Privacy Act Statement
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Consent Form 
If “I Do Not Agree” is selected, the participant is taken to Closing on the last page.
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OMB Burden Statement
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Welcome
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Questions 1 & 2
If “State” is selected...
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If “Local” is selected...
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Question 3
[image: ]
[image: ]

Question 5
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Question 6
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Question 7
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Section 2 – CAMPAIGN ADOPTION/ADAPTATION/INTEGRATION (FOR WIC STATE AGENCIES ONLY)
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Question 27
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Question 29
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SECTION 5: ADDITIONAL SHARING OF EXPERIENCES  
Question 30 & 31
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Closing
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image4.png
WELCOME

Thank you for taking the time to complete this needs assessment survey to help inform the
development and execution of the WIC Outreach Campaign (the Campaign). The WIC
Outreach Campaign (Campaign) is a national effort by the Food and Nutrition Service (FNS)
of the U.S. Department of Agriculture (USDA) to increase awareness about the Special
Supplemental Nutrition Program for Women, Infants, and Children (WIC) among all who are
eligible

Throughout the needs assessment, when we refer to the Campaign, we are talking about
this FNS-led effort, rather than other campaigns that may already be available.

As you work for a WIC State or local agency, your input is critical to the successful
development and implementation of the Campaign, which aims to support the invaluable
work you are doing to reach individuals and families about the benefits and support that WIC
provides.

The purpose of this needs assessment is to gain a better understanding of your current
communication and outreach activities and needs. This will help us leam how the Campaign
and its resources, trainings, and other tools can help you build on your existing efforts. We.
appreciate your open and honest feedback. Any information collected will be safeguarded
and will be used only by persons engaged in and for the purpose of the study, except as
otherwise required by faw.

Only one individual may complete the needs assessment on behalf of your agency.
However. as the respondent, you may gather input from others based on the questions that
are asked. The needs assessment survey will allow you to save your progress as you reach
out to the appropriate individual(s) for needed information, and then come back and answer
the question(s).
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To learn more about this needs assessment and the Campaign, please see the “About the
Needs Assessment” document that you received with the needs assessment invitation
Questions can also be sent to the WIC Outreach Campaign Technical Assistance email
WICCampaignTA@Mi360.0rg

Thank you so much for your continued commitment to serving WIC families and for
contributing your critical perspective to this initiative! Your insights and expertise are integral
to the success of the Campaign, and your feedback will be used to shape our understanding

of your community’s needs and tailor the Campaign strategies.

We know your time is valuable, and we appreciate you completing this needs assessment
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GENERAL INFORMATION AND CURRENT PRACTICES

What is your agency type?

What is the name of your agency?
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GENERAL INFORMATION AND CURRENT PRACTICES

What is your agency type?

What is the name of your agency?
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10 th past 2 monihs, hichouteschsategies i your agency se o spread he word
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image9.png
We recognize that time for outreach is imited. In the past 12 months, did your WIC agency
focus your outreach on any of the following specific audiences? Select al that apply.

O

Breasticeding women

Postpartum women

Pregnant women

Unhoused ortransient populations

Rural populations

Immigrant, migrant, o refugee populations

Adolescents

Moms

Dacs

Grandparents.

HispaniciLatino populations

BlackiAfrican American populations

‘American Indian/Alaska Native populations

‘AsianNative Hawallan/PacfcIsander populatons

Single parents.

Foster parents

Spanish-speaking populatons.

Limited English proficiency popuations

O0O0D0O0ODO0ODO0O0DO0OO0ODOO0OO0OOO0OO0OO0OaOo

Other (please specy)

(0] Our sgency i not focus outresch on any specic aucences.

O 1dontknow.
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In the past 12 months, what languages has your agency conducted outreach in (other than
Engiish)? Select al that apply.

0 rstic

O Bumese

a

Chinese

Dari

FrenchiCreole

Korean

Nepali

Pashio

Portuguese

Somal

Spanish

Swahi

Vitnamese:

000000 O0OO0OO0O0oao

Other (please specy)

0] ur agency only conductd outreach i Engiish

0 1 cont ko




image11.png
In the past 12 months, which methods did your agency use to monitor the progress of your
outreach activities? Select all that apply.

O
o

O
O
o
O
O
o

Difectfeedback from participants (e.. via surveys or focus groups)

Directfeedback fom ofher agencies or rganizafions (e g, Via surveys or 0cus Groups)

Google Analyics or other website metrics (¢.g., vists, unique vistors, icks)

Social media melric (¢.g. likes, vews, shares)

Number o newy enrolledparticipants

Paricpant reertion melrics

Number of eigiiity inquis by phone, emal oiin forms, fc.

Other (please specy)

Our agency did not montorthe progress of ulreach programs.

1 don't know.
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What is the source of the outreach materials (e.g., logos and other graphics, paid ads,
pamphlets, videos that you show in your clinics, advertisements) that you are currently using
to spread the word about your program? Select all that apply.

0] Materilsdeveloped in-house by my agency

[ Mateias developed by an extemal vendor or orgarizafion Piease specify

[ Other (please speciy)

03 ur agency does not us outreach mateils.

0 1 cont ko

BACK h— 100% NEXT
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CAMPAIGN ADOPTION/ADAPTATIONINTEGRATION (FOR WIC STATE AGENCIES
ONLY)

Click "Next” to continue.
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What potential Campaign items might you be interested in using i they were made available
10 you (sither via ree download o fres print order from USDA)? Select allthat apply.

(] it ls for bilboard ads, bus ads, socialmedia ads, prnt ads
(] Press refeases orartces

(] it s (o9, brochures, wallet cards,fact sheets, handous, and posters)forlocal printing
(] Recorded webinarsraining sessions on how 1 use the Campaign maerials

(0] Socialmedia messaging, ‘ready o go” posts,imagery andiorother content and templates

(O Materials andior messages for sharing with WIC eligibles and participants.

(] Materials andior messages forsharing withhealth care providers

(] Materials andor messages forsharing with pariners

(] Anational WIC Program logo (1t can be customized with your Agency name f desied)

(0] Sample messages and alking poins about the Campaign

(] Healt ar or cther commurity event tookts

] Mulingualresources

0 Proto rary (with brand new imagery)

(0] Video irary (vt brand new vido content)

(] Websit contentinclucing foos e the WG PreScrening Too, an applictin, ornterst form

) Other (please specity)

(] Our agency i not nterested n any Campaign fems.

O 1 dont know.
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'You indicated that you might be interested in using multilingual resources if they were made
available to you, what languages (in addiion to Spanish) would be most helpiul to your
agency? Select al that appy.

0 aravic

[ Bumese

[ chinese
Dar
FrenchiCreole
Korean
Nepai

Pashio

Somai
Swahi
Vitnamese:

o
o
(m)
o
o
[0 Portuguese
o
o
(m)
o

Other (please specy)





image16.png
How likely is it that your agency would adoptiuse some or all of the WIC Outreach Campaign
materials i you were provided a ready-{o-go toolkit with the new WIC program logo, branding
guidelines, media assets, and other resources/support 2-3 months ahead of ime?

O verythely

O somewhatkely
O Somewhat unikely
O Veryunikely

O 1dont know.
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What challenges (e.g. capacity, experience, siructuraloperationl, technical, financial,
programmatic) to using/implementing new materials provided by USDA do you expect? If
‘your program does ot anticipate any challenges, type ‘None’ in the text box below:
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What time(s) of the day are most convenient for you to attend live virtual Campaign
information, training, or technical assistance sessions hosted by the USDA contractor?

PleESEOIEBIES BN ERSEMIE. Select ol hat 2pply
0 00 am-1200pm ET
O 100pm-400 pm ET
O 500pm-500pm ET

0 Other (pease specity)
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What day(s) of the week are most convenient for you to attend live virtual Campaign
information, training, or technical assistance sessions hosted by the USDA contractor?
Select al that apply.

[0 Monday
[ Tuesday
[ Wednesday
O Thursday
O Fricay

0] Otver (please speciy)
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1f USDA buit a Campaign-related webpage to direct eligible individuals who ive within your
agency's service area to your agency(ies), what information would you want o be provided
10 them?

Order the following from highest to lowest preference by sliding each response option up or
down the st Position #1 refers to the most preferred option and #10 refers to the least
preferred information

State agency website

State agency phone number

State agency online appication

State agency cinic locator

Local agency physical address

Local agency website

Local agency phone number

Local agency oniine appiication

Incividual ciniisite phone number

Incividual cinicisite physical ddress
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To inform our planning for @ Program locator ool for connecting eligible individuals to WIC
‘State and/or local agency contact information, can you tell us how contact information for
your agencies is managed?

[0 1na spreadshest (2. a Microson Exce)
[ 1na document e a Microsoft Werd)

([ 1na database or ther software Please speciy

[ Other (please speciy)

O 1dontknow.

—— e
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WAYS TO REACH AND ENGAGE AUDIENCES

Which mediainews-elated resources or training would help your agency advance or expand
the work you are already doing? Select al that apply.

(0] Tracking activities and sharing results:
(] Seting a budget for localad development or lacement

] Greating or modifing graphicsimedia s

] dentiing adverising opportunite tha reach WIC-cligibl groups

(0] oring contet forcuural dversty

(] Negotiating or securinglocal a lacements

(] Choosing social media to place ads on

[0 dentifying appropriate mediainews outiets (9., radio and television channels)
0] Creating o taforing messages forlocal ads

(] Gonnecting with media outets or ofher reated organzations

([ Gresting audience-speciic (.., pregnant vomen efigibiefor WC) conent o share vith
mediainews oulets

(0] ientying and engaging with spokespeoplefuencers

O ther (pease speciy)

0] Mo resources orraning on medianewseated fpics wouid be hlpul

O 1 dont koo
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‘The Campaign will offer paid advertising-related training that could help your agency
‘advance or expand the outreach work you are already doing, Which of the following trainings
would be helpful? Select al that apply.

(0 Testing ocalad versions (A1 tesing) and optimization

(] Tracking paid media activities andreporting success

[ Overview of difterent paid ad types and assels required

0 Ptanning orcal paid adverising (lacement selecion, media buying, fiming)

[ Other (please speciy)

0 No'aining on paid acvertsing-relate topics would b helpl.

O 1dontknow.
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What Campaign resources would most help your agency advance or expand the work you
are already doing? Select all that apply.

0] How Wi Heps
[ YouTube video ads

[ us wraps

(] Cards for doctors ofices

[ siboard ads

O Business cards

[ Factsheets

[ Web bamners

(] Onine ads (e, websie display ads, bamners)
[ Television acs

[ PowerPoint tempiates

[ Posters

[ Ratioads

(] Newspaper ads

[ Transitacs

) Other (please specity)

(] None of these would be helptl

O 1 dont know.
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Which of the following best describes how social media channels are managed at your
agency?

O My G agency has s aun social etk channels, and agency staff are bl o directy ost o
them.

O My WG ageney does not have s ovn sosal media channels

O My WG agency has s avn social e channels,but agency St are notaie o diecty post
tothem

O oter (pease speciy)

O 1aontinon

0%
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Inthe past 12 months, which social media channels has your agency used to engage WIC
participants or individuals who are elgible for WIC? Select al that apply.

O instagram
[0 Facebook

O snapehat
0 wnatsapp
O x it
O YouTupe
O Linkedin

[ Otner (please specity)

0 1 cont ko
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‘Which social media-related resources or training would help your agency advance or
‘expand the work you are already doing? Select all that apply.

] dentiing or prorizing auciences you want o reach
(] Buiing foloers and bosting engagement

[0 Usingicreatin video content

(0] Scheduing or planning iming for st

(] atoing content for seasonal themes, hiday,or bservances
(0] Tracking activities and showing success

] Creating o taoring messages

[ creating or moditying graphics

) Leaming how to place social media ads

(] Partnering vithlocal rganizations to co-create conent

] Repurposing content across channels

) Other (please specity)

(] Noresources o training onsocial mediarlated foics wouk be hepll

O 1 cont knone
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Resources or training on which of the following social media sites would be helpful for your
agency to advance or expand the work you are already doing? Select all hat apply.

[ istagram
[ Facebook
[ snapehat
0 wnatsapp
O x rwiten
O YouTube.

O Linkedin

0] Otver (please speciy)

O 1 cont ko





image29.png
Which website-related resources or training would help your agency advance or expand the
work you are already doing? Select all that apply.

[ Partcipant eferal form or pariners, healthcare providers, etc.
[0 Adding mutiingual websit cortent
(0 Adding an oniine appiecation o inerest fom fo program envalment

() Adding vidgets or synicated content(reaciy sharabie contentwit code that you can copy and
paste fembed) info o your websie code

0] Adding Campeign-eated artces, images, el

O Adding tools fike the WIC PreScreening Toal or a clinic locator tool

([ Matking yourwebsite more mabie-fendlymabie-responsive

([ increasing the viibity ofyour websie in search engines

[0 Tracking aciviy and coliecing data on your website to provide program insighis

(£ morovingth ncusityof your websie conten e, divers# of mages,cutural sensiiy) of
Yot websie confent

[0 mproving the accessibity of your website contet

[0 Otner (please specity)

(0] Noresoutcesortraining on webste.rlaed fopics wol be helpl

1 1 dontiknon:
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Which texting-related resources or training would help your agency advance or expand the
work you are already doing? Select all that apply.

O setting up textto-apply

[0 Stating or enhancing a one-way texing program
0 staring or enancing a -y texing program
[ Greatingor taloring text messages

0 Adding mutiingualfexing content

(0 Tracking actvties an showing success

(£ Connectng texting o othr outreach actviies (e, adding a fexting odelnumber o
promofional fyers or social media posts)

0] ncorporatng Campsign cotent o fxt messages

[ Other (please speciy)

(o resources o traning on textingelted fopics would be helpt

O 1dontknow.




image31.png
'Which outreach/communication-related resources or training be helpful for your agency to
‘advance or expand the work you are already doing? Select al that apply.

] Gonnecting with onineorin-person peer groups (2.9, parenting groups)

(] Creatng a code and number tofext fr information/applying for senvices

(] Enhancing the use of a code and number tofet fr information/applying orsenvices
0] Creatinglusing QR codes fo information/applying for services

] Planning community events orfining community events fo partcipate in

(0] Strenginering word-ofmouh rferals

0] Collecing reviewsfestmoriais

) Other (please specity)

(] Noresources r taining onauleachicommuricaio fopics wou be hlpil

O 1 cont knone
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Which types of agencies or organizations does your agency frequently partner with to share
information about your program and reach your audiences? Select all that apply.

[0 i care providers or cenlers

O Community heath centers

O Community heath workers

Food barks or panties

Food retailersigrocery storesimarkets

Recreaton centers (g, irares,city communty ceners, parks, YHCA)
‘Gorporatons (.9, large naionalcompanies, such as oline relaers)

Heaih care providers

Poicy or civic organizaons

Local businesses (e, brick and mrtar”businesses sening 2 ocal populaton)
Local spors teams

Fait-based organizations

Women's and family servis organizations

Schools

Media and entetainment (2.5, localcelebie, eevision netviorks, and online entetainment)
Other community-based orgarizations

Other govemment agencies (e.g., SNAP, Medicaid)

0000000 O0ODO0ODO0O0OO0OO0O0OaO0

Other (please specy)

(0] Our agency does not parine vith ol ogarizaton f share information about our rogram.

0 1 cont ko





image33.png
How does your agency share information about your program with other organizations in the
community? Select al that apply.

[ Paricipation in communy events and fairs:
[0 Using search engines (e.. Google, Bing, Yahoo)
Local networking or usiness associatons
Direct utreach and communication

O
[m]
O Receiving participant referrals from existing partners
[ sociaimedia
[m]

Other (please specy)

0 1 cont ko





image34.png
Carefully selected external partners offer the ability to reach and engage Campaign
Audiences — extending, amplitying, and reinforcing Campaign messages through trusted
voices. Which parinership-elated resources or training would help your agency advance o
‘expand the work you are already doing? Select all that apply.

(] Develoging efecive parier communicaton and outreach siategies
] Keeping patners engaged

[ ientying and proizing pariners

[ Estabishing new patnersnips

(] Promoting nclusivy across parinerships

] Gaining buyin and planning partnerships

(] Groving and expanding existng parinrships

[0 Communicating parinership benefts to pariners

(] Working with health careprovides and commurity healthworker organizations
(] Assessing partnership success and impact

O ther (pease speciy)

O3 No resources or training on parinership-related topics would be helpful.

O 1 dont koo




image35.png
Partners wil be critical for conducting tailored, audience-centric outreach to reach key
audiences as well as engaging health care providers and community health workers to
promote referals. What types of partnerships do you think the Campaign could establish at
the national level o increase awareness of and enrollment in WIC? Select allthat apply.

0] Prvatesectorbusinesses (o9, largereaiers vith oca tores)

([ Other govemment agencies and programs (e.0. SNAP, Medicad) Please speci f youhave

recommendatons:

0 Publichealth and healthcare rganzations (9. national assosatons of health care providers)

[ Mo and et rganztons (. e neons cienisanne
entertanment)

[0 Sports and recreaton orgarizations (e 9., major league spors)

([ Health nsurance comparies

[ Nationa aih-based organizations (e 9., efgious leadership and chariy organizatons)

(£ Nationa communiy-based arganizatons (e, nonprof focused an chid care, chid and famiy

wellbeing, ood securty research). Please specy ifyou have recommendations:

National education insttufions and nonprofis (e.g., early chidhood education programs,
community education,relevant higher education nstufons)

a

[ Other (please speciy)

(0] Mo partnershipsat the naionllvelwou be helpfl

0 1 cont ko

BACK — =





image36.png
ADDITIONAL SHARING OF EXPERIENCES

What additional information would you like to share about your experiences, preferences,
needs, etc. around the Campaign and ifs resources, rainings, and tools? If your program
does not have additionl information to share, type ‘None" in the fext box below.

Would you be interested in sharing additional information about experiences in your agency
‘and needs ffom the Campaign in an interview, small group sefting, or peer-to-peer learning
‘opportunity? This could include promising practices, success stories, and growih
‘opportunites

Oves
Ono

100%

oo ] -
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cLosING,

Thank you fortaking the ime to share your thoughts. Your input s incredibly valuable fo help

inform the Campaign and support the fulure of WIC and the familes  serves. Thank you for
your continued commitment 0 the WIC program and for all you do 1o supporl WIC famifes. If
you have adiional feedback {0 share on the Campaign. please send us an e-mail at-
WICCampaignTA@Mi360 org.

o
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PRIVACY ACT STATEMENT

Legal Authority: USDA s authorized to collect this information under 42 USC 126510 (b)
(13), (14), and (c)(11).

Purpose: This information will be used to identify 1) State and local agency outreach and
communication capaciy, activities, and needs to inform the development and execution of
the WIC Outreach Campaign (the Campaign), and 2) approaches to engaging and
supporting State and local agencies in the Campaign, including training and technical
assistance (TA).

Routine Use: Information may be disclosed for any use permitied under law. Information will
only be used in aggregate without personally identifiable information, and is thus not subject
10 the Privacy Act.

Disclosure: All information collected wil be collected privately and only reported
‘anonymously, without any association with your information or personal nformation. Any
information which would permitidentfication of the individual wil be safeguarded and will be
used only by persons engaged in and for the purpose of the study, except as othervise
required by law.

Participation in this research s voluntary and there are no penaltes for refusing to answer
any question. However, your cooperation in obtaining this much needed information is
extremely important n order to ensure the completeness of the results.
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CONSENT FORM

You are being invited to participate in a research study on behalf of the United States
Department of Agriculture (USDA) Food and Nutrition Service to inform a National Outreach
Campaign. If you agree to take part in this study, you will be asked to complete an online
needs assessment survey. This needs assessment will take you approximately 25 minutes.
to complete

You may not directly benefit from this research: however, we hope that your participation in
the study may help the Food and Nutrition Service determine how to best communicate with
the general public about specific programs.

You agree to ask questions about the study if you don't understand something. If you have
questions once the study is over, you can contact: WICCampaignTA@hi360.org

IAgiee 1Do Not Agree

(¢] (¢]
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OMB BURDEN STATEMENT

This information s being collected to assist the Food and Nutrition Service in developing a
National Outreach Campaign to increase awareness of the health and nutrition benefits
associated with specific programs. This is a voluntary collection and FNS will use the
information to meet the needs and understand the mindsets of current program participants,
as well as those individuals who are eligible but do not participate. This collection does not
request any personally identifiable information under the Privacy Act of 1974. According to
the Paperwork Reduction Act of 1995, an agency may not conduct or sponsor, and a person
is not required to respond to, a collection of information unless it displays a valid OMB
control number. The valid OMB control number for this information collection is 0584-0611
The time required to complete this information collection is estimated to average 30 minutes.
per response. including the time for reviewing instructions, the Privacy Act Statement,
Consent Form, searching existing data sources, gathering and maintaining the data needed

and completing and reviewing the collection of information. Send comments regarding this
burden estimate or any other aspect of this collection of information, including suggestions
for reducing this burden, to: U.S. Department of Agriculture, Food and Nutrition Service.
Office of Policy Support, 1320 Braddock Place, 5th Floor, Alexandria, VA 22306 ATTN: PRA
584-0611). Do not retumn the completed form to this address

To continue, click NEXT.





