the part of 
th b t ff i h lth f d h i b t i t tlthe messages about offering healthy food choices but were consistently 
opposed to language stating that the child should decide or choose how 
much to eat.

Moms in our groups reported using food rewards, punishments, 
d b i i t ti t t th i hild t tpressure, and bargaining tactics to get their child to eat.

But they did not consider these behaviors to be “bribing” or “forcing,” nor 
did they identify their struggles to get their children to eat as “food 
fights.”   As a result they discounted messages that implied that they 

d i th b h i Thi t th t t iti d tengaged in these behaviors.  This suggests that nutrition educators 
should describe these behaviors more specifically and avoid language 
mothers perceive as having negative connotations.  







Mothers were more receptive to division of feeding responsibility messages thatMothers were more receptive to division of feeding responsibility messages that 
emphasized their roles in helping their children learn new skills. These messages 
emphasized moms’ roles in the process while giving children more say in how much 
food ended up on their plate and the amount of food mom expected them to eat. 
One avenue for doing this was through a message about letting preschoolers serve 
themselves—something we learned early on that none of the mothers were doing.

Moms fo nd messages abo t letting children “Learn b ser ing themsel es” to beMoms found messages about letting children “Learn by serving themselves” to be 
motivating.  In fact these messages generated excited discussion amongst mothers 
in our group. They specifically liked the idea of letting their children serve 
themselves from small bowls to help their children become more independent, 
advance developmentally, and learn portion sizes.  

Convincing mothers to let their children decide how much to eat is challenging.  In g g g
these focus groups, mothers appeared more receptive to relinquishing some control 
when it came to the consumption of new foods.  This may provide an important first 
step for nutrition education in an area where beliefs and practices appear strongly 
entrenched.

In our focus groups, many mothers reported that they only offered a new food to 
their child two-to-three times if their child didn’t like it This is consistent with othertheir child two-to-three times if their child didn t like it.  This is consistent with other 
published studies. 

In our testing, mothers did not like the specification of the number of times a child 
might need to be exposed to a new food.  However, this could reflect the wording of 
the concept statement and could potentially be ameliorated with a greater focus on 
offering the new foods over time.

Instead, mothers preferred a message that encouraged them to give their children 
many small tastes or portions of new fruits and vegetables.  Mothers identified with 
the idea that “new foods take time” and liked an emphasis on having “patience” with 
their child during the process.  Some mothers were also receptive to the idea that 
helping children develop a taste for many types of foods would lead to easier family 
meal preparation.  Meaning they would not have to make multiple meals.p p g y p



Final messages are shown here.







Convincing mothers to allow their children to decide whether and how 
much to eat is not a simple task.  More research is needed to identify 
how to best encourage mothers to adopt this behavior. More research is 
also needed to test the efficacy of these messages when incorporated 
i t th b d i t ti "into theory-based interventions."

While these findings provide insights into the messaging preferences of 
low-income mothers, they cannot be generalized to a large population 
with the measurable confidence associated with a quantitative survey. 
Focus groups were conducted with low-income White, Black and 
Hispanic mothers that spoke and read English.  These messages may 
not have the same appeal to other audiences or when translated into 
other languages. 



There are many ways that we can put the messages into practiceThere are many ways that we can put the messages into practice 
and you have already heard about some of these from other 
speakers.



The Core Messages were designed for use in the nutrition assistance programs.  
They may also be appropriate for use in other programs sensing low‐income 
women & children.  Both the messages and their supporting content are tools 
that can enhance theory‐based interventions that:that can enhance theory based interventions that:

 Address the behavior outcomes Judy mentioned earlier

 Use motivators & reinforcements that are relevant to the target audience

 Are  delivered thru multiple channels of communications 

 Involve participants

• Expose participant to the messages multiple times

Remember to connect the messages with the Programs.  For example using 
the messages to support and reinforce  program policies such as the new WIC 
food package and the SNAP‐ED guiding principles.   You use a variety of 
d ti l h i k d th b i t t d i teducational approaches in your work and the messages can be integrated into 
these approaches such as:

 facilitated group discussions 
 hands‐on classes
 counseling sessions, and 
 social marketing campaigns.  

Share the messages with partners and using the messages in collaborative 
activities.  

Finally, remember that the messages can be used with many of our current 
initiatives and incorporated into a variety of materials that promote the same 
behaviors and focus on the same target audience.  For example, some or the 
messages work very well with  SNAP‐Ed  Loving Your Family Feeding Their 
Future resources.  



It is important to consider cultural relevance when using theIt is important to consider cultural relevance when using the 
messages.  They were tested with English speaking Hispanic and 
Non‐Hispanic African American and White audiences. If you plan 
to use the messages with other racial ethnic groups or in other 
languages, conduct additional formative research to ensure that 
th l t d t d d ti ti l tthe messages are relevant, understood and motivational  to 
your audience.

Consider your population their race, ethnicity, background, and 
other characteristics and make adjustments as needed toother characteristics, and make adjustments as needed to 
ensure that the messages are appropriate for them.  For 
example, some segments of the population have religious 
beliefs/practices that preclude serving milk/milk products with 
certain foods at meals.  In such cases you can modify the 
supporting content to offer other suggestions and test them 
with a few moms to make sure they are clear and have the 
intended effect.



There are many ways to apply these messages in nutrition education y y pp y g
programs.  This can be easily done utilizing the unique strengths and 
characteristics of the respective program.  For EFNEP, you have the 
opportunity to provide a series of lesson that are learner centered, 
and that focus on the parent and child relationship with the goal to 
help participants practice and apply what they learn.

As an example, a major challenge for parents of pre‐school children 
is getting them to try new foods.  The role modeling messages are a 
natural fit.  Using the anchor, add, apply, away approach, you could 
incorporate the supporting content – the narrative example along 

h h h b ll d l h d hwith their own experience, the bulleted tips along with ideas that 
they have ‐ and then encourage them to set goals (what and how) 
and report back on their success.

Application of the message could be reinforced by partner 
organizations with whom you work.



The Implementation Guide discusses several ways State andThe Implementation Guide discusses several ways State and 
local WIC agencies can use the FNS Core Nutrition messages 
including incorporating the messages into anticipatory guidance 
for mothers of preschoolers, counseling sessions, nutrition 
education classes, social marketing campaigns and print 

t i l S l St t t ki d t f th lmaterials.  Several States are taking advantage of the role 
modeling messages to support nutrition education efforts 
associated with the provision of cash vouchers for fruits and 
vegetables being provided in new food packages for children.  
For instance Alabama is printing the “They learn from watching 
you…” message on their State food list.  Other State WIC 
Agencies, such as Illinois, have started including the messages as 
part of their staff training.



On the national level, we are sharing information with WICOn the national level, we are sharing information with WIC 
agencies through the WIC Works Resource System and as Judy 
mentioned we will be printing a limited number of the 
“Maximizing the Message…” guidebooks.



We are incorporating the messages into a variety of materials.We are incorporating the messages into a variety of materials.  
This MyPyramid for Preschoolers mini poster includes Pointers 
for Parents on the back which feature core messages and 
supporting content.  It is currently being printed.  WIC is also 
working on developing additional fact sheets that we anticipate 
ill i l dwill include core messages.



The MyPyramid for Preschoolers Web site also features the coreThe MyPyramid for Preschoolers Web site also features the core 
messages and supporting content including this one on role 
modeling



And this one on Cooking/eating together.And this one on Cooking/eating together.



As you have heard from others the core messages are flexibleAs you have heard from others, the core messages are flexible 
and are suitable for multiple communication channels.

They work well with many of the approaches used in  SNAP.

Direct Education

Indirect EducationIndirect Education

Social Marketing                                                                                              

SNAP‐Ed has included the messages in guidance materials and 
has links to the messages on the SNAP‐Ed Connection website. 
The messages work well with other SNAP Ed resources ForThe messages work well with other SNAP‐Ed resources.  For 
example, Helen mentioned the Loving Your Family, Feeding their 
Future resources.



1. Use the messages in conjunction with Healthy cooking1. Use the messages in conjunction with Healthy cooking 
demonstration: Select a low cost recipe from the SNAP‐ED 
recipe data base or the ESPH for Parents web pages, and 
integrate the “Cook together. Eat together. Talk together.  
Make mealtime a family time.” message.  Engage moms in a 
di i b t th d k th t h hdiscussion about the messages and ask them to share how 
they accomplish this in their own family and/or barriers to 
doing so. 

2. Create an interactive bulletin board for display at CACFP , 
YWCA and other locations.YWCA and other locations.  

3. Create articles using the messages and supporting content 
that can be inserted into community newspaper, newsletter, 
parent notices, etc.

4. Pair the messages with compelling photos that tap into4. Pair the messages with compelling photos that tap into 
mothers emotions and use as a trigger to get the discussion 
going with groups of moms. 



Here are a few examples that illustrate these ideas. Keep inHere are a few examples that illustrate these ideas.  Keep in 
mind that we did not test the messages with photos nor did we 
test any of these ideas.  Therefore, it is essential that you get 

feedback from your audience and use 

With the right photo, the message paired with supporting 
content can be a handout to reinforce a session, to promote a 

taste testing or food demo sessions. 



You can pair the messages with a compelling photo that reflectsYou can pair the messages with a compelling photo that reflects 
your target audience.  This example makes an eye catching 
poster or ad for mom/kid cooking class and other events.



This is an example of a visual you can create and use to triggerThis is an example of a visual you can create and use to trigger

discussion. 

For example you could ask moms 

1. Have you ever seen this happen?  

2. What do you think this girl is feeling now?

3. Would you want to find out more about how to address this 
type of problem?

4. What thoughts do you have for helping kids to learn to like 
new foods? 



As Alicia discussed, moms like to hear about how other mothersAs Alicia discussed, moms like to hear about how other mothers 
like them, handle problems.  This example of an interactive 
bulletin board shares the Patience Works Better than Pressure 
and a little of the guidance including in the supporting content.  
It then invites moms to share what has worked for them.  Some 
f th d i b i i t t ith d ti b tof the advice may be inconsistent with recommendations, but 

most moms will be able to figure this out with your support.



We know that many of you are using the core messages or mayWe know that many of you are using the core messages or may 
have ideas and plans for using them in your programs, that 
could be used by others, as well.  So we really want to hear from 
State and local people today.



To facilitate hearing from you with the technology that we are 
using:

•I will ask for examples by program name

•The operator will queue you inThe operator will queue you in

•We’ll only have time to take one or two examples per program, 
so please share using the Q&A feature if you have a great idea 
and are not able to verbally share today.  



We will follow the same process for questions. I will ask forWe will follow the same process for questions.  I will ask for 
questions by region of the country.  We’ll take one question, and 
then move to another region.  We’ll repeat this process as time 
permits.

Again, if you are not able to have your question addressed 
verbally, please use the Q&A function.



FNS tested these messages during development as tools forFNS tested these messages during development as tools for 
expanding and enhancing ongoing education and 
comprehensive, theory‐based intervention.  FNS did formative 
evaluation to make sure the messages are– clear, relevant, etc.  
If you are using the messages with other population groups or in 
th l id d i f th l ti Thi ldother languages consider doing further evaluations.  This could 

be as intercept interviews by which you ask moms to review the 
product and tell you what they got from it to see if they still 
understand the message, or other methods.  Remember to do 
testing if you add pictures to make sure the picture help to get 
the right message across. 

If you are using them as part of a new intervention consider 
doing other types of evaluation.  Think about applying for grants 
to support the evaluation.  Think about what you will do– how 
often, where, what types of intervention design, etc.  



You can enter the core message web pages from any of these 3You can enter the core message web pages from any of these 3 
points on the FNS home page.



The home page provides an overview of messages. See Also –The home page provides an overview of messages.  See Also 
Coming Soon!

Plan to share your strategies with us



This page contains flyers and slides in power point and PDFThis page contains flyers and slides in power point and PDF 
format.  Visit this page often for new resources.



Download the entire guidebook or just the chapters you needDownload the entire guidebook or just the chapters you need 
from this page.



So, what’s next, we have taken a few baby steps toward putting , , y p p g
the messages into practice, and plan to make bigger strives in 
the future. We will

Print and disseminate copies of “Maximizing the Message”

Collect and share practices from the field

Integrate into emerging Program resources

Expand messages and supporting content

DFR

Whole Grains

Supporting content for other messages

Solicit your help 



We need your assistance.We need your assistance. 

Help to get the word out by 

 disseminating the flyer mentioned in presentation

 putting a link your Web‐site to the Core Messages web pages 

Sharing the messages with and inform stakeholders/partners

Integrate the messages in program materials and interventions

Share Practice–based applications
Let us know about successful efforts
 Share copies and electronic examples 

Help us get the word out 
This will promote replication of ideas‐rather than duplication‐
and spur new idea or modifications of current ones for otherand spur new idea or modifications of current ones for other 
population groups.



I want to acknowledge and thank Art Pridemore for assistingI want to acknowledge and thank Art Pridemore for assisting 
with the technology elements of this webinar.  

Also we thank each of you for joining us and sharing your 
thoughts and questions in this joint agency webinar.

A few final items to share:

1. Please provide feedback on the webinar.  Your comments are 
important and will be used to improve future webinars.

2 Please send a report to Judy regarding the number of2. Please send a report to Judy regarding the number of 
attendees by program.  We do not need names of attendees.

5. If you need Certificates of Completion for (RDs) please click 
the CEU button on this web page.

3 Remember to share how you are using the messages so that3. Remember to share how you are using the messages so that 
others can benefit from your experience. 

4. FNS would love to get photos you own that work well with 
the messages and materials you have developed that use the 
messages.




