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Introduction and Overview  


 


 


Purpose 


The purpose of the Louisiana Women, Infants, and Children Program’s (WIC) 


community engagement plan (the plan) is to increase the percentage of WIC participants 


who engage in the desired behavior of breastfeeding.   


 


The first step in creating the community engagement plan is completing the audience 


analysis.  The audience analysis provides a deep understanding of: 


 WIC participants 


 Their needs and interests relative to breastfeeding, nutrition, and obesity prevention 


 Related obstacles and opportunities 


 


The audience analysis informs the strategies of the community engagement plan.  The 


community engagement plan identifies specific target markets and strategies to engage 


those markets in the desired behavior. 


 


Methodology 


 The audience analysis is informed by: 


 Phone interviews with 12 staff members and 16 external partners and content area 


experts (N = 28) 


 Site visits and onsite observation in nine WIC clinic facilities in four regions 


(Regions 1, 2, 7, and 8); visits included observation time in waiting areas, 


observation of four certifications, three education classes, one postpartum day, 


and one baby shower 


 In-person interviews/ conversations with over 20 frontline WIC staff members 


and approximately 35-45 WIC participants 


 The analysis is also informed by a review of Louisiana WIC materials and data, 


extensive secondary research, and Nonprofit Impact’s experience working with public 


health programs nationwide and completing many similar audience and market 


analyses 
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Frameworks  


 


 


The Socio-Ecological Model 


The socio-ecological model considers public health issues at five levels: 


 Individual 


 Interpersonal 


 Organizational 


 Community 


 Policy/ Environment 


 


 


Surgeon General’s Call to Action 


Mirroring the multiple levels of the socio-ecological model, the Call to Action identifies 


five levels where change is needed to support breastfeeding: 


 Mothers and their Families 


 Health Care 


 Employment 


 Research and Surveillance 


 Public Health 


 


Healthy People 2020 Breastfeeding Goals 


Objective Baseline 2020 Target 


Increase the proportion of infants who are breastfed: (2006 births)  


     Ever 74.0% 81.9% 


     At six months 43.5% 60.6% 


     At one year 22.7% 34.1% 


     Exclusively through three months 33.6% 46.2% 


     Exclusively through six months 14.1% 25.5% 


Increase the proportion of employers that have worksite lactation 


support programs 
25.0% (2009) 38.0% 


Reduce the proportion of breastfed newborns who receive 


formula supplementation within the first two days of life 


24.2% 


(2006 births) 
14.2% 


Increase the proportion of live births that occur in facilities that 


provide recommended care for lactating mothers and their babies 
2.9% (2009) 8.1% 
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Audience Analysis – Current Situation 


 


Trends 


 WIC participation down nationwide and in Louisiana 


 In FY 2012, 8.9 million WIC participants nationwide (slightly less than FY 2011) 


 USDA’s increase in food assistance expenditures is slowing across all programs 


(up 3% in FY 2012; the slowest rate of increase since FY 2007) 


 In Louisiana, participation fell by 6.72% between FY 2010 and FY 2012 


 


 Decline in U.S. birth rates (source: Population Reference Bureau) 


 Total fertility rate declined from 2.0 births per woman (2009) to 1.9 (2010) 


 Historically, the effects of economic recession on fertility rates last 2-5 years 


 Fertility rates of Hispanic and African American women have declined steadily 


over the past 20 years (from 3.0 and 2.5 respectively (1990) to 2.4 and 2.0 (2010)) 


 


 Increase in promotion of breastfeeding nationwide 


 Surgeon General’s Call to Action 


 The Healthy, Hunger-Free Kids Act of 2010 


 Baby-friendly hospital and similar efforts 


 Affordable Care Act 


 Requires health plans cover breastfeeding support and supplies without co-pay  


 National WIC focus on breastfeeding  


 WIC efforts have served to increase the percentage of WIC infants reported as 


breastfed 1.5% from FY 2010 to FY 2011 nationwide (0.8% full; 0.6% 


partial) 


 In the Southeast region, WIC infants reported as breastfed increased from 


20.0% to 23.5% during the same time period 


 


 Disparities persist   


 Louisiana’s breastfeeding rates are the second lowest in the U.S. (53.5% infants 


ever breastfed) (Source: Kaiser Family Foundation; 2010 Breastfeeding Report Card) 


 Within WIC, the Southeast region’s rate of 23.5% falls below U.S. rate of 28.2% 


 Louisiana WIC’s mean rate is second lowest: 7.9% (3.1% full; 4.9% partial) 
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Prevalence of Breastfeeding (Source: CDC; National Immunization Survey, 2004 – 2008) 


Characteristic # 
United States Louisiana 


Initiation 6 Mo. 12 Mo. # Initiation 6 Mo. 12 Mo. 


Total 100,930 73.4  41.7  21.0      


Race/Ethnicity (child) 


Hispanic 21,159 80.4  45.1 24.0  156 58.4 22.4 9.8 


White, non-Hispanic 57,891 74.3 43.2  21.4  1,290 59.8 24.4 10.9 


Black, non-Hispanic 11,476 54.4  26.6  11.7  556 31.8 13.6 3.8 


American Indian/Alaska Native 3,359 69.8  37.1  19.4      


Asian or Pacific Islander 6,683 80.9  52.4  29.7      


Recipient of WIC 


Yes 43,730 66.1 32.7  16.5      


No (but eligible) 4,924 76.5  50.4  30.1     


No (not eligible) 47,497 82.2  51.7 25.5      


Mother's education 


<High school diploma or GED 11,889 66.2  35.9  19.9      


High school diploma or GED 21,372 65.2  31.7  15.7      


Some college 23,792 74.8  40.5 19.7     


College graduate 43,877 85.4 56.5 28.6     


Mother's age (yrs) 


<20 2,188 53.0 19.3  8.1     


20-29 36,304 69.0 33.8 16.2     


≥30 62,438 77.5 48.5 25.4     


  







 


Louisiana WIC Program                                                                                                                 Nonprofit Impact  


Audience Analysis                                                                                         May, 2013     5 


Louisiana WIC Overview 


 Provides supplemental foods, healthcare referrals, and nutrition education for low-


income pregnant, breastfeeding, and non-breastfeeding postpartum women, and to 


infants and children up to age five who are found to be at nutritional risk (Source: 


USDA) 


 106 WIC clinics operate in Louisiana: 66 health unit sites; 40 contracted sites 


 


Program Participation 


Participation FY 2008 FY 2009 FY 2010 FY 2011 FY 2012 


Total  141,704 148,747 155,619 150,051 145,346 


# Change  +7,043 +6,872 -5,568 -4,705 


% Change  +4.97% +4.62% -3.58% -3.14% 


 WIC participation down in last two years 


 Mirrors declines in birthrate and WIC participation nationwide 


 Frontline staff report an increase in lower middle class participants who often enter 


WIC following a layoff and leave the program once they secure new employment 


 


Program Participation During Pregnancy and Breastfeeding Initiation by Region 


Region 


# with WIC 


food while 


pregnant 


# Births 


(total) 


% with WIC 


food while 


pregnant 


# WIC BF 


at 


discharge 


% WIC BF 


at 


discharge 


Region 1 5,495 11,110 49.46% 2,752 50.08% 


Region 2 3,518 8,946 39.32% 1,381 39.26% 


Region 3 2,896 5,385 53.78% 999 34.50% 


Region 4 4,748 8,161 58.18% 1,849 38.94% 


Region 5 2,396 3,955 60.58% 1,294 54.01% 


Region 6 2,600 4,259 61.05% 1,274 49.00% 


Region 7 3,878 7,858 49.35% 1,412 36.41% 


Region 8 2,792 4,913 56.83% 6,15 22.03% 


Region 9 3,547 6,893 51.46% 1,989 56.08% 


LA 31,970 61,480 52.00% 13,565 42.43% 
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Structure  


 WIC state office is located within the Center of Preventative Health 


 Receives funding from USDA and reports statewide data 


 Houses finance and vendor operations, contracts management, clinical programs 


and training, CSFP, and information/ data management 


 Peer counselor program is housed at state level 


 Contracted clinical sites are sponsored by a variety of different types of organizations 


 Some are “free standing” and others connected to an FQHC or hospital 


 Clinic directors usually have direct supervisory authority over their staff 


 Contracted sites overseen by regional nutritionists 


 WIC clinics located in public health unit sites are more complex 


 Some staff are state employees and some are parish-paid 


 Nursing staff who deliver WIC services are overseen by nursing supervisors 


 Clerical staff are overseen by clerical supervisors 


 “WIC staff” – health educators, nutritionists, etc. – typically overseen by regional 


nutritionist 


 Some staff are contracted through AHEC – this model will be expanding beyond 


Region 1 in the next year 


 


Staffing Pressure 


 A cut in Medicaid spending resulted in a decision to close and consolidate some 


health units 


 This has led to layoffs, early retirements, and staff reductions by attrition across all 


regions; reducing staffing for WIC and other programs offered at health units 


 2013 USDA grant award reflects some significant reductions, limiting options 


 Decline in program participation is outstripped by staffing reductions 


 


Others in Breastfeeding Promotion (State-Level) 


 Louisiana Breastfeeding Coalition 


 Steering Committee includes state WIC Breastfeeding Coordinator 


 Louisiana Lactation Consultant Association 


 Reports 92 IBCLCs in the state (2008) 


 Maternal Child Health Coalition 


 Transition is in process; coalition is being dissolved 


 Louisiana Perinatal/MCH Foundation will continue its educational mission 
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 The GIFT 


 Quality improvement and certification program for Louisiana birthing facilities 


 A program of the Maternal Child Health Program 


 23 "GIFT Certified" birthing facilities in the state (out of 58) 


 Nine interested in baby-friendly designation; effort to align GIFT and baby-


friendly 


 La Leche League of Alabama, Mississippi, and Louisiana 


 12 volunteer-led groups in Louisiana 


 Louisiana Public Health Institute (LPHI) 


 Houses a Maternal and Child Health Program 


 Bayou Health plan providers 


 Community Health Solutions: offers Baby Solutions Maternity Program with 


maternity nurse educator and text4baby support 


 LaCare: offers Bright Start Program with LaCare manager making monthly 


support calls, transportation assistances, education, etc. 


 Louisiana Healthcare Connections: access to Start Smart for Your Baby Program 


(online information source) 


 


Maternity Practices in Infant Nutrition and Care in Louisiana (2011) 


 Only 16% of facilities adhere to guidelines against routine supplementation 


 Only 24% of facilities have comprehensive breastfeeding policies in place 


 Only 16% of facilities offer discharge care including a phone call, opportunity for 


follow-up visit, and referral to community support 


 Only 20% of facilities report that most healthy full-term babies remain with their 


mothers for at least 23 hours/ day throughout hospital stay 


 Two percent of breastfeeding patients received home visits vs. 18.7% national 


average 


 About one half (49%) of breastfeeding patients were given discharge packets 


containing product marketing infant formula samples 


  



http://www.louisiana.chsamerica.com/

http://www.lacarelouisiana.com/

http://www.louisianahealthconnect.com/
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Audience Analysis – Findings 


 


(From interviews, approximate frequency order, segment differences noted.) 


 


Describe WIC 


 A (supplemental) nutrition program 


 In terms of who is served 


 “We provide…” (staff) 


 Connect WIC to larger health outcomes (e.g., getting a healthy start) 


 As an education program or providing educational services 


 Promoters of breastfeeding 


 


What is known about the issues and concerns of WIC participants? 


 Providing best care possible for baby (staff) 


 Baby being too small/ underweight (staff) 


 Violence (in community and domestic violence) (external) 


 Economic concerns (external) 


 


Where do WIC moms get their information? (staff) 


 Get them in, get them out (no time for classes/ education) 


 Comments about passing out the breastfeeding information bags 


 Family members 


 Doctor 


 


What other organizations, agencies, or services do they access? (staff) 


 SNAP/ Medicaid 


 Headstart 


 Hospitals 


 Community-based organizations 


 


What does WIC offer that is distinct or unique?  


 Food supplement is customized to meet needs of moms and children 


 Vouchers 


 Source of formula 


 Education/ one-on-one interaction 


 Peer counselor program (external) 
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How would WIC participants describe the role WIC plays for them? 


 Supplemental nutrition for kids/ vouchers/ formula 


 


What obstacles/ challenges hinder women from breastfeeding? (external) 


 Breastfeeding goes against cultural norms 


 Emphasizing African American community 


 Lack of family support 


 Lone ranger 


 Doctors, hospitals that aren’t on board 


 Insufficient culturally-appropriate messages and messengers 


 Belief that baby can’t survive on just breast milk 


 Other misconceptions (pain; breasts seen as only sexual) 


 


What works? 


 Consistency of effort (both within WIC and across the system) (staff) 


 Peer counselors; support group; mom-to-mom connections 


 Cultivating community-level buy in 


 Being where the moms are 


 Working with other community agencies 


 Not planning everything else without engaging your audiences 


 Selling the father on the benefits of breastfeeding (external) 


 Getting the healthcare professionals on board (external) 


 


What must WIC do?  


 Address the misperceptions; challenge cultural norms  


 Extra food is not an incentive  


 Increase staffing levels in clinics and ensure accountability (staff) 


 Get the medical community on board 


 More education (one-on-one; pre-natal)  


 Be where they are – social media, in the community (i.e., not just in clinics) 


 Heighten the visibility of breastfeeding  


 


Who MUST be involved? 


 Doctors, healthcare providers, hospitals  


 We need more staff (staff) 


 Social media (external) 
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Misc. Advice (external) 


 Brochures don’t equal education 


 Take into consideration the lifestyle of the participant (poverty, violence, 


transportation difficulties, etc.) 


 Make it easy to find my local WIC contacts 


 Pay attention to initiation and retention 


 The average WIC client will be back at WIC in the future – they may not breastfeed 


the current baby, but you can still plant a seed 


 Create “consumer demand” for best practices in the hospital 


 Continuity of care between the hospitals and WIC is crucial 


 


Misc. Issues (external) 


 Access to pumps is a challenge in some areas 


 Wait time in clinics 


 It takes longer to process a breastfeeding mom (staff) 


 Wait time for certification appointment (postpartum) 


 Need to coordinate services (WIC offers a pump, some hospitals do, now Bayou 


health plans, etc.) 


 In parts of the state, hospitals don’t have anywhere in the community to refer  
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Audience Analysis – Markets 


 


Total Potential Market (2012 Census) 


Reg. Total Pop. Pop. Women 15-44 As % of Total Pop. Med. Age of Women 


1 868,482 101,600 11.7% 36.3 


2 672,285 145,002 21.6% 39.0 


3 404,806 110,996 27.4% 37.8 


4 591,787 72,864 12.3% 38.0 


5 294,447 135,530 46.0% 39.0 


6 310,526 75,599 24.3% 38.7 


7 550,841 109,783 19.9% 40.0 


8 356,142 72,540 20.4% 39.5 


9 552,577 108,165 19.6% 38.5 


LA 4,601,893 932,079 20.3% 38.5 


 The largest potential market could be defined as all women of child-bearing age in the 


state of Louisiana (932,079 women aged 15-44) 


 This market is distributed in different proportions around the state, notably: 


 More than double the % of total population in Region 5 than average (women of 


child-bearing age and children under the age of five = 61.9% of total population) 


 A larger % of total population in Regions 3 and 6 than average 


 A smaller % of total population in Region 1 than average 


 


Demographic Comparison 


Statistic Region 1 Region 2 Region 7 Region 8 LA 


Avg. Weekly Salary (Q1 2012) $987 $869 $709 $563 $836 


Income at/ below FPL (06-10) 16.8% 16.9% 22.2% 26.1% 19.1% 


Education BA or higher (06-10) 17.6% 17.5% 15.6% 14.2% 15.4% 


High school or higher (06-10) 79.6% 78.1% 79.2% 75.1% 77.6% 


Total population (2010) 835,320 663,255 544,249 355,761 4,533,372 


    White 51.3% 53.8% 57.2% 59.9% 64.3% 


    Black/ African American 39.7% 41.2% 38.2% 37.3% 30.7% 


    Hispanic or Latino  9.1% 3.5% 3.0% 1.9% 3.7% 


    Asian 3.4% 2.1% 0.9% 0.7% 1.3% 


    Native American 0.5% 0.3% 0.9% 0.3% 0.8% 


    Two or More Races 2.0% 1.2% 1.7% 1.0% 1.6% 


    Some Other Race 3.1% 1.4% 1.1% 0.8% 1.4% 


% WIC moms BF at discharge 50.08% 39.26% 36.41% 22.03% 42.43% 
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Market Findings by Region 


Region 1 


 Participants observed predominantly African American; more teenagers/ overall 


younger than participants observed in other regions 


 Staff report most moms live with family and many are not working or in school 


 Some have “a wall” up and staff can’t really connect 


 Some aren’t very excited about their new baby 


 Vast majority of participants using smartphones and/ or tablets in waiting room; 


majority have hair and nails done 


 Participants very social – lots of chatting, laughing at both baby shower and in clinic 


waiting room 


 At baby shower, moms used smartphones to help another mom find a new OB 


(and a good shoe store near her apartment) in about five minutes; she had made an 


appointment at the new doctor in about ten minutes 


 Reports of lack of family support as an obstacle to breastfeeding (e.g., my mom won’t 


keep the baby unless he’s on formula) 


 Staff see returning to work/ school as a time when breastfeeding drops off 


 Suspect that formula infers being well-off enough to afford it (i.e., breastfeeding 


means you’re too poor to buy formula) 


 Staff report that most common breastfeeding concerns include that it will hurt, that 


it’s “nasty”, formula is more convenient (someone else can feed the baby) 


 Participants who have chosen to breastfeed don’t anticipate pushback from family or 


community 


 Losing pregnancy weight, increasing baby’s intelligence, and baby having a 


healthy start cited as breastfeeding benefits; want to provide what’s best for baby 


 Participants go online for information (text services, Google, apps); also turn to 


doctor and mother 


 Researcher from Tulane reports that the “most likely to’s” are 22-years or younger or 


over 35 


 Baby shower really reinforced a “culture of breastfeeding” 


 


Region 2 


 Participants observed predominantly African American; age range ~16-40 


 Staff report trend of more older moms overall 


 At clinic with female relatives (more proxies apparent than at other sites) 
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 Many participants live with family members with grandmothers providing 


childcare 


 Vast majority of participants using smartphones and/ or tablets in waiting room 


 Participants cite concerns that breastfeeding will hurt, is “nasty”, or will not provide 


sufficient nutrition for their infants 


 Staff report many breastfeeding/ breastfeeding-interested moms are nervous about 


having too little breast milk and request formula as a “back-up” 


 Participants who have chosen to breastfeed don’t seem to perceive/ are not bothered 


by signs of disapproval in the community (i.e., “Sometimes I get looks when I breast 


feed, but I’m covered up so it doesn’t matter”) 


 Losing pregnancy weight, increasing baby’s intelligence, and baby having fewer 


ear infections and illnesses cited as breastfeeding benefits 


 Participants in postpartum education class appear comfortable with idea of telling 


their mother or other family member that giving their infant cereal is an outdated idea 


 Participants go online for information (text services, Google, apps) 


 Postpartum day had a certain energy – moms showing off their babies, sharing 


stories, etc. – lots of interaction in the waiting room 


 Moms really liked seeing where baby fell in weight and length percentiles 


 Distinct differences between look and feel of health unit and contracted sites 


 Contracted site more modern, more private, nicer building 


 Health unit site cramped behind the scenes, more “DMV-like” check in 


 


Region 7 


 Participants observed more ethnically diverse than in Regions 1 or 2 (more white and 


Hispanic moms); a bit older than New Orleans 


 More fathers/ significant others at clinic than in other regions 


 Some moms live with family; but others have their own “bare bones” homes 


 Lots of smartphones, but many fewer kids looking at screens (most toys, quiet 


playing, parents imposing rules than in other regions) 


 Girls are all dressed-up 


 Lots of junk food being consumed; bottles with formulas and juice (appointment 


wait times can be quite long) 


 Staff report most common breastfeeding concerns reported include wanting father 


being able to feed the baby, pain, it’s “nasty”, unsupportive father/ significant other, 


breast milk won’t be sufficient 
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 A concern about children being underweight (even when overweight) is a strong 


trend (0-5) 


 Participants who breastfeed more likely to be older, more educated, more “settled”; 


Mexican/ Hispanic; family supports breastfeeding 


 Staff see returning to work/ school as a time when breastfeeding drops off 


 Staff noted that rural health unit sites are quite different – poverty is higher; fewer 


transportation resources; staff and clients tend to have community connections 


 


Region 9 


 Participants observed predominantly African American (but not much more African 


American than white) 


 Staff predominantly white at sites visited 


 Some fathers/ significant others present at clinic 


 Staff describe region as very rural, significant poverty, highly mobile population in 


some areas 


 Participants who work tend to do so in workplaces that aren’t very breastfeeding 


friendly (fast food, factories, etc.) 


 Fewest smartphones, but still more than half are using them in waiting areas 


 Many (most?) participants appear to have come in groups (a few moms who are 


friends and all their kids) 


 Participants reticent to engage in conversation 


 Staff observe that participants whose family is further away (e.g., military, graduate 


students, etc.) more likely to breastfeed than those whose family is nearby 


 Staff report most common breastfeeding concerns reported include pain, it’s “nasty”, 


breast milk won’t be sufficient 


 A concern about children being underweight (even when not) is a strong trend 


 Losing pregnancy weight, increasing baby’s intelligence, and baby having fewer 


ear infections and illnesses cited as breastfeeding benefits 


 


Psychographic Segmentation 


Demographic vs. Psychographic 


 Demographic profiles segment a target market using tangible, quantifiable criteria 


 Geography, age, ethnicity, gender, annual revenue are examples 


 Psychographic profiles segment a target market based on values, attitudes, and 


lifestyles; beliefs and behaviors each segment relative to the cause 


 LA WIC’s cause is breastfeeding, good nutrition, and obesity prevention
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Description Interests Relative to Cause 


Traditionalist Segment 


 Family is from Louisiana 


 Very affected by/ adhere to cultural and family norms 


 As ethnically diverse as the state 


 Live in urban, rural, and suburban areas 


 More likely to live with family 


 Mother is significant figure 


 Find breastfeeding distasteful (“It’s nasty”) 


 Concerned that babies won’t receive enough nourishment from 


breast milk or that milk won’t come in 


 Care about their children’s health overall 


 Concerned about infants and older children being underweight (even 


when they are not) 


No Thank You Segment 


 May be defensive; “have a wall up”; different causes 


 Some are similar to traditionalists, but less willing to engage 


 May be in survival mode, heavily into party lifestyle 


 More likely to be poorer; have fewer family supports 


 Interest difficult/ impossible to discern 


 Not interested in receiving educational information (about 


breastfeeding, about anything) 


 Uninterested in WIC offerings beyond vouchers 


Undecided Seekers Segment 


 Uncertain about some aspects of their pregnancy 


 Actively seeking information: ask questions; reach out to other 


mothers/ pregnant women; go online 


 Readily share information with others 


 Excited about their pregnancy 


 Includes both younger women and older women 


 Interested in breastfeeding and aware of benefits 


 Have questions/ concerns (pain, formula as back up, how to manage 


breastfeeding and work/ school) 


 Respond to messages re: quicker loss of pregnancy weight (esp. 


younger); less infant illnesses; infant intelligence 


 Likely open to further nutrition/ obesity prevention education 


No-Brainers Segment 


 Often from away including graduate students, military, recent 


immigrants (Less connected to/ influenced by local culture) 


 Family-oriented; mature, settled; likely to be in LTR 


 Likely to be working or in school 


 Less embarrassed re: breastfeeding 


 Breastfeeding is how they will feed their baby 


 Very aware of the benefits of breastfeeding 


 Open to information regarding infant/ child health and nutrition 


 Value making good health decisions 
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Audience Analysis – Conclusions and Implications 


 


Recurring Themes 


 Dominant cultural norms in Louisiana do not support breastfeeding 


 Breastfeeding moms must continually reaffirm/ defend their decision 


 WIC moms deal with a myriad of challenges and face many discouraging voices 


 The mom who chooses to breastfeed is either in some way insulated from the 


dominant culture or is willing to be a “lone ranger” and defy that culture 


 


 The time available/ staff capacity to do education in the WIC clinics is extremely 


limited (and at some sites, non-existent) 


 Frontline staff morale at health unit sites is low 


 Contract sites tend to have a higher level of resources and control 


 Disconnects within WIC system may discourage breastfeeding! 


 Universal agreement exists that breastfeeding food package is not a valued incentive 


 Rather, breastfeeding moms are required to keep additional WIC appointments 


 


 WIC moms turn to their mothers, their doctors, and the internet for information 


regarding their pregnancy and baby 


 Many WIC moms literally cannot breastfeed if family members are not on board  


 Doctors are a key influencer – and many are not breastfeeding supporters 


 


Assets/ Opportunities to Build Upon 


 Truly dedicated, articulate, and skilled breastfeeding advocates exist 


 As do many examples of such advocates making a significant impact 


 Real progress has been made bringing best practices to birthing hospitals (GIFT) 


 WIC clinics provide unparalleled access – no one else has the same geographic reach 


 WIC’s reputation has progressed from the “formula pushers” stage – new leadership, 


breastfeeding promotion, updated food packages all contribute to this 


 Peer counseling program and staff are an important asset that also builds WIC’s 


reputation among external partners 


 Other breastfeeding promoters are excited to partner with WIC 


 WIC moms have nearly universal access to some kind of smart device, offering an 


effective way for WIC and its education messages and tools to be available 24-7  


 ACA mandate to reimburse breastfeeding support may offer new revenue sources 
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 Most of the Bayou Health plan providers offer some kind of maternal health support/ 


education program 


 Efficiency-enhancing models exist and could be replicated at other WIC clinics 


 Liaison relationships between clinic staff and birthing hospitals 


 Designated prenatal and postpartum days 


 Holding classes on “voucher pick-up” days 


 Idea for group prenatal certifications 


 


Challenges/ Obstacles to Success 


 Staff capacity at the clinic level is a real obstacle to fully implementing community 


engagement strategies. 


 No/ severely limited time to do effective education and breastfeeding support 


 Regional nutritionists and clinic directors spend so much time doing certifications 


that leadership, management, and partner relations capacity is dwindling 


 Breastfeeding moms take longer to certify, further stressing capacity 


 The majority of staff delivering the WIC program do not report to WIC state office  


 This complicates holding staff accountable to standards and expectations as well 


as ensuring consistency of effort across the WIC system 


 Wait time for a certification appointment for breastfeeding and NICU moms is an 


obstacle in many (but not all) locations 


 Belief that breastfeeding does not provide sufficient nutrition is pervasive (even 


among mothers who want to breastfeed) 


 A correlating concern is voiced by WIC moms of 1-5 years old is that their child 


is underweight, even when that is not the case (or when the child is overweight) 


 Many mothers who want to breastfeed also want a “back up” – and one can of 


formula is not perceived as providing sufficient back up 


 An unsupportive doctor or mother can dissuade a Undecided Seeking mom  


 Specific breastfeeding goals are unclear (More initiation? Longer duration?)  


 Existing educational tools (brochures, posters, etc.) are not effective in reaching this 


generation of moms 


 Text heavy, limited visuals, not portable or interactive 


 Limited resources exist to develop technology solutions 
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Conclusions 


WIC Can’t Change Cultural Norms (Directly) 


 WIC lacks position, authority, and resources to do so 


 Nutrition education is not the tool to affect culture change (and the job of 


communicating “breast is best 101” educational messages is largely complete) 


 Currently, WIC’s primary point of influence is interactions between moms and 


frontline staff – and the durations of these interactions is too short to develop many 


“lone rangers” to defy the dominant culture 


 


WIC Can Tip the Balance 


 WIC can work to increase breastfeeding support and decrease breastfeeding 


discouragements at many levels of the socio-economic model   


 Doing so requires coordinated, statewide effort, new and deeper partnerships, and 


new approaches 


 Shared, specific breastfeeding goals will help coordinate and engage partners 


 WIC provides access and reach, can be an effective convener and relationship builder 


 However, some things have to come “off the plate” at the regional nutritionist 


level to free up needed leadership, management, and partner relations capacity 


 


Use Segmentations Strategically 


 The audience segments occur in different proportions in different regions 


 This implies variation in application of strategies to match  


 Focus first on meeting needs of No Brainer and Undecided Seeker segments 


 This should bump breastfeeding rates by addressing any obstacles that get No 


Brainers off track and getting more Undecided Seekers to choose breastfeeding 


 Understand that strategies aimed at the Traditional and No Thank You segments will 


take longer to yield results; consistency over time is crucial 


 Seek to understand the needs and interests of each segment deeply to enhance results 


 


Find Partners to Take on Roles WIC Can’t Fulfill 


 Expand human capacity to implement plan by “making the pie bigger” 


 Clearly define partner roles to maximize efficiency and minimize duplication of effort 


 Consider partners who also have access to WIC moms (i.e., Bayou Health, SNAP) or 


are well-positioned vis-à-vis one of the segments (e.g., family readiness programs at 


military bases and No Brainer segment) 
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Integrate Breastfeeding Promotion with Larger WIC Mission 


 Rebranding process will facilitate this 


 A natural starting point may be a comprehensive approach to obesity prevention that 


addresses concerns about breast milk providing insufficient nutrition and about 


children being underweight when they are not 


 


Address Long-standing Internal Issues 


 WIC needs to ensure that it is not part of the problem 


 Time pressure in some clinics is reaching a point where WIC is at risk of 


becoming less supportive of its breastfeeding moms 


 Staff has mixed feelings about pump policy and sends inconsistent messages; 


external partners report that eligible moms still have difficulty accessing pumps 


 Dealing with prioritizing/ accountability issues at the clinic level is largely 


ineffective – state-level leaders must step in and deal with issues conclusively 


 Replicate models that work across system 


 It may be time to take a comprehensive look at how WIC services are delivered 


 Using RN’s and RD’s is a very expensive way to do certifications 


 Daytime hours and long wait times are particular barriers for No Brainers – the 


segment most likely to work or be in school and the least likely to have family 


members nearby who can serve as proxies 


 The one can of formula policy influences some breastfeeding moms to become 


certified as partial-breastfeeding or formula-feeding in order to have access to 


more formula as a back up  


 Food package incentive is ineffective; how can the value of what breastfeeding 


moms get be monetized? (i.e., value of pump, of peer counseling support) 
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Community Engagement Plan – Overview  


 


Reality of Repeated Decision-Making 


A breastfeeding mom not only makes the decision to breastfeed at the point of initiation.   


Given that Louisiana’s cultural norms discourage breastfeeding, she must reaffirm her 


decision each time she encounters obstacles that challenge it, such as: 


 When her doctor suggests she supplement with formula 


 When her family or friends express distaste or actively push formula feeding  


 When she receives disapproving looks while breastfeeding in public 


 When she has to leave her baby in the care of others 


 When she has to return to work or school 


 


Thus, a WIC mom who takes the desired action of breastfeeding is actually taking on a 


truly daunting challenge.  In committing to breastfeeding, she is committing to a path that 


requires consistently making decisions that may directly challenge the norms of her own 


culture. 


 


Community Engagement and the Socio-Economic Model 


Understanding the benefits of breastfeeding alone is not enough to help most WIC moms 


successfully navigate the repeated decision-making path.  Therefore, the community 


engagement plan does not focus primarily on new educational strategies targeting mom. 


The plan is also not concerned with changing cultural norms related to breastfeeding at a 


statewide, “general public” level. The kind of multi-media, public education campaign 


that would be needed to turn disapproving stares into supportive ones would too costly to 


sustain on an ongoing basis.   


 


Instead, the plan aims to surround WIC moms (and as a side effect, most of the moms in 


Louisiana) with a coordinated, consistent system of breastfeeding support at all points 


along the decision-making path.  The strategy behind this system of breastfeeding support 


is to strategically maximize breastfeeding supports and minimize breastfeeding 


discouragements at each level of the socio-economic model. 


  


Pre-
Natal 


Delivery 
Return 
Home 


WIC 
Cert. 


First Dr. 
Appt. 


Return 
to Work 


Etc. 
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Current Supports Current Discouragements Strategies 


Policy/ Environment Level 


 23 GIFT birthing hospitals 


 9 hospitals starting baby-


friendly 


 ACA mandating coverage of 


breastfeeding support 


 Worksite policies 


 Public place policies 


 35 birthing hospitals w/o 


GIFT or baby-friendly 


 Media images (lack of 


breastfeeding imagery; 


sexualization of breasts) 


 Worksites/ public places not 


complying w/ policy 


 35 hospitals lacking GIFT 


(top Medicaid pop. = top 


priority) 


 Support/ liaison w/ 23 GIFT 


hospitals 


 Logging/ reporting 


noncompliance 


Community Level 


 Peer programs & CBO’s  Cultural norms  Community engagement/ 


education (esp. where 


moms, grandmothers, 


fathers are)  


 Peer support connection 


Organizational Level 


 Supportive worksites, 


schools, public places 


 Supportive doctors 


 Lactation consultants 


 Bayou Health maternity 


support programs 


 WIC 


 Worksites not conducive to 


breastfeeding 


 Discouraging doctors  


 Too few lactation 


consultants/ peer counselors 


 WIC 


 Strategic partnering with key 


employers 


 Doctor engagement 


 Build “consumer demand” 


for best practices 


 Expand # of lactation 


consultants and PC’s 


 Coordination between 


Bayou health and WIC 


 Fix WIC bottlenecks 


Interpersonal Level 


 Supportive grandmother, 


father/ significant other 


 Supportive peers  


 Online/ social media tools  


 Discouraging grandmother, 


father/ significant other 


 Discouraging peers 


 Prenatal education that 


includes family members 


 Self-advocacy tools (with 


doctor, with family) 


Individual Level 


 Desire to do what’s best for 


baby (health, IQ) 


 Desire to lose weight 


 Personal beliefs, family 


history w/ breastfeeding 


 Fear (pain, breast milk won’t 


be enough, won’t come in) 


 Embarrassment 


 Logistical concerns 


 Robust prenatal education 


(esp. in peer groups) 


 “How to” information 


 Info. where mom is 


(smartphone, etc.) 
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Obstacles, Strategies, and Products by Segment 


Segment Traditional No Thank You Undecided Seeker No-Brainer 


Decisions 


Influenced by 


 Family of origin 


 Significant other 


 Community norms/ peers 


 Healthcare providers 


 Personal situation 


 Family of origin 


 Significant other 


 Req. to secure vouchers 


 Family, friends, peers 


 Healthcare providers 


 Internet/ information 


 Personal priorities  


 Healthcare providers 


 Personal research 


 Personal priorities for 


family/ baby’s health 


Socio-


Economic 


Model Level of 


Primary 


Obstacles 


Community Level 


 Family attitudes 


 Adherence to cultural 


norms (i.e., ick factor; baby 


won’t get enough to eat; 


formula & economic status; 


etc.) 


Individual/ Interpersonal 


 Reality of survival mode 


drives priorities 


 Logistics of life not allow 


breastfeeding 


 Little family support (for 


breastfeeding; general) 


Individual/ Interpersonal/ 


Policy/ Environment 


 Discouragement from 


healthcare providers 


 Unaddressed fears (i.e., 


pain, will baby get enough 


to eat, etc.) 


Individual/ Organizational 


 Logistics of returning to 


work or school 


 Unaware of/ too few 


breastfeeding support/ 


troubleshooting resources 


Plan Strategies  Community engagement/ 


education (esp. where 


moms, family are)  


 Peer support connection 


 Prenatal education that 


includes family members 


 Coordination between 


Bayou Health and WIC 


 Doctor engagement 


 “Consumer demand” for 


best practices 


 Self-advocacy tools 


 Robust prenatal ed.  


 Info. where mom is 


 Expand # of lactation 


consultants and PC’s 


 Strategic partnering with 


key employers 


 “How to” information 


 Fix WIC bottlenecks 


“Product”  Pro-breastfeeding 


information/ messages 


aimed at community, 


family, peers 


 Consistent information 


regarding breastfeeding, 


resources, nutrition across 


all agencies 


 Decision-making 


information and support 


network (peers and 


healthcare providers) 


 Easy access to sufficient 


resources to follow through 


on breastfeeding decisions 


Position  WIC brings the community 


together to improve infant 


health 


 WIC is a respectful 


provider of government 


support and education 


(when you’re ready) 


 WIC enables good decision 


making and provides a 


breastfeeding supportive 


environment 


 WIC is the go-to source for 


information and resources 


to enable successful 


breastfeeding 
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Messages  Benefits of breastfeeding 


for community’s children 


 Messages aimed at 


grandmother (things have 


changed) and dad (breasts 


are more than sexual; how 


dad can bond with baby; 


baby health and IQ 


benefits) 


 Requirements to access 


vouchers 


 WIC has lots of educational 


materials/ information to 


give your baby its best start 


in life 


 WIC knows about other 


resources that might be 


helpful 


 There are other moms just 


like you 


 Here’s what to expect at the 


hospital 


 Here’s how to advocate for 


yourself and baby 


 Breastfeeding boosts 


baby’s IQ and helps lose 


pregnancy weight 


 WIC has resources to 


support you as a 


breastfeeding mom 


 Here are strategies for 


returning to work/ school 


 These are your rights as a 


breastfeeding mom 


 Here’s what to do if you 


have any problems 


Promotion/ 


Outreach 


 Engage logical community 


partners (e.g., churches, 


salon owners, CBO’s) to 


develop community-


specific strategies and 


resources 


 Prenatal service and 


education that maximizes 


peer interaction 


 Prenatal services and 


education that engage 


father and grandmother 


 Information where they are 


(online, on phones) 


 Do education “due 


diligence” consistently to 


build trust/ credibility  


 Resources and referrals to 


other support services at 


WIC office – visual; 


available in a way that does 


not require interaction with 


staff 


 Streamline bureaucracy 


whenever possible 


 Build partnerships with 


other agencies segment 


interact with (SNAP, 


Bayou Health, etc.) to 


coordinate messaging, 


referral info., etc.  


 Staff training to help break 


through the wall 


 Prenatal service and 


education w/ maximum 


peer interaction; allows 


them to help each other/ tell 


their story 


 Pre-delivery education 


(what to expect/ ask for)  


 Address concerns/ fears 


directly and consider policy 


changes (i.e., one can of 


formula limit)  


 Information where they are 


(online, on phones) 


 Strategies that shift 


healthcare provider 


attitudes 


 Liaison with birthing 


hospitals to facilitate 


service delivery 


 Ensure sufficient level of 


lactation support 


 Prenatal “how to” (access 


pumps, lactation support, 


trouble shoot problems, 


return to work/ school) 


information 


 Information where they are 


(immigrant-serving groups; 


student services; military 


family support) 


 Information available in 


appropriate languages  


 Post-partum education re: 


return to work/ school; 


troubleshooting 


 Liaison with birthing 


hospitals to facilitate 


service delivery 
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Community Engagement Plan – Strategies 


 


Policy/ Environment Level 


(Note: Policy/ environmental strategies contribute to a more supportive breastfeeding 


environment for all market segments.) 


 


Policy Change Among the 35 Non-GIFT Birthing Hospitals  


 Top priorities are facilities with highest proportion of Medicaid patients 


 Appealing to top management is crucial 


 Demonstrate how WIC and others can help “check items off the list” (i.e., provide 


community referral sources)
1
 


 Natural partners: GIFT program; statewide coalitions 


 


Support Existing 23 GIFT Birthing Hospitals 


 Build liaison relationships between hospital point person and neighboring WIC 


clinics to shorten wait times for breastfeeding and NICU moms 


 Engage hospital partners to participate in prenatal education efforts 


 Annual check ins between regional nutritionist and point person to maintain relations  


 Natural partners: GIFT program; point people at 23 GIFT hospitals 


 


Logging/ Reporting Noncompliance  


 Frontline WIC staff are in a position to hear about worksites and other places that do 


not comply with breastfeeding regulations 


 Tracking this information, noticing patterns, and reporting violations to the 


appropriate authorities would put this information to good use 


 


Community Level 


Community Engagement/ Education  


 Engaging local community members to develop and implement plans to spread 


breastfeeding information and support breastfeeding mothers, including: 


 Educational messages that de-bunk cultural norms regarding breastfeeding 


 Placement of messages with Traditionals, fathers, and grandmothers in mind 


 Using messengers who are credible for Traditionals, fathers, and grandmothers 


                                                           
1 Credit and thanks to Ryan Comfort of Latch on America for suggesting this strategy 


 







 


Louisiana WIC Program                                                                                                                     Nonprofit Impact  


Audience Analysis                                                                                           May, 2013     25 


 It is recommended that the strategy be test-piloted in a region with: 


 Highest proportions of women of childbearing age in the total population 


 Lowest rates of WIC moms breastfeeding at time of hospital discharge, or 


 Highest proportions of African Americans in the total population 


Reg. 
Women of Childbearing Age 


As % of Total Pop. 


% WIC BF at 


discharge 


% African American 


(2010) 


1 11.7% 50.08% 39.7% 


2 21.6% 39.26% 41.2% 


3 27.4% 34.50% 26.7% 


5 46.0% 54.01% 21.9% 


8 20.4% 22.03% 37.3% 


 Natural partners: supportive birthing hospitals; local breastfeeding advocates; local 


community leaders (formal and informal) and CBO’s 


 


Connection to Peer Support 


 Peer support programs outside of WIC 


 Provide prenatal certifications in a group setting where moms can interact and meet 


peer counselors (and use WIC frontline staff most efficiently)
2
 


 Conduct prenatal education in a group setting (within WIC or externally) 


 Natural partners: Bayou Health maternal health programs; supportive hospitals; 


local maternal child health nonprofit organizations 


 


Organizational Level 


Strategic Partnering with Key Employers 


 WIC moms often work jobs where the worksite is ill-suited to pumping 


 Target two or three key employers, such as the largest poultry processing plant or the 


biggest McDonald’s franchisee, to build customized models 


 Emphasize benefits of supporting breastfeeding moms (e.g., increased employee 


retention, more competitive in hiring, good PR, etc.) 


 Jointly promote models to press (esp. trade-related), via trade groups and 


associations, and through chambers of commerce  


 Natural partners: key employers; statewide coalitions 


 


 


 


                                                           
2
 Credit and thanks to Region 7 staff for brainstorming this strategy during site visit 
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Doctor Engagement 


 Engaging (and converting) unsupportive doctors may be this plan’s most difficult task  


 WIC (and other breastfeeding promoters) lack credibility and position to influence 


 Peer-to-peer interaction appears to be most promising approach 


 Engage a small group of supportive doctors to be leaders and focus on: 


 Sending consistent, regular messages via professional associations 


 Providing breastfeeding-related CME’s  


 Advocating for inclusion of breastfeeding education in Louisiana’s medical 


schools and residency programs 


 Engaging supportive peers to challenge the status quo and agitate for change 


 Natural partners: supportive doctors; medical association leadership; GIFT program 


 


Build “Consumer Demand” for Best Practices
3
 


 Provide prenatal education content that educates moms on best practices and 


associated benefits to increase the number of moms asking for these practices 


 Increased demand coordinates with and reinforces pressure to implement GIFT and/ 


or baby-friendly practices  


 Natural partners: Bayou Health maternal health programs; supportive hospitals; 


local maternal child health nonprofit organizations 


 


Increase Number of Lactation Consultants and Peer Counselors 


 Expertise provided by lactation consultants and peer counselors helps retain 


breastfeeding moms and extend duration 


 Work with state association to document demand and generate support for additional 


lactation counselors at birthing hospitals 


 Explore ACA-mandated coverage of breastfeeding to support a revenue stream 


 Could WIC or a partner use Medicaid reimbursements to fund additional peer 


counselors or lactation consultants?  


 Explore private funding sources to support expansion of peer counselor program 


 Natural partners: LA Lactation Consultant Association; Bayou Health; funders 


 


Coordinate with Bayou Health 


 The majority of Bayou Health plans include some kind of maternal support and 


education program (and one reportedly ships pumps to its pregnant members!) 


 Work to explore shared goals and interests and identify ways to coordinate 


                                                           
3
 Credit and thanks to Ryan Comfort of Latch on America for suggesting this strategy 
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 Aim to ensure consistent, coordinated messaging at a minimum 


 Natural partners: Bayou Health plan administration 


 


Fix WIC Bottlenecks 


 Identify point person at each birthing hospital and assign liaison from nearby WIC 


clinics to streamline certification of NICU and breastfeeding moms 


 Clarify expectations regarding pump distribution and manage to expectations 


 Work at state agency level to address priority conflicts, wait times, and accountability  


 Explore alternatives to certification (e.g., can hospital point person do certifications?) 


 Natural partners: state health unit nursing and clerical leadership 


 


Interpersonal Level 


Include Family Members in Prenatal Education 


 Invite grandmothers and fathers/ significant others to participate in prenatal education 


 Design messages and offerings that address their concerns and questions 


 Natural partners: Bayou Health maternal health programs; supportive hospitals; 


local maternal child health nonprofit organizations 


 


Self-Advocacy Tools 


 Include self-advocacy skill building in prenatal education 


 Use real life examples and scenarios  


 Tap chronic disease self-management program for self-advocacy skills curriculum  


 Natural Partners: Chronic disease self-management program leadership 


 


Individual Level 


Robust Prenatal Education 


 Provide robust prenatal education that includes: 


 Best practices and benefits and self-advocacy skills 


 Opportunities to build peer connections and share information 


 Content aimed at fathers and grandmothers 


 Provide content via app, social media, etc. (i.e., where mom is) 


 Natural partners: Bayou Health maternal health programs; supportive hospitals; 


local maternal child health nonprofit organizations 


 Note: WIC may not have capacity to provide education itself; however, WIC and 


convene partners, provide expertise/ curriculum, make its facilities available and 


promote education to WIC moms 
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“How To” Information 


 Focus on postpartum certification education return to work strategies and trouble-


shooting information and resources 


 Provide specific contact information for local troubleshooting services 


 Lactation consultants at area hospitals 


 Local peer counselors 


 Online or hotline resources 


 Other local CBO’s and peer groups 


 Provide information regarding the rights of breastfeeding moms  


 Provide content via app, social media, etc. (i.e., where mom is) 


 Make content available in other languages as needed 


 Make content available at places No Brainer segment likely frequents (e.g., graduate 


student services, immigrant-service churches and organizations, and military family 


readiness groups as local bases) 


 Natural partners: universities, military bases, immigrant-serving organizations 


 


Information Where Mom Is  


 Develop app or mobile-device optimized website to provide prenatal and “how to” 


content and information 


 Explore national efforts and consider coordinating 


 Such a tool need not be WIC-specific; a more general approach may open up 


funding/ partnership options 


 Encourage peer counselors to use texts and social media to communicate with moms 


 Natural partners: other state maternal child health programs, largest birthing 


hospitals, private funders, Latch on America 
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Community Engagement Plan – Implementation 


 


Strategic Partners 


Louisiana WIC will build partnerships at many levels in order to implement this plan. 


However, strategic partners are a special type of partner – those partners without whom 


Louisiana WIC cannot meet its goals.  For this plan, strategic partners include: 


 GIFT Program 


 State Breastfeeding Coalition 


 Health unit nursing/ clerical leadership at state level 


 Possibly Bayou Health 


 


Roles 


State WIC Office 


 Setting goals, leading the charge, and allocating resources 


 Coordinating with other state-level breastfeeding promotion efforts 


 State and national relationship building, management, and planning 


 Develop prenatal curriculum and “how to” educational materials 


 Setting expectations for staff and ensuring accountability and consistent application 


 Engaging health unit leadership to address issues 


 


Regional Nutritionists 


 Regional relationship building, management, and planning 


 Participating in community engagement/ education planning efforts 


 Serving as “middle man” and communication link between state and clinic levels 


 


Clinic Directors 


 Liaising with birthing hospital point person 


 Participating in community engagement/ education as possible 


 


WIC Clinics 


 Delivering “products” to audience segments 


 Referring to WIC moms to resources 


 Promoting new prenatal education and sharing “how to” information 


 Participating in new prenatal education efforts as possible 


 Providing frontline feedback to inform refinement of profiles and strategies 
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Implementation Priorities 


What follows are the initial implementation priorities of the community engagement plan.  


They priorities lay the groundwork with strategic partners, begin building needed tools, 


or address recurring problems.  Items in bold italics indicate potential “quick fixes” – 


steps that can be taken quickly, signal progress and commitment, and make a difference. 


 


 Set clear breastfeeding goals and select key metrics 


 Coordinate goals with those of other breastfeeding promotion efforts  


 Disseminate goals widely 


 Implement community engagement/ education pilot project 


 Develop prenatal education curriculum 


 Develop “how to” educational materials 


 Promote policy change with 35 non-GIFT hospitals 


 Address WIC bottlenecks: 


 Build liaison relationships between birthing hospitals and local WIC clinics 


 Clarify pump policy, expectations, and accountability mechanism 


 Engage health unit leadership and address wait times, prioritization, 


accountability, and other issues for health unit sites 


 Clarify other breastfeeding promotion expectations and solicit feedback regarding 


what is and is not realistic given staff cuts 


 Disseminate models that can increase efficiency throughout WIC system 


(hospital/ clinic liaisons, prenatal and postpartum days, group education, etc.) 
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Conclusion 


 


 


Louisiana’s WIC program has a real opportunity to increase the number of program 


participants who breastfeed.  The health outcomes of breastfeeding are well-documented 


and compelling, other state-level breastfeeding promoters are ready to partner with WIC, 


and the effort enjoys deep support from top Department of Health and Hospitals 


administrators.  And, WIC brings content expertise, unparalleled access to the target 


audience, and productive local and regional-level partnerships upon which to build. 


 


However, Louisiana WIC also operates at the local level through a very complex and 


largely under-resourced mix of health unit and contracted clinical sites.  Addressing the 


internal issues that result from that complexity (to whatever extent possible within the 


bounds of politics, regulations, and funding) is at least as important as any other strategy 


outlined in the community engagement plan.   


 


Both the State WIC Office and more importantly, WIC moms, will be much better served 


by local clinic sites that operate cohesively and consistently across the state. While 


making specific organizational development recommendations is beyond the scope of the 


community engagement plan, Nonprofit Impact respectfully offers this framework as one 


way to conceptualize the desired future state of Louisiana WIC at the local level.   


 


Moving forward, WIC moms and the goal of increasing breastfeeding rates are served by 


a network of local clinics within which all frontline staff: 


 Have the skill sets, mindset, and content expertise needed to do the work, and  


 Are actively managed and held accountable to specifically outlined expectations 


 Regardless of type of clinic site or staff members’ supervisory chain of command 
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Component Description Accountability 


Skill Set 


 Interview skills 


 Health education skills 


 Customer service skills 


 Technical skills (IT systems, 


medical/ clinical, etc.) 


 Partner relations skills 


 Ability to customize messages by 


audience segment 


 Accurate job descriptions 


 Hiring practices 


 Training to address skill gaps 


 Annual evaluation based upon 


specific expectations 


Mindset 


 Consistent, respectful, caring 


 Constituent-centered 


 Enthusiastic breastfeeding 


advocates 


 Culture of breastfeeding and best 


nutritional practices 


 Accessible experts 


 Tone from the top – consistent, 


leading by example, sincere 


 Reinforcement via existing 


structures (quarterly regional 


nutritionist meetings, etc.) 


 Responsibility of clinic directors 


Content Expertise 


 Breastfeeding benefits 101 


 Breastfeeding referral/ resources 


 Lactation troubleshooting expertise 


(among some staff) 


 Population-specific nutrition 


expertise 


 Understanding of audience 


segments 


 Accurate job descriptions 


 Hiring practices 


 Access to training/ professional 


development to deepen expertise as 


needed to meet demand 
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Appendix 1: Interviewees 


 


 


Staff 


 Dr. David Holcombe, Regional Medical Administrator, Region 6 


 Beth Scalco, Deputy Asst. Secretary, Office of Public Health 


 Monica McDaniels, Asst. Director of Nutrition Services, Office of Public Health 


 Donna Davis, Regional Nutritionist, Region 8  


 Sheneda Jackson, Regional Nutritionist, Region 1  


 Aledia Williams, WIC State Breastfeeding Coordinator, Office of Public Health 


Nutrition Services  


 Melissa Guillory, Regional Nutritionist, Region 2  


 Dr. Takeisha Davis, Medical Director, Office of Public Health; Director, Center for 


Community & Preventive Health  


 Connie Bouligny, Asst. Director of Nursing, Office of Public Health 


 Clair Millet, Director of Nursing, Office of Public Health 


 Monica Gibbs, Regional Nutritionist, Region 4  


 Matthew Valliere, Asst. Director, Center for Community & Prev. Health 


 


External 


 Dr. Terry L. Dise, Associate Professor of Pediatrics, Director, Foundations in 


Medicine Program 


 Julie Hagan, Director, City of New Orleans WIC Program  


 Karis Schoellmann, Director of Health Education/Communication, Bureau of Family 


Health 


 Lauren David, Opelousas General Health System 


 Marci Brewer, Statewide Breastfeeding Program Manager, Maternal and Child 


Health Program 


 Geralin Franchina, Tulane-Lakeside Hospital Lactation Department 


 Brenda Myers, Lactation Consultant, St. Francis Medical Center  


 Meshawn Tarver, Executive Director, Common Ground Clinic 


 Rebecca Charneco, Project Development Manager, East Jefferson Hospital Woman & 


Child Services  


 Jennifer Marsh, Senior Account Executive, Louisiana Radio Network; Louisiana 


Farm Bureau Agri-News Network; Tiger Rag Magazine 


 Heather Frught, Ochsner Medical Center-Kenner Lactation Center  
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 Penny Trepagnier, Breastfeeding Peer Counselor Manager, Louisiana Peer 


Counseling Program 


 D'Yuanna Allen-Robb, Associate Director, Birthing Project USA 


 Kimarie Bugg, CEO and Change Leader; Reaching Our Sisters Everywhere, Inc.  


 Mona Bodoin,  Assistant Breastfeeding Peer Counselor Manager, Louisiana Peer 


Counseling Program 


 Kendall Cox, Every Mother, Inc. 


 







 


 


 


 


 


 


 


Nonprofit Impact provides consultation and training to organizations and agencies dedicated to 


community and public health, education, and human services. Our staff are experienced 


professionals with nonprofit management and public administration expertise. 


We help organizations, agencies, and programs achieve results and develop leaders, staff, and 


volunteers to create more productive and satisfying operations. Our services include strategic 


planning and positioning, marketing, fundraising, and organizational analysis and development.  


Our sister company, Conservation Impact, is dedicated to helping organizations achieve results 


towards environmental conservation and resource sustainability. Together, the two companies 


have worked with nearly 600 organizations on more than 900 projects.  


For more information about the company, our services, or our team, please call us at 


303.223.4886 or visit us online at www.nonprofitimpact.com. 


  


Shelli Bischoff          Karen Buck          Leni Wilsmann          Kristen Grigsby        


 


 


 


 



http://nonprofitimpact.com/staff/
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Louisiana WIC Program 


2014 Final Food Rule Policy Changes 


 


1 
 


Topic  Old Policy New or Revised Policy & Effective 
Date 


Staff Actions Required 


Definitions 
 
 


 


 WIC-eligible Medical Foods - (for participants 
with qualifying conditions) certain enteral 
products that are specifically formulated to 
provide nutritional support for individuals with a 
qualifying condition, when the use of conventional 
foods is precluded, restricted, or inadequate. 
 


 Maximum Monthly Allowance – (for infant 
formula) the reconstituted fluid ounce amounts for 
liquid concentrate infant formula (based on a 13 
oz. can) which formed the basis of substitution 
rates for other physical forms of infant formula 
(powder & RTF) 
 


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


Effective 10-1-14 


 WIC-eligible Nutritionals – same definition, 
new name 


 
 
 
 
 


 Maximum Monthly Allowance - the revised 
maximum monthly allowance of liquid infant 
formula & RTF infant formula which is based 
on, and accommodates, recent changes in 
package size availability of liquid concentrate 
and RTF infant formula while still providing 
the full nutrition benefit. 
 


 NEW - Full Nutrition Benefit – the minimum 
amount of reconstituted fluid ounces of liquid 
concentrate infant formula as specified in the 
Infant table for each food package category 
and infant feeding category. 


 


 NEW – Farmers’ Market – an association of 
local farmers who assemble at a defined 
location for the purpose of selling their 
produce directly to consumers. 


 
 
 
 
 
 
 
 


 
CPA’s must be familiar with the new 


and revised definitions 
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Clarification of Partially Breastfeeding 
Terminology 
Breastfeeding Woman – (determined categorical 
eligibility) the practice of feeding a mother’s breast 
milk to her infant on the average of at least once a 
day 
Partially Breastfeeding Food Package – a 
maximum quantity of formula that assumes the 
mother is substantially breastfeeding her infant 
 
 
 
 
Fully Formula Feeding Package – BF infants 
who are assessed to need more formula than is 
allowed under the food package for partially BF 
infants are assigned to the FFF package, even 
though the infant may be minimally BF 


 
 
Breastfeeding Woman – no change 
 
 
 
Partially (mostly) Breastfeeding Food 
Package – “mostly” has been added to 
minimize confusion about food package 
issuance, as not all partially BF women receive 
a food package 
 


 
 
CPA shall encourage substantial and 


continued BF to BF mothers 
requesting formula 


 
CPA’s are expected to individually tailor 


the amount of infant formula based on 
the assessed needs of the BF infant & 
provide the minimum amount of 
formula that meets but does not 
exceed the infant’s nutritional needs.   


 
 
 
   The Full Nutrition Benefit should 


not be used as the standard for 
issuance unless the mother is not 
BF the infant at all. 


Child CVV 
Amount 


 
Child 


 12-23 months                   $6.00 CVV 


 24 months to 5 years      $6.00 CVV 


Effective 6-1-14 
Child 


 12-23 months                   $8.00 CVV 


 24 months to 5 years      $8.00 CVV 


 


 No CPA action required 


 PHAME will automatically default on 
6-1-14  


Milk 
 
 
 
 
 
 
 
 


 
Children  


 12-23 months – Whole Milk 


 24 months to 5 years – 2%, 1%, or Skim milk 
 
Women – 2%, 1%, or Skim milk 
 


Effective 10-1-14 
Children  


 12-23 months – Whole Milk – NO CHANGE 


 24 months to 5 years – 1%, or Skim milk 
 
Women – 1%, or Skim milk 
 
 
2% milk no longer allowed, not even with a 
qualifying condition or Rx 


 


 CPA’s will need to enter a new Rx, 
with effective date of 10-1-14, for 
every woman and child > 24 months 
who will receive benefits for October 
and beyond. A separate instruction 
sheet is available. 


 FI’s will not print for Oct. if a new Rx 
is not entered.  
 Remember to move some of 


the foods on the FI’s for 
Pregnant & BF women so that 
the FI’s will load without error 
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Women – 
Pregnant AND 
Partially (mostly) 
BF 


 


 Pregnant women with single pregnancy and 
women who are Partially BF an infant whose 
formula amount does not exceed the maximum 
allowance shall be prescribed Food Package V 


Effective 10-1-14 
Pregnant women with single pregnancy who 


are also Partially (mostly) BF shall be 
prescribed Food Package VII – the Fully BF 
Food Package 


 


 CPA must certify the participant as 
Pregnant 


 CPA must select “Preg/Multiples” 
when prescribing food package & a 
PHAME comment must be entered 


Children on Soy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


 


 Children who meet the criteria (documentation of 
qualifying medical condition) to receive soy 
beverage, in lieu of cow’s milk or formula, shall 
receive the Child on Soy model food package: 
Cheese is not provide in the Soy Beverage Food 
package.  


 A completed physician’s prescription or WIC-48 
must be provided prior to prescribing this food 
package.   


Effective 10-1-14 
Children on Soy Beverage  


B. Soy Beverage shall be issued to 
participants only when there is a true medical 
or nutritional need such as, but not limited 
to, milk allergy, lactose intolerance, and 
vegan diets. 


C. A full nutrition assessment shall be 
completed by the CPA and PHAME 
documentation is required.  The CPA should 
probe further to validate a self-reported 
diagnosis and offer dietary guidance as 
outlined in Risk Code #355 (e.g. consuming 
smaller amounts of dairy at a time) and 
provide nutrition education on dietary sources 
of calcium other than dairy.  Consult with the 
health care provider when warranted.   


D. Effective 10-1-14, the medical provider 
is no longer required to provide medical 
documentation (Rx) for children to receive the 
Soy Beverage (Milk). 


 NOTE: Medical documentation is still 
required from the Medical Provider for 
children who receive soy Formula. 


E. Lactose free or lactose reduced milk 
should be offered before non-dairy milk 
alternatives for children with lactose 
intolerance. 


Children who receive Soy Beverage, in lieu of 
cow’s milk, shall receive the Child on Soy 


 


 CPA must complete full nutrition 
assessment & enter a PHAME 
comment justifying the need for soy 
beverage 
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model food package. Cheese is not provided 
in the Soy Beverage food package. 


Infant Foods for 
Women & 
Children -  
Food Package III 


 
Children with Special Dietary Needs 


 Children who meet the criteria to receive Special 
Formula due to qualifying conditions must provide 
a physician’s prescription and shall receive their 
age appropriate food package, in addition to the 
special formula, if prescribed. 


 With physician documentation, 32 oz. infant 
cereal (four 8 oz. boxes) may be substituted 
for 36 oz. of breakfast cereal (only with Food 
Package III – Children on Special Formula).  
Infant fruits, vegetables, and meat (jar baby 
foods) are not provided for a child over one year 
old, regardless of the condition, per USDA 
Federal Regulations. 


Effective 10-1-14 
Children and Women with Special Dietary 


Needs 


 Children who meet the criteria to receive 
Special Formula or foods due to a qualifying 
medical condition must provide a physician’s 
prescription and shall receive the age 
appropriate food package, if prescribed, in 
addition to the special formula. 


 Women who meet the criteria and have a 
qualifying medical condition to receive a 
Special Formula or Special Foods in Food 
Package III must provide a physician’s 
prescription and shall receive the category 
specific supplemental food package for 
women. 


 Medicaid shall be the primary 
funding source of Special Formula 
when medically necessary for 
women.  


 Children and women may receive 32oz. of 
dry infant cereal in lieu of 36oz. of breakfast 
cereal with a qualifying medical condition and 
documentation from the medical provider. 


 Children and women whose special dietary 
needs require the use of pureed foods may 
receive commercial jarred infant food fruits 
and vegetables in lieu of the Cash Value 
Voucher with a qualifying medical condition 
and documentation from the medical 
provider. 


 Children may receive 128oz. (32 jars) 


 Women may receive 160 oz (40 jars)   
 


 


 CPA must enter in Food Benefit Tab – 
Renewal Date, Qualifying Condition, 
Medical Provider 


 CPA must enter appropriate Rx – 
- choose “infant cereal” in place of 


adult cereal in the drop down 
selection 


- choose “infant fruit/veg in place 
of CVV 
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Infant 6-12 mo. 
on Standard 
Formula 


 
Infants 6-12 months of age that receive a standard 


contract formula may not receive additional 
formula in lieu of infant foods (infant cereal, fruit, 
& vegetables) regardless if by caregiver request 
or by Medical Provider Rx 


Effective 10-1-14 
Infants 6-12 months of age that receive a 


standard contract formula may receive 
additional standard contract formula in Food 
Package III, in lieu of infant foods (infant 
cereal, fruit, & vegetables), at the same 
maximum monthly allowance as infants ages 
4-5 months of age of the same feeding 
option. The infant must have a qualifying 
medical condition as specified in the 
requirements for medical documentation 
and/or valid prescription for special 
(exempt) formula.  A prescription from the 
medical provider and PHAME 
documentation is required and is 
managed the same as an infant on Special 
Formula in Food Package III. 


 


 CPA must choose “Formula only” in 
PHAME Food Benefit tab 
Documentation box 


 CPA must also enter Renewal Date, 
Qualifying Condition, and Medical 
Provider in PHAME Food Benefit tab 
Documentation box 


Infant Model 
Food Packages 
FNB vs MMA 


 


 Maximum Formula Issuance for reconstituted 
powder or RTF formula 


Effective 10-1-14 


 Revision of the Maximum Monthly Allowance 
amounts for liquid infant formula & RTF 


 CPA must enter correct quantity from 
CPA Prescribe Guide for Rx to verify 


 








                                                                                                WIC Food Package Final Rule Implementation Tracking Tool 
Food Package Rule Provision Effective/ 


Implement 
Date 


SA will 
Exercise 
Option  
(Y/N) 


New/ 
change 
policy? 
(Y/N) 


SA Revised Policy/ 
Training Guidance 
(e.g., chapter 2, page 3) 


Training 
Date to 
LAs/ 
vendors 


SA 
Implementation 
Date 


Other Comments (i.e. date 
actual training took place, 
educational/training 
materials used, 
communication plan) 


RO 
Approved 
Date 


 


1 
 


Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Definitions 


Name change from “WIC-
eligible medical food" to 
“WIC-eligible nutritionals” 


5/5/2014/no 
later than 
10/1/14 


 Chapter 17 7-29-14 
thru  
8-1-14 


10-1-14 Handout  


Full Nutrition Benefit Chapter 17 7-29-14 
thru  
8-1-14 


10-1-14 Handout  


Fresh Fruits and Vegetables: 
as defined by the FDA  
http://www.accessdata.fda.g
ov/scripts/cdrh/cfdocs/cfcfr/
cfrsearch.cfm?fr=101.95 
 


     


Farmers’ market  5/5/14 NA NA NA NA NA 
Fruits and Vegetables 


Both organic fresh fruits and 
vegetables must be 
authorized 


Since Interim 
rule 


 N Implemented in 2009     


Both fresh fruits and 
vegetables must be 
authorized 


Since Interim 
rule 


 N Implemented in 2009     


CVV for children increased 
from $6 to $8 


5/5/14 / no 
later than 
6/2/2014 


  Chapter 17 5-15-14 6-1-14 Memoradum  


Split tender of CVVs: 
vendors, farmers, and 
farmers’ markets must allow 
participants to pay the 
difference. 


10/1/14 / no 
later than 
4/1/15 


 N Implemented in 2009     



http://www.accessdata.fda.gov/scripts/cdrh/cfdocs/cfcfr/cfrsearch.cfm?fr=101.95

http://www.accessdata.fda.gov/scripts/cdrh/cfdocs/cfcfr/cfrsearch.cfm?fr=101.95

http://www.accessdata.fda.gov/scripts/cdrh/cfdocs/cfcfr/cfrsearch.cfm?fr=101.95
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Food Package Rule Provision Effective/ 


Implement 
Date 


SA will 
Exercise 
Option  
(Y/N) 


New/ 
change 
policy? 
(Y/N) 


SA Revised Policy/ 
Training Guidance 
(e.g., chapter 2, page 3) 


Training 
Date to 
LAs/ 
vendors 


SA 
Implementation 
Date 


Other Comments (i.e. date 
actual training took place, 
educational/training 
materials used, 
communication plan) 


RO 
Approved 
Date 


 


2 
 


Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Dried fruits and vegetables 
may be authorized for 
purchase with CVV; dried 
allowed for children, but 
note nutrition education 
requirements if offered. 


5/5/2014 


 
 
N 


N      


Canned fruits or vegetables: 
newly allowed canned 
tomato sauce/paste without 
added sugar, fats, oils, salsa 
& spaghetti sauce. F/V must 
be listed as first ingredient in 
processed foods.  Only lower 
sodium canned vegetables 
may be allowed as an option.  
Home canned & home-
preserved F/V not allowed. 


N N      


Frozen fruits and/or 
vegetables: frozen fruits may 
not contain added fats, oils, 
salt, or added sugars. 


State agency 
option since 
Interim Rule 


N N      


 FNS encourages SA to offer 
lower sodium products when 
available. 


5/5/14 
N N      


Fruit and Vegetable Juice 


Technical clarification: WIC-
eligible canned fruit juice and 
vegetable juice must meet 
the FDA standard of identity, 
as listed at 21 CFR Part 146 
and 21 CFR Part 156, which 
are reflected in Table 4 of 7 
CFR 246.10(e)(12). 


No later than 
10/1/14 


  NA, LA only provides 
fresh fruit and 
vegetables. 
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Food Package Rule Provision Effective/ 


Implement 
Date 


SA will 
Exercise 
Option  
(Y/N) 


New/ 
change 
policy? 
(Y/N) 


SA Revised Policy/ 
Training Guidance 
(e.g., chapter 2, page 3) 


Training 
Date to 
LAs/ 
vendors 


SA 
Implementation 
Date 


Other Comments (i.e. date 
actual training took place, 
educational/training 
materials used, 
communication plan) 


RO 
Approved 
Date 
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


See Table 4 of 7 CFR 
246.10(e)(12) for standard of 
identities for canned juice. 


5/5/14 
N N   
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Food Package Rule Provision Effective/ 


Implement 
Date 


SA will 
Exercise 
Option  
(Y/N) 


New/ 
change 
policy? 
(Y/N) 


SA Revised Policy/ 
Training Guidance 
(e.g., chapter 2, page 3) 


Training 
Date to 
LAs/ 
vendors 


SA 
Implementation 
Date 


Other Comments (i.e. date 
actual training took place, 
educational/training 
materials used, 
communication plan) 


RO 
Approved 
Date 


 


4 
 


Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Farmers’ Markets  


Individual farmers authorized 
to accept CVV. 


5/5/14 


N N      


Farmers’ markets, in addition 
to individual farmers, may be 
authorized to accept WIC 
CVVs. 
As a result of the addition of 
farmers’ markets, 
conforming amendments 
have been made in 7 CFR 
246.2, 246.4, 246.18, and 
246.23. 


N N   
 


    


State Plan: submit a copy of 
SAs administrative appeal 
procedures for farmers 
and/or farmers’ markets. 


5/5/14  
/ No later 
than 10/1/14 


NA N      


Farmer/FM Monitoring:        
1) Design and Implement 
system for monitoring 
farmers’ and/or farmers’ 
markets’ compliance with 
program requirements.         
2) Include description of 
farmer/FM monitoring 
system in State Plan. 


NA, 
currently 
monitor
ed by 
the LA 
Dept. of 
Ag. 


N      


Mature Legumes and Peanut Butter  


Mature legumes in dry-
packaged  


No later than 
10/1/14 


  NA     
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Food Package Rule Provision Effective/ 


Implement 
Date 


SA will 
Exercise 
Option  
(Y/N) 


New/ 
change 
policy? 
(Y/N) 


SA Revised Policy/ 
Training Guidance 
(e.g., chapter 2, page 3) 


Training 
Date to 
LAs/ 
vendors 


SA 
Implementation 
Date 


Other Comments (i.e. date 
actual training took place, 
educational/training 
materials used, 
communication plan) 


RO 
Approved 
Date 
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Mature legumes canned 
forms, without added 
vegetables, fruits, meat, 
sugars, fats, or oils only. Final 
rule clarifies that canned 
forms of mature legumes is 
an option.  


Clarified 
requirement 
5/5/14/No 
later than 
10/1/14 


NA N      


Refried beans, without 
added sugars, fats, oils, 
vegetables or meat, have 
been added to the examples 
of allowable legumes. 


Clarified 
requirement 
5/5/14/No 
later than 
10/1/14 


 N      


Peanut Butter: final rule 
clarifies it cannot have added 
marshmallows, honey, jelly, 
chocolate/or similar 
ingredients. 


 N    NA, Louisiana policy does not 
need revision.  


 


Milk and Milk Alternatives 


Whole milk is the standard 
milk for issuance to 1-year-
old children. 


Since original 
regulation 


     NA, Louisiana policy does not 
need revision. 


 


1% or non-fat/skim milk is 
standard milk for children 
greater than or equal to 2. 


5/5/14 / No 
later than 
10/1/14 


  Chapter 17 7-29-14 
thru 
8-1-14 


10-1-14 Handout  


1% or non-fat/skim milk is 
standard milk for women. 
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Implement 
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Option  
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New/ 
change 
policy? 
(Y/N) 


SA Revised Policy/ 
Training Guidance 
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Training 
Date to 
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SA 
Implementation 
Date 


Other Comments (i.e. date 
actual training took place, 
educational/training 
materials used, 
communication plan) 


RO 
Approved 
Date 
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Fat-reduced milks to be 
issued to 1-yr-old children for 
whom overweight or obesity 
is a concern, based upon CPA 
determination through an 
individual nutritional 
assessment and consultation 
with the child’s health care 
provider if necessary, as 
established by State policy. 


5/5/14 


N N      


2% milk may be issued to 
participants under certain 
conditions during pregnancy 
and children per CPA 
assessment and State policy. 


N N      


2% milk may be issued to 
participants under 24 
months per CPA assessment 
and State policy. 


5/5/14 


N N      


Maximum substitution of 1 
lb. cheese for 3 quarts of milk 
for children and women.  For 
fully breastfeeding women in 
FP VII, no more than 2 lbs. of 
cheese may be substituted 
for 6 quarts milk. 


State agency 
option  
since Interim 
Rule  


Y N Chapter 17 already 
established 


  Louisiana already allows 
maximum allowance of 
cheese in all food packages.  


 


If offering cheese, it will no 
longer be issued beyond 
established substitution 
rates, even with medical 
documentation. 


 5/5/14 / no 
later than 
10/1/14  


NA N Chapter 17 already 
established 


  Louisiana does not offer 
additional cheese beyond the 
established rates.  
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Dangling quart option for 
offering cheese: 
12 oz. can evaporated milk- 
see page 12280 under 
section e. 


State agency 
option since 
Interim Rule 


N N      


Dangling quart option for 
offering cheese: 
half gallon of milk every 
other month. 


N N      


Tofu: must be calcium-set. 
Tofu may also now contain 
magnesium chloride. States 
are encouraged to choose 
tofu with the highest amount 
of calcium. 


N N      


Soy-based beverage or tofu 
may be a substitute for milk 
for children - see Table 2, 
Footnote 11. 


Implement 
no earlier 
than 10/1/14 


Y N Implemented in 2009     


Soy-based beverage and/or 
tofu may be a substitute for 
milk for women - see Table 
2, Footnote 12. 


State agency 
option since 
Interim Rule 


Y N Implemented in 2009     


Dangling quart option for 
offering cheese: 
1 qt. of yogurt for children 
and women. 


Implement 
no earlier 
than 4/1/15 


N N      
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Yogurt: no more than 1 qt. is 
authorized to a participant.  
Must conform to the 
Standard of Identity for 
yogurt.  Only low-fat or 
nonfat yogurt for children 
more than 2 years of age, 
and women.  Whole fat 
yogurt for children less than 
2 years of age.  


Implement 
no earlier 
than 4/1/15 


N N      


No more than a total of 4 
quarts of milk may be 
substituted for a 
combination of cheese, 
yogurt, or tofu for children in 
FP IV. 


 
 
5/5/14/ no 
later than 
10/1/14 


N N      


No more than a total of 4 
quarts of milk may be 
substituted for a 
combination of cheese, 
yogurt, or tofu for women in 
FP V & VI.  No more than a 
total of 6 qts. of milk may be 
substituted for a 
combination of cheese, 
yogurt, or tofu for women in 
FP VII.  


N N      
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actual training took place, 
educational/training 
materials used, 
communication plan) 


RO 
Approved 
Date 


 


9 
 


Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Breastfeeding Provisions 


Clarification of Partially 
Breastfeeding Terminology: 
described FP for the mother-
infant pair that both 
breastfeed and formula feed, 
is now “mostly” 
breastfeeding.  


5/5/14 


 N      


104 reconstituted fluid 
ounces of formula to mostly 
breastfed baby 0-1 month 
old. 


State agency 
option since 
Interim Rule 


N N      


Add eligible recipient to FP 
VII- Pregnant women who 
are also partially (mostly) 
breastfeeding an infant. 


5/5/14 / no 
later than 
10/1/14 


       


Whole Wheat Bread and Whole Grains 


Clarifies that SA must offer 


whole wheat and/or whole 


grain bread.   See Table 4 for 


the two allowed flours in 


ingredient list. 


5/5/2014/ no 
later than 
10/1/14 


       


Add whole wheat pasta as 
another whole grain option. 
Any size or shape with no 
added sugars, fats, oils, or 
salt. Must meet Standard of 
Identity for whole wheat 
pasta.  See Table 4 for 
allowed flours in ingredient 
list. 


5/5/2014 


N N      
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Tortillas: clarifies corn 


tortillas needs to have whole 


corn listed as first ingredient 


but will accept ground masa 


flour (corn flour) in areas 


were tortillas are limited.  


 
 
 
5/5/2014 
 
 
 
 
 


N N      


Tortillas: clarifies whole 


wheat flour must be the only 


flour listed in the ingredient 


list for whole wheat tortillas. 


N N      


Brown rice 
State agency 
option since 
interim rule 


Y N Implemented in 2009     


Bulgur N N      


Oatmeal Y N Implemented in 2009     


Whole-grain barley N N      


Breakfast Cereals 


At least one half of all 
breakfast cereals on the 
State’s authorized food list 
must meet the whole grain 
requirements in Table 4.  
Certain corn and rice-based 
cereals may be offered to 
participants with allergies to 
whole grains.   


Required 
since Interim 
Rule. 


 Y Implemented in 2013 
 


2013    
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Infant Foods in Food Packages II and III 


Final rule clarifies that a fruit 
or vegetable must be listed 
as the first ingredient in WIC-
eligible jarred infant food. 
 


5/5/14/ no 
later than 
10/1/14 


 N Implemented in 2009 
Chapter 17 


    


Substitute fresh banana for 4 
oz of jarred infant food in FP 
II & III for infants 6-12 mos. 
of age. 


5/5/14 


N N      


CVV for purchase of fresh F/V 
in lieu of infant foods fruits 
and vegetables provided in 
FP II & III based upon a 
thorough individual 
assessment conducted by 
CPA, *see rule for more 
education requirements and 
white potatoes in jarred 
infant foods. 


N N      


Partially breastfed and fully 
formula fed infants may opt 
to receive $4 CVV + 64 oz of 
infant food fruits and 
vegetables. 


N N      


Fully breastfed infants may 
receive an $8 CVV + 128 oz of 
infant food fruits and 
vegetables. 


N N      


Infant Formula 
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Maximum monthly 
allowance of infant formula 
& liquid concentrate infant 
formula as specified in the 
Interim and Final rule are 
identified by SA per 7 CFR 
246.10(e) Table 1. 


5/5/14/ no 
later than 
10/1/14 


 Y Chapter 17 7-29-14 
thru 
8-1-14 


10-1-14 Handout  
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Medical Documentation 


Form and requirements per 
7CFR 246.10(d). 


Required 
since Interim 
Rule  


       


Milk alternatives: CPA may 
determine & document need 
for tofu & soy-based 
beverage as a milk substitute 
for children. 
 


State agency 
option 
5/5/14/  If 
invoke milk 
alternatives 
must 
implement 
no earlier 
than 10/1/14 


 Y Chapter 17 7-29-14 
thru 
8-1-14 


10-1-14 Handout  


Milk alternatives: CPA may 
determine & document need 
for tofu & soy-based 
beverage as a milk substitute 
for women.  


 Y Chapter 17 7-29-14 
thru 
8-1-14 


10-1-14 Handout  


Food Package III: medical 
provider can make a referral 
to the WIC registered 
dietitian and/or qualified 
nutritionist for identifying 
appropriate supplemental 
foods and their prescribed 
amounts, as well as the 
length of time the 
supplemental foods are 
required by the participant, 
with the referral 
acknowledged on the 
medical documentation 
form. 
 


State agency 
option 
5/5/14/ no 
later than 
10/1/14 


 N Implemented in 2009 
Chapter 17 
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Canned Fish for FP VII 


At least two of the below 
options must be authorized 
by the SA:  Since Interim 


rule 


       


Canned light tuna Y N      


Canned salmon Y N      


Canned sardines N N      


Canned jack mackerel (King 
mackerel not authorized) 


5/5/14 


N N      


Canned fish with added 
sauces and flavorings (e.g. 
tomato sauce, mustard, and 
lemon) are authorized. 


N N      


FP III- See Table 3 for Requirements and Footnotes. 


Children and women with 
qualifying conditions who 
require the use of a WIC 
formula (infant formula, 
exempt infant formula, or 
WIC-eligible nutritional) 
receive FP III. 


Required 
since Interim 
Rule 


 Y Chapter 17 7-29-14 
thru 
8-1-14 


10-1-14 Handout  


See above for infant foods in 
lieu of CVV 


N 
N       


Children- Maximum 
substitution of 128 oz. of 
jarred fruits or vegetables for 
$8 CVV. 


5/5/14 


N N      


Women- maximum 
substitution of 160 oz. of 
infant food fruits and 
vegetables for $10 CVV. 


N N      
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


Medical documentation is 
required as part of the 
determination to issue jarred 
infant foods to children or 
women in lieu of CVV. 


5/5/14 
 


 N      


Infant formula is now an 
authorized type of formula in 
FP III.  Medically fragile 
infants 6-12 months of age 
may receive additional infant 
formula, exempt infant 
formula, or WIC-eligible 
nutritional in lieu of infant 
foods at the same maximum 
monthly allowance as infants 
4-6 months with medical 
documentation. 


5/5/14 
 


Y Y Chapter 17 7-29-14 
thru 
8-1-14 


10-1-14 Handout  


Authorized food list criteria 


7 CFR 246.10(b)(1) 5/5/14 / no 
later than 
10/1/14 


 N      


Food Package Tailoring 


 
Cultural Food Package 
Proposal 
 


 N 
 


N       


Vendor Minimum Stock Requirements 


All authorized vendors must 
stock at least two DIFFERENT 
fruits and two DIFFERENT 
vegetables. 
 


Clarified 
Requirement 
since Interim 
Rule / No 
later than 
10/1/14 


 N      
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Date:8-15-14 Version #1 


 


State Agency:  LOUISIANA 


  (Green) Required provisions 


  (Orange) State option provisions  


  (White) FNS terminology/definition  


 


 


 


 








5/14/2014 


May 15, 2014 


Instructions for printing the additional $2 CVV for Children 


Effective June 1, 2014 the CVV for all children will increase to $8.  Participants, who have already 


received a $6 CVV printed prior to June 1, may return to the clinic for an additional cash value voucher 


worth $2.  Below are the steps for printing the food instrument. 


Method 1 


1. All prescriptions that have been previously entered and verified for children will display the CVV 


as $8.  Even if the FI was originally printed as $6, the prescription will reflect $8.  To verify that 


the FI was originally $6, the caregiver should show the current $6 CVV.    


2. In the PHAME record of the child, edit the current prescription.  Click on the edit button.  When 


the prescription becomes active, click on the prescribe button at the bottom of the screen. 


3. When the prescribing details box appears, select the $8 CVV line and in the drop down box, 


select the $2 CVV.  Close the prescribe box. 


4. Verify the prescription. 


5. Go to the Food Instrument Area, Print FI tab.  The current month’s food instruments should load 


up.   


6. Check the “do not print” box for all FIs except the $2CVV.  Print those that are needed. 


Method 2 


1. In the PHAME record of the child, add a new prescription. 


2. Click on the prescribe button at the bottom of the screen. 


3. Select the appropriate model prescription. 


4. When the prescription lines display, select the $8 CVV line and in the drop down box, select the 


$2 CVV.  Close the prescribe box. 


5. Verify the prescription. 


6. Go to the Food Instrument Area, Print FI tab.  The food instruments should load up. 


7. Check the “do not print” box for all FIs except the $2CVV.  Print those that are needed. 


Method 3 


1. If the caregiver presents with the $6 CVV, an $8 CVV can be issued in its place. 


2. Void the $6 CVV and using the Re-Issue FI tab, reprint only the $8 CVV. 


3. Or, void the $6 CVV and return to the Certification area to enter a new prescription for the child.   


4. File the voided CVV following current policy. 


5. Once a new prescription is set up, the current FIs should load.  Print only the $8CVVs needed. 


 


Please contact Denise Harris by email at Denise.Harris@la.gov if any problems arise. 



mailto:Denise.Harris@la.gov
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May 15, 2014 


 


 


TO:  LA WIC Authorized Vendors 


 


FROM: Denise Harris, MCC, LDN, RD 


  Program Monitor 


  Nutrition Services 


 


  Joetta Ferrell, Program Manager 


  Nutrition Services 


 


RE:  Change in Cash Value Voucher for Fruits and Vegetables 


 


On March 4, 2014, the USDA released the final WIC food package rule which is the final 


modification to the regulations that Louisiana WIC implemented in 2009.  This rule is the 


outcome of extensive public comments and the experience of State Agencies across the nation in 


implementing the interim rules.   


 


Effective June 1, 2014 the Louisiana WIC program will increase the Cash Value Voucher for 


fresh fruits and vegetables (CVV) issued for children to $8.  The CVV for women remains at 


$10.  There will be a transition period from June through September where authorized WIC 


retailers will see both the $6 and the $8 CVV being presented.  If a caregiver requests the ability 


to redeem a $6 CVV for $8, please refer back to the local clinic.  There will be a handful of 


caregivers who may be issued a small $2CVV.  These are legitimate and may be accepted.   


Authorized WIC retailers must allow redemption of the CVV for the amount that is printed on 


the Food Instrument.   


 


Louisiana will continue the policy implemented in 2009 that allows a caregiver to pay the 


difference of any overages when redeeming the CVV. 


 


If you have any questions regarding this memorandum, please contact Denise Harris at 225-342-


8905. 


 


CC: Matthew Valliere 


 WIC State Agency 


 Regional Nutritionists 


 


Bobby Jindal 
GOVERNOR 


 


Kathy H. Kliebert 
SECRETARY 


 
 


State of Louisiana 
Department of Health and Hospitals 


Center for Community and Preventive Health  
 








On March 4, 2014, the USDA released the final WIC food package rule which is the final modification to 


the regulations that Louisiana WIC implemented in 2009.  This rule is the outcome of extensive public 


comments and the experience of State Agencies across the nation in implementing the interim rules.  The 


USDA also announced that a comprehensive review of WIC foods by the Institute of Medicine will be 


required every ten years.   


Below are highlights of some of the key changes in the final rule.   


Mandatory Changes: 


 Increase the Cash Value Voucher for Fruits and Vegetables (CVV) for children to $8 


Implementation Date:  June 1, 2014 


 Nonfat and 1% low fat milk standard issuance for children over two years of age and all women. 


Implementation Date: October 1, 2014 


 Medical Documentation from health care provider (Rx) no longer required for children to receive 


soy beverage.  A full nutrition assessment by the CPA and appropriate documentation is required. 


Implementation Date: October 1, 2014 


 A partially (supplementing < ½ infant formula pkg.) breastfeeding woman who is also pregnant 


will receive the fully breastfeeding woman’s food package. 


Implementation Date: October 1, 2014 


 Infants on standard contract formula may receive additional formula during the 6-12 months age 


range in lieu of infant foods.  Infant must have a qualifying condition as detailed in the 


requirements for special (exempt) formulas.  Documentation is required. 


Implementation Date: October 1, 2014 


Optional Changes: 


 Low fat or nonfat yogurt can be authorized as a substitution for milk.  Limited to 1 quart 


 16 oz. whole wheat pasta can be authorized as a whole grain choice 


 Fresh banana may substitute for a limited amount of infant foods 


 A CVV may be authorized for infants 9-11 months in lieu of infant foods.  A $4 CVV plus 16 jars 


infant food for fully formula fed and partially breastfed infants or $8 CVV plus 32 jars infant 


food for fully breastfed infants. 


 Jack Mackerel may be authorized as a fish option for fully breastfeeding women 


 In the special formula prescriptions, may allow a child or woman the option to receive jarred 


infant fruits and vegetables instead of the CVV.  128 oz. (32 jars) instead of the $8 or $10 CVV.  


Documentation is required. 


 Farmers’ Markets and/or individual farmers may be authorized to accept the CVV. 


 


 








State Agency Name Louisiana


Total FY2014 Budget $950,316.00


Staff Salaries (State and local)


Staff Salaries (State and local coordinators, supervisors, lactation consultants, etc.) (salary, 


fringe, indirect)
$168,520.00


Peer Counselor Salaries  (salary, fringe, indirect)                                                                                         $540,645.00


Other_______________


Total Salaries $709,165.00


Program Expenses


Mileage Reimbursement                                                                                            $38,000.00


Communication                                                                                                  (cell 


phones, texting plans, pagers, long distance reimbursements, etc.)
$5,100.00


Office Supplies                                                                                              $4,600.00


Program Forms                                                                                                    
(Contact logs, weekly time reports, referral forms)


$2,300.00


Equipment (laptop computer, etc.) $12,500.00


Advertising 


Rent $32,400.00


Other_______________


WIC Breastfeeding Peer Counseling Budget







Total Program Expenses $94,900.00


Training Expenses


Training Materials                                                                                           $4,950.00


Conferences and Workshops


Other________________ $38,500.00


Total Training Expenses $43,450.00


Educational Materials


Other________________ $2,500.00


Total Educational Materials $2,500.00


Other  Expenses


Indirect cost $100,301.00


Other________________


Total Other Expenses $100,301.00


TOTAL BFPC EXPENSES $950,316.00












Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Least Expensive Brands 
 


Retail Vendors may use shelf talkers to help WIC participants identify allowed and least 
expensive brands.  Vendors should contact the Vendor Management Unit of the WIC State 
Agency to submit and obtain approval for the shelf talkers.  The charts below identify brands of 
cereals, juices and whole grains that meet the USDA requirements for nutrient content and 
package sizes.  The WIC participant/caregiver must obtain the least expensive brand for the 
item being selected.   
 


Cereals 
 


Crispy Rice Cereals- 12 oz. 


UPC Code Company Brand Name Product 
Label 
Name 


Type of 
package 
(box or 
bag) 


Type 
of 
Cereal 


Package 
Size 


041303001615 Supervalu 
Essential 
Everyday Crispy Rice Box Cold 12 oz. 


050700552996 Federated Hytop Crisp Rice Box Cold 12 oz. 
050700561202 Federated Parade Crisp Rice Box Cold 12 oz. 


042187425382 


Marketing 
Management 
Inc. Best Yet Crispy Rice Box Cold 12 oz. 


041270830751 


Marketing 
Management 
Inc. IGA Crispy Rice Box Cold 12 oz. 


011110851215 
Daymon 
Worldwide Kroger Crispy Rice Box Cold 12 oz. 


011161015918 
Daymon 
Worldwide Shurfine Crispy Rice  Box Cold 12 oz. 


021140182227 
Daymon 
Worldwide Winn Dixie Crispy Rice Box Cold 12 oz. 


036800211629 
Daymon 
Worldwide Food Club Crisp Rice Box Cold 12 oz. 


092825098980 
Daymon 
Worldwide Brookshires Crisp Rice  Box Cold 12 oz. 


038000318467 Kellogg's Kellogg's 
Rice 
Krispies Box Cold 12 oz. 


051933151307 Save-A-Lot Kiggins 


Crispy Rice 
Toasted 
Rice Cereal Box Cold 12 oz. 


070038618355 
ConAgra 
Foods Best Choice Crisp Rice Box Cold 12 oz. 


078742140988 
ConAgra 
Foods Great Value Crisp Rice Box Cold 12 oz. 


011110851215 
ConAgra 
Foods Kroger Crispy Rice Box Cold 12 oz. 


791669374686 
ConAgra 
Foods Ralston Foods Crispy Rice Box Cold 12 oz. 


14240007931 MOM Brands Malt-O-Meal Crispy Rice Box Cold 12 oz. 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Cereals 
 


Toasted Oats 14 oz. 
 
UPC Code Company Brand Name Product 


Label Name 


Type of 
package 
(box or 
bag) 


Type 
of 
Cereal 


Package 
Size 


085239881446 Target Market Pantry 
Toasted 
Oats Box 


 
Cold 14 oz. 


041303001820 Supervalu 
Essential 
Everyday 


Toasted 
Oats Box 


 
Cold 


 
14 oz. 


050700561240 Federated Hytop 
Toasted 
Oats Box 


 
Cold 


 
14 oz. 


050700561196 Federated Parade 
Toasted 
Oats Box 


 
Cold 


 
14 oz. 


042187541556 


Marketing 
Management 
Inc. Best Yet 


Toasted 
Oats Box 


 
 


Cold 


 
 


14 oz. 


041270830300 


Marketing 
Management 
Inc. IGA 


Toasted 
Oats Box 


 
 


Cold 


 
 


14 oz. 


16000275645 General Mills Cheerios Cheerios Box 
 


Cold 
 


14 oz. 


011110850645 
Daymon 
Worldwide Kroger 


Toasted 
Oats Box 


 
Cold 


 
14 oz. 


011161018353 
Daymon 
Worldwide Shurfine 


Toasted 
Oats Box 


 
Cold 


 
14 oz. 


021140000965 
Daymon 
Worldwide Winn Dixie 


Toasted 
Oats Box 


 
Cold 


 
14 oz. 


036800285941 
Daymon 
Worldwide Food Club 


Toasted 
Oats Box 


 
Cold 


 
14 oz. 


092825098966 
Daymon 
Worldwide Brookshires 


Toasted 
Oats Box 


 
Cold 


 
14 oz. 


078742091310 Walmart Great Value 
Toasted 
Oats Box 


 
Cold 


 
14 oz. 


051933176126 Save-A-Lot Kiggins Rollin' Oats Box 
 


Cold 
 


14 oz. 
 


791669375072 ConAgra Ralston Foods 
Toasted 
Oats Box 


 
Cold 


 
14 oz. 


 
 
 
 
 
 
 
 
 
 
 
 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


 


Cereals 
 


Instant Oatmeal Unflavored, Individual Packs, 11.8-12 oz. 
 


UPC Code Company Brand Name Product 
Label Name 


Type of 
package 
(box or 
bag) 


Type 
of 
Cereal 


Package 
Size 


085239992029 Target Market Pantry 


Regular 
Flavor Instant 
Oatmeal Box  Hot  11.8 oz. 


041303001981 Supervalu 
Essential 
Everyday 


Instant 
Oatmeal 
Regular 
Flavor Box Hot 11.8 oz. 


050700259406 Federated Hytop 
Instant 
Oatmeal Box Hot 11.8 oz. 


050700073163 Federated Parade 
Instant 
Oatmeal Box Hot 11.8 oz. 


011110853301 
Daymon 
Worldwide Kroger 


Instant 
Oatmeal 
Regular 
Flavor Box Hot 12 oz. 


011161160397 
Daymon 
Worldwide Shurfine 


Instant 
Oatmeal 
Regular 
Flavor Box Hot 11.8 oz. 


021140181312 
Daymon 
Worldwide Winn Dixie 


Instant 
Oatmeal 
Regular 
Flavor Box Hot 11.8 oz. 


036800107472 
Daymon 
Worldwide Food Club 


Instant 
Oatmeal 
Regular 
Flavor Box Hot 11.8 oz. 


092825099482 
Daymon 
Worldwide Brookshires 


Instant 
Oatmeal 
Regular 
Flavor Box Hot 11.8 oz. 


042187410104 Marketing 
Mgt. Inc. Best Yet 


Inst. Oatmeal 
Plain 


Box 


 
Hot 


 
11.8 oz. 


041270016650 Marketing 
Mgt. Inc. IGA 


Instant 
Oatmeal 
Regular Box 


 
 


Hot 


 
 


12 oz. 


 
 


30000-01210 
Quaker Quaker 


Instant 
Oatmeal, 
Regular 
Flavor Box 


 
 


 
Hot 


 
 


 
11.8 oz. 


 
 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Cereals 
 


 


Quick Cooking or Instant Grits, Unflavored- May be individual packs- 12 oz. 


UPC Code Company Brand Name Product Label 
Name 


Type of 
package 
(box or 
bag) 


Type 
of 
Cereal 


Package 
Size 


041303002124 Supervalu 
Essential 
Everyday 


Instant Grits 
Original Flavor Box Hot 12 oz. 


050700062792 Federated Hytop Instant Grits Box Hot 12 oz. 


050700557526 Federated Parade Instant Grits Box Hot 12 oz. 


011110666734 
Daymon 
Worldwide Kroger 


Grits Instant 
Regular Box Hot 12 oz. 


011161140757 
Daymon 
Worldwide Shurfine 


Grits Instant 
Regular  Box Hot 12 oz. 


021140181374 
Daymon 
Worldwide Winn Dixie 


Grits Instant 
Regular  Box Hot 12 oz. 


036800317642 
Daymon 
Worldwide Food Club 


Grits Instant 
Original Box Hot 12 oz. 


092825099574 
Daymon 
Worldwide Brookshires 


Grits Instant 
Regular  Box Hot 12 oz. 


078742228020 Walmart Great Value Instant Grits Box Hot 12 oz. 


30000-04760 
Quaker Quaker 


Instant Grits, 
Original Box Hot 12 oz. 


 
 
 


 


 


 


 


 


 


 


 


 


 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Whole Grains 


Whole Wheat Bread 16 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


077633700300 
 
Flowers Foods 


 
Roman Meal 


Roman Meal 100% 
Whole Grain 


 
16 oz. 


072250017671 


Flowers Baking 
Company 
 


Nature's Own 
 


100% Whole Grain 
Sugar Free 
 


16 oz. 
 


070038311508 
 


 
Flowers Baking 
 


Best Choice 
100% Whole 
Wheat 
 


Best Choice 100% 
Whole Wheat 
 


16 oz. 


04130302780 
 
Supervalu 


Essential 
Everyday 


100% Whole Wheat 
Bread 


 
16 oz. 


050700567389 
 
Federated 


 
Parade 


100% Whole Wheat 
bread 


 
16 oz. 


077633700300 


 
Roman Meal 


 
Roman Meal 


Sungrain 100% Whole 
Wheat Bread 


 
16 oz. 


042187203485 
Marketing 
Management Inc. Best Yet 


100% Whole Wheat 
Bread 


 
16 oz. 


0-7432309230-1 
Bimbo Bakeries Bimbo 


Bimbo 100% Whole 
Wheat Bread 


 
16 oz. 


0-7294561103-0 
Bimbo Bakeries Sara Lee 


Sara Lee Classic 
100% Whole Wheat 
Bread 


 
 


16 oz. 


0-7087000061-5 
Bimbo Bakeries Mrs. Baird’s 


Mrs. Baird's Traditional 
100% Whole Wheat  


 
16 oz. 


0-5070056738-9 
Bimbo Bakeries Parade 


Parade 100% Whole 
Wheat Bread 


 
16 oz. 


011110001320 Daymon Worldwide Kroger 
100% Whole Wheat 
Bread 


 
16 oz. 


011161403036 


 
Daymon Worldwide 


 
Shur Fresh 


 
100% Whole Wheat 
Bread 


 
16 oz. 


 


 


 


 


 


 


 


 


 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


 


Whole Grains 


Brown Rice, 16 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


078742122229 Walmart Great Value Brown Rice 
 


16 oz. 


023957216010 Walmart Cajun Country 
Cajun Country Long 
Grain Brown Rice 


 
16 oz. 


720579728012 
Gulf Pacific Rice Co, 
Inc.   Gulf Pacific 


Premium Whole Grain 
Brown Rice 


 
16 oz. 


085239340264 Target Market Pantry 
Long Grain Brown 
Rice 


 
16 oz. 


041303005033 Supervalu 
Essential 
Everyday 


Long Grain Brown 
Rice 


 
16 oz. 


050700555935 Federated Hytop Brown Rice 
 


16 oz. 


050700556017 Federated Parade Brown Rice 
 


16 oz. 


042187402291 
Marketing 
Management Inc. Best Yet Brown Rice 


 
16 oz. 


 
 
 
054800110018 


 
Porter Novelli on 
Behalf of the Uncle 
Ben's® brand 


 
Uncle Ben's® 
Brand (Mars 
Food US) 


 
Uncle Ben's® Natural 
Whole Grain Brown 
Rice 


 
 
 


16 oz. 


036800137042 Daymon Worldwide Food Club Brown Rice 
 


16 oz. 


021140008091 Daymon Worldwide Winn Dixie 
Whole Grain Brown 
Rice 


 
16 oz. 


 
011161019466 


 
Daymon Worldwide 


 
Shurfine 


 
Brown Rice 


 
16 oz. 


 
011110901842 


 
Daymon Worldwide 


 
Kroger 


 
Brown Rice 


 
16 oz. 


017400105105 Ebro North America Mahatma 
Mahatma Whole 
Grain Brown Rice 16 oz. 


092825105398 Daymon Worldwide Brookshire's 
Long Grain Brown 
Rice 16 oz. 


070038623571 
Trinidad Benham 
Corp Best Choice Brown Rice 16 oz. 


 


 


 


 


 


 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Whole Grains 


Tortillas, 16 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


072250007603 Flowers Foods MiCasa 
MiCasa  Whole Wheat 
Tortillas 


 
16 oz. 


890971002208 Alta Foods, LLC Celia's 
Whole Wheat Flour 
Tortillas 


 
16 oz. 


890971002215 Alta Foods, LLC Celia's Corn Tortillas 
 


16 oz. 


890971002008 Alta Foods, LLC Celia's Yellow Corn Tortillas 


 
16 oz. 


070038612605 Tortilla King, Inc. Best Choice 
100% Whole Wheat 
Tortillas 


 
 


16 oz. 


070038362500 Tortilla King, Inc. Best Choice Corn Tortillas 
 


16 oz. 


027331000486 Olé Mexican Foods, Inc. La Banderita 
Whole Wheat Flour 
Tortillas 


 
 


16 oz. 


027331000493 
Olé Mexican Foods, 
Inc. La Banderita Corn Tortillas 


 
16 oz. 


041501009222 B&G Foods  Ortega Whole Wheat Tortillas 
 


16 oz. 


037600085953 Hormel Foods, Inc. Chi-Chi's 
Chi-Chi's White Corn 
Tortillas 18ct 


 
16 oz. 


043354007905 Hormel Foods, Inc. Chi-Chi's 
Chi-Chi's Whole Wheat 


Tortilla Fajita Style 8ct 


 
 


16 oz. 


041270837224 Hormel Foods, Inc. IGA 
IGA Whole Wheat 
Fajita Style Flour Tortillas 


16 oz. 


725439110303 Hormel Foods, Inc. My Essentials 
My Essentials Whole 
Wheat Tortillas 


 
16 oz. 


070038622369 Hormel Foods, Inc. Best Choice 


Best Choice Whole 
Wheat Tortillas Fajita 
Style 


 
 


16 oz. 


4113027082 Supervalu Carlita 
Soft White Corn 
Tortilla 


 
16 oz. 


4113027101 Supervalu Carlita Whole Wheat Tortilla 
 


16 oz. 


048564060054 Gruma Corporation Guerrero White Corn Tortillas 
 


16 oz. 


048564070039 Gruma Corporation Guerrero 
Whole Wheat Flour 
Tortillas 


 
16 oz. 


 


 


 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Whole Grains 


Tortillas, 16 oz. contd. 


048564071074 Gruma Corporation Guerrero 
Whole Wheat Flour 
Tortillas 


 
16 oz. 


703685068008 Bimbo Bakeries Tia Rosa 
Tia Rosa 100% Whole 
Wheat Tortillas 


 
16 oz. 


073731003282 Mission Foods Mission 
6" Yellow Corn Tortilla, 
Extra Thin 24ct 


 
16 oz. 


073731071076 Mission Foods Mission 
8" White Whole Wheat 
tortilla 10ct (WIC) 


 
16 oz. 


021140242556 Daymon Worldwide Winn Dixie Tortillas, Corn 
 


16 oz. 


011161402510 Daymon Worldwide Shurfresh Tortillas, Corn Maize 


 
16 oz. 


021140013156 Daymon Worldwide Winn Dixie  Tortillas, Whole Wheat 


 
 


16 oz. 


011161401216 Daymon Worldwide Shurfresh  
Tortillas, Whole Wheat 
Authentic Fajita Style 


 
 


16 oz. 


011110015747 Daymon Worldwide Kroger 
100% Whole Wheat 
Tortillas 16 oz. 


092825104483 Daymon Worldwide Brookshire's White Corn Tortillas 16 oz. 


 


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Single Strength Juices 
 


 


Orange Juice, 48 and 64 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


028000295059 Nestle Beverage  Juicy Juice 
Juicy Juice Orange 
Tangerine 64 oz. 


041303004357 Supervalu 
Essential 
Everyday 100% Orange Juice 


 
64 oz. 


041303009222 Supervalu 
Essential 
Everyday 


Orange Juice From 
Concentrate 


 
64 oz. 


041303009253 Supervalu 
Essential 
Everyday 


Orange Juice From 
Concentrate w/ Pulp 
(Country Style) 


 
 


64 oz. 


041130305665 Supervalu 
Essential 
Everyday 100% Orange Juice 


 
64 oz. 


050700262819 Federated Hytop 
100% Pure Orange 
Juice 


 
64 oz. 


050700553672 Federated Hytop 100% Juice Orange 
 


64 oz. 


 
050700554808 Federated Parade 


100% Pure Orange 
Juice 


 
64 oz. 


021140017888 Daymon Worldwide Winn Dixie Orange Juice 
 


64 oz. 


092825098591 Daymon Worldwide Brookshires 
100% Unsweetened 
Orange Juice 


 
64 oz. 


036800294172 Daymon Worldwide Food Club 
Orange Juice (Shelf 
Stable) 


 
64 oz. 


041755-002024 Langers Langers Orange Juice  
 


64 oz. 


078742352169 Walmart Great Value Orange Juice 
 


64 oz. 


     


028000272494 Nestle Beverage    Juicy Juice 
Juicy Juice Orange 
Tangerine 48 oz. 


092825098645 Daymon Worldwide Brookshires 
100% Unsweetened 
Orange Juice 48 oz. 


050700554914 Federated Parade 100% Juice Orange 48 oz. 


050700555058 Federated Hytop 100% Juice Orange 48 oz. 


041152210701 Daymon Worldwide Ruby Kist Orange Juice 48 oz. 


 


 
 
 
 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Single Strength Juices 
 


 


Apple Juice, 48 and 64 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


070038322207 Cliffstar LLC Always Save 
Apple Juice from 
concentrate 64 oz. 


070038322238 Cliffstar LLC Best Choice 


Apple 100% Juice from 
concentrate with added 
ingredient 64 oz. 


078742088198 Cliffstar LLC Great Value 


100% Juice Apple 
Juice from concentrate 
with added ingredient 64 oz. 


074390630826 Cliffstar LLC Harvest Classic 


100% Juice with added 
ingredient Apple Juice 
from concentrate 64 oz. 


085239665169 Target Market Pantry Apple 100% Juice 64 oz. 


028000008246 Nestle Beverage Juicy Juice Juicy Juice Apple 64 oz. 


014800000344 Dr. Pepper Snapple Mott's 100% Apple Juice 64 oz. 


041303004401 Supervalu 
Essential 
Everyday 100% Apple Juice 64 oz. 


041303004432 Supervalu 
Essential 
Everyday 


100% Apple Juice w 
Calcium and vitamin C 64 oz. 


050700051895 Federated Hytop 100% Juice Apple 64 oz. 


050700048376 Federated Parade 100% Juice Apple 64 oz. 


076301722125 Apple & Eve, LLC Apple & Eve 100% Apple Juice 64 oz. 


076301722279 Apple & Eve, LLC Sesame Street 
100% Juice Big Bird's 
Apple 64 oz. 


037100003488 Apple & Eve, LLC Seneca 100% Apple Juice 64 oz. 


042187411637 
Marketing 
Management Inc. Best Yet Apple Juice 64 oz. 


042187031170 
Marketing 
Management Inc. Best Yet 


Apple Juice, Natural 
100% 64 oz. 


041270882705 
Marketing 
Management Inc. IGA 100% Apple Juice 64 oz. 


 


 


 


 


 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Single Strength Juices 
 


 


Apple Juice, 48 and 64 oz., contd. 
UPC Code Company Brand Name Product Label Name Package 


Size 


070038322238 
Clement Pappas & 
Co., Inc. Best Choice 


Apple Juice 
Unsweetened 64 oz. 


070038618867 
Clement Pappas & 
Co., Inc. Best Choice Apple Juice 64 oz. 


051933115828 
Clement Pappas & 
Co., Inc. Tipton Grove Apple Juice 64 oz. 


028500120714 Knouse Foods Lucky Leaf 100% Apple Juice 64 oz. 


011110821140 Daymon Worldwide Kroger Apple Juice 64 oz. 


011161112518 Daymon Worldwide Shurfine 
Apple Juice 


64 oz. 


021140214492 Daymon Worldwide Winn Dixie 
Apple Juice 


64 oz. 


021140214768 Daymon Worldwide Winn Dixie 
Apple Juice 


64 oz. 


036800149403 Daymon Worldwide Food Club Apple Juice 64 oz. 


092825098409 Daymon Worldwide Brookshires 100% Apple Juice 64 oz. 


041755-001065 Langers Langers Apple Juice  64 oz. 


078742088198 Walmart Great Value 100% Apple Juice 64 oz. 


051933115828 Save-A-Lot Tipton Grove 100% Apple Juice 64 oz. 


051933052802 Save-a-Lot Tipton Grove 100% Apple Juice 64 oz. 


037323133146 Knouse Foods Musselman's 100% Apple Juice 64 oz. 


     


028000275259 Nestle Beverage Juicy Juice Juicy Juice Apple 48 oz. 


037100003983 Apple & Eve, LLC Seneca 100% Apple Juice 48 oz. 


092825098423 Daymon Worldwide Brookshires 
100% Juice Apple 
Juice from concentrate 48 oz. 


076301730113 Apple & Eve, LLC Apple & Eve 100% Apple Juice 48 oz. 


050700554969 Federated Parade 100% Juice Apple 48 oz. 


050700555034 Federated Hytop 100% Juice Apple 48 oz. 


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Single Strength Juices 
 


Grapefruit  Juice 48 and 64 oz. 


UPC Code Company Brand Name Product Label Name Package 
Size 


041303004395 Supervalu 
Essential 
Everyday 


100% White Grapefruit 
Juice 64 oz. 


050700556529 Federated Hytop 
100% Juice Pink 
Grapefruit 


 
 


64 oz. 


050700554884 Federated Parade 
100% Juice Pink 
Grapefruit 


 
64 oz. 


042187404271 
Marketing 
Management Inc. Best Yet Grapefruit Juice 


 
64 oz. 


070038323044 
Clement Pappas & 
Co., Inc. Best Choice Grapefruit Juice 


 
64 oz. 


011110821416 Daymon Worldwide Kroger Grapefruit Juice 


 
64 oz. 


021140214744 Daymon Worldwide Winn Dixie White Grapefruit Juice  


 
64 oz. 


021140215772 Daymon Worldwide Winn Dixie 
Ruby Red Grapefruit, 
100% Juice 


 
64 oz. 


036800294295 Daymon Worldwide Food Club Pink Grapefruit Juice 


 
64 oz. 


092825098690 Daymon Worldwide Brookshires 


100% Pink Grapefruit 
Juice 


 
 


64 oz. 


078742429731 Walmart Great Value Ruby Red Grapefruit 64 oz. 


     


050700554907 Federated Parade 
100% Juice Pink 
Grapefruit 48 oz. 


     


 


 


 


 


 


 


 


 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Single Strength Juices 
 


Purple Grape Juice 48 oz. and 64 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 
041800207503 Welch's Welch's 100% Grape Juice 64 oz. 


041800226009 Welch's Welch's Red 100% Grape Juice 64 oz. 


070038321965 Cliffstar LLC Best Choice 


Grape100% juice from 
concentrate with added 
ingredient 64 oz.  


078742088198 Cliffstar LLC Great Value 


100% Grape Juice from 
concentrate with added 
ingredient 


 
 


64 oz. 


085239665145 Target Market Pantry Grape 100% Juice 
64 oz. 


028000008222 Nestle Beverage  Juicy Juice Juicy Juice Grape 
 


64 oz. 


041303004470 Supervalu 
Essential 
Everyday 100% Grape Juice 


 
64 oz. 


050700044866 Federated Hytop 100% Juice Grape 
 


64 oz. 


050700039381 Federated Parade 100% Juice Grape 
 


64 oz. 


042187410418 
Marketing 
Management Inc. Best Yet Grape Juice 


 
64 oz. 


041270882750 
Marketing 
Management Inc. IGA Grape Juice  


 
64 oz. 


051933124523 
Clement Pappas & 
Co., Inc. Tipton Grove Grape Juice 


 
64 oz. 


011110821034 Daymon Worldwide Kroger 
 
Grape Juice 


 
64 oz. 


011225020209 Daymon Worldwide Valutime 
 
Grape Juice 


 
64 oz. 


021140215024 Daymon Worldwide Winn Dixie 
 
Grape Juice 


 
64 oz. 


011161117148 Daymon Worldwide Shurfine 
 
Grape Juice 


 
64 oz. 


036800133549 Daymon Worldwide Food Club 
 
Grape Juice 


 
64 oz. 


092825098447 Daymon Worldwide Brookshires 100% Grape Juice 
 


64 oz. 


078742226903 Walmart Great Value Grape Juice 
 


64 oz. 


051933052819 Save-a-Lot Tipton Grove 100% Grape Juice 64 oz. 


070038632269 
Clement Pappas & 
Co., Inc. Always Save Grape Juice 64 oz. 


     


070038365426 Cliffstar LLC Always Save 
Grape Juice from 
concentrate 100% juice 48 oz.  


028000272159 Nestle Beverage  Juicy Juice Juicy Juice Grape 
 


48 oz.  


041152210480 Daymon Worldwide Ruby Kist Grape Juice 48 oz. 


050700555690 Federated Parade 100% Juice Grape 48 oz. 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Single Strength Juices 
 


 


White Grape Juice 48 oz. and 64 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


041800227006 Welch's Welch's 
100% White Grape 
Juice 64 oz. 


070038321798 Cliffstar LLC Best Choice 


White Grape 100% 
juice from concentrate 
with added ingredients 


 
 
 


64 oz. 


078742226897 Cliffstar LLC Great Value 


100% Juice White 
Grape100% juice from 
concentrate with added 
ingredients 


 
 
 


64 oz. 


085239665152 Target Market Pantry 
White Grape 100% 
Juice 


 
64 oz. 


028000108366 Nestle Beverage  Juicy Juice 
Juicy Juice White 
Grape 


 
64 oz. 


041303004487 Supervalu 
Essential 
Everyday 


100% White Grape 
Juice 


 
64 oz. 


041303004395 Supervalu 
Essential 
Everyday 


100% White Grapefruit 
Juice 


 
64 oz. 


050700040776 Federated Hytop 
100% Juice White 
Grape 


 
64 oz. 


050700556451 Federated Parade 
100% Juice White 
Grape 


 
64 oz. 


076301722194 Apple & Eve, LLC Sesame Street 
100% Juice Grover's 
White Grape  


 
64 oz. 


41270813563   
Marketing 
Management Inc. IGA White Grape Juice 


 
64 oz. 


041270882767 
Marketing 
Management Inc. IGA White Grape Juice  


 
64 oz. 


070038321798 
Clement Pappas & 
Co., Inc. Best Choice White Grape Juice 


 
64 oz. 


011110821454 Daymon Worldwide Kroger 
White Grape Juice  


64 oz. 


011161117162 Daymon Worldwide Shurfine 
White Grape Juice  


64 oz. 


021140215697 Daymon Worldwide Winn Dixie 
White Grape Juice  


64 oz. 


036800133617 Daymon Worldwide Food Club 
White Grape Juice  


64 oz. 


092825098454 Daymon Worldwide Brookshires 
100% White Grape 
Juice 


 
64 oz. 


078742226897 Walmart Great Value White Grape 
 


64 oz. 
     


050700556444 Federated Parade 
100% Juice White 
Grape 48 oz. 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


Single Strength Juices 
 


Pineapple Juice 48 oz. and 64 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


041303004333 Supervalu 
Essential 
Everyday 


100% Pineapple 
Juice 64 oz. 


050700554150 Federated Hytop 
100% Juice 
Pineapple 


64 oz. 


050700554891 Federated Parade 
100% Juice 
Pineapple 


64 oz. 


042187212388 
Marketing 
Management Inc. Best Yet 


Pineapple 100% 
Juice 


64 oz. 


070038620181 
Clement Pappas & 
Co., Inc. Best Choice Pineapple Juice 


64 oz. 


011110821072 Daymon Worldwide Kroger 
Pineapple Juice 64 oz. 


036800294165 Daymon Worldwide Food Club Pineapple Juice 64 oz. 


092825098676 Daymon Worldwide Brookshires 
100% Juice 
Pineapple  


64 oz. 


074584050645 NTC Marketing Inc Libby's  
All Natural 100% 
Pineapple Juice 64 oz. 


     


092825098669 Daymon Worldwide Brookshires 
100% Juice 
Pineapple 48 oz. 


041152210671 Daymon Worldwide Ruby Kist Pineapple Juice 48 oz. 


050700554921 Federated Parade 
100% Juice 
Pineapple  48 oz. 


050700555041 Federated Hytop 
100% Juice 
Pineapple  48 oz. 


 


 
Cranberry Juice 48 oz. and 64 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


041303002933 Supervalu 
Essential 
Everyday 


100% Juice - 
Cranberry 64 oz. 


076301722149 Apple & Eve, LLC Apple & Eve 
100% Juice Naturally 
Cranberry 64 oz. 


042187209203 
Marketing 
Management Inc. Best Yet 


Cranberry Juice 
100% 64 oz. 


011110821669 Daymon Worldwide Kroger Cranberry Juice 64 oz. 


036800308688 Daymon Worldwide Food Club Cranberry Juice 64 oz. 
041755-008002 Langers Langers Cranberry Plus 64 oz. 


078742066929 Walmart Great Value 
100% Cranberry Juice 
Blend 


64 oz. 


051933052840 Save-a-Lot Tipton Grove 100% Cranberry Juice 64 oz. 


     


753792002560 Apple & Eve, LLC Northland 
100% Juice Traditional 
Cranberry 48 oz. 


076301726536 Apple & Eve, LLC Apple & Eve 
100% Juice Naturally 
Cranberry 48 oz. 







Louisiana WIC Approved Food List 


Effective 3/3/2014 


 


3/5/2014 


 
Single Strength Juices 
 


Cranberry-Grape Juice 48 oz. and 64 oz. 


076301722170 Apple & Eve, LLC Apple & Eve 
100% Juice 
Cranberry Grape 64 oz. 


753792002034 Apple & Eve, LLC Northland 
100% Juice 
Cranberry Grape 


64 oz. 


036800308848 Daymon Worldwide Food Club 
Cranberry Grape 
Juice 


64 oz. 


041755-008026 Langers Langers 
Cranberry Grape 
Juice Plus 


64 oz. 


078742069906 Walmart Great Value 
100% Cranberry 
Concord Grape Juice 


64 oz. 


     


753792002577 Apple & Eve, LLC Northland 
100% Juice 
Cranberry Grape 48 oz. 


 


Miscellaneous 
Juice 48 oz. and 64 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


Vegetable Juice    


041303002636 Supervalu 
Essential 
Everyday 100% Vegetable Juice 64 oz. 


050700553689 Federated Hytop 100% Juice Vegetable 
 


64 oz. 


050700554846 Federated Parade 100% Juice Vegetable 
 


64 oz. 


042187211879 
Marketing 
Management Inc. Best Yet Vegetable Juice 


 
64 oz. 


070038618881 


Red Gold on behalf 
of Associated 
Wholesale Grocers Best Choice 


Vegetable Juice 100% 
Juice from 
Concentrate 


 
 


64 oz. 


078742062037 
Clement Pappas & 
Co., Inc. Great Value Vegetable Juice 


 
64 oz. 


051933117525 
Clement Pappas & 
Co., Inc. Diane's Garden Vegetable Juice 


 
64 oz. 


092825094609 Red Gold Brookshires 
100% Vegetable Juice 
From Concentrate 


 
64 oz. 


011161016793 Daymon Worldwide Shurfine 
Vegetable Juice  


64 oz. 


036800188068 Daymon Worldwide Food Club 
 
Vegetable Juice 


 
64 oz. 


092825094609 Daymon Worldwide Brookshires 100% Vegetable Juice 
 


64 oz. 


078742062037 Walmart Great Value Vegetable Juice 
 


64 oz. 
011110821126 Daymon Worldwide Kroger Vegetable Juice 64 oz. 


     


050700554976 Federated Parade 100% Juice Vegetable 48 oz. 
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Single Strength Juices 


UPC Code Company Brand Name Product Label Name Package 
Size 


Orange-Mango    


050700554822 Federated Parade 
100% Juice Orange 
Mango 


64 oz. 


     


050700554945 Federated Parade 
100% Juice Orange 
Mango 48 oz. 


Pineapple-Mango    


050700554839 Federated Parade 
100% Juice Pineapple 
Mango 


64 oz. 


     


050700554952 Federated Parade 
100% Juice Pineapple 
Mango 48 oz. 


Orange-Pineapple    


050700556512 Federated Hytop 
100% Juice Orange 
Pineapple 


64 oz. 


050700554815 Federated Parade 
100% Juice Orange 
Pineapple 


64 oz. 


041755-002031 Langers Langers Pineapple Orange 64 oz. 
     


092825098652 Daymon Worldwide Brookshires 
100% Orange 
Pineapple 48 oz. 


050700554938 Federated Parade 
100% Juice Orange 
Pineapple 48 oz. 


050700556505 Federated Hytop 
100% Juice Orange 
Pineapple 48 oz. 
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Frozen Juice Concentrate 
 


Orange Juice 11.5 oz. -12 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 


041303026762 Supervalu 
Essential 
Everyday 


100% Orange Juice - 
Country Style 12 oz. 


041303026793 Supervalu 
Essential 
Everyday 


100% Orange Juice - 
No Pulp 


12 oz. 


041303026717 Supervalu 
Essential 
Everyday 


100% Orange Juice - 
Original 


12 oz. 


050700262567 Federated Hytop 100% Juice Orange 12 oz. 
050700044217 Federated Parade 100% Juice Orange 12 oz. 


050700302560 Federated Parade 100% Juice Orange 
12 oz. 


042187201153 
Marketing 
Management Inc. Best Yet Orange Juice 


12 oz. 


042187201481 
Marketing 
Management Inc. Best Yet 


Orange Juice Country 
Style  


12 oz. 


042187207599 
Marketing 
Management Inc. Best Yet Pulp Orange Juice 


12 oz. 


041270044349 
Marketing 
Management Inc. IGA 


Orange Juice County 
Style  


12 oz. 


041270489966 
Marketing 
Management Inc. IGA Orange Juice  


12 oz. 


070038353898 
Peace River Citrus 
Products, Inc. Best Choice 


Orange Juice Frozen 
Concentrate 


12 oz. 


070038584520 
Peace River Citrus 
Products, Inc. Best Choice  


Orange Juice Country 
Style 


12 oz. 


070038584506 
Peace River Citrus 
Products, Inc. Best Choice  


Orange Juice Pulp 
Free Frozen Concentrate 


12 oz. 


070038353867 
Peace River Citrus 
Products, Inc. Always Save 


Orange Juice Frozen 
Concentrate 


12 oz. 


011110877031 Daymon Worldwide Kroger Orange Juice Frozen 
12 oz. 


011110877307 Daymon Worldwide 
Kroger Orange Juice Added 


Pulp Frozen 
12 oz. 


011110877352 Daymon Worldwide 
Kroger Orange Juice Pulp 


Free Frozen 
12 oz. 


011161131038 Daymon Worldwide Shurfine 
 
Orange Juice Frozen  


12 oz. 


011225415043 Daymon Worldwide Valutime 
 
Orange Juice Frozen  


12 oz. 


021140261885 Daymon Worldwide Winn Dixie 
 
Orange Juice Frozen  


12 oz. 


036800190344 Daymon Worldwide Clear Value 
 
Orange Juice Frozen  


12 oz. 
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Frozen Juice Concentrate 


Orange Juice 11.5-12 oz., contd. 
UPC Code Company Brand Name Product Label Name Package 


Size 


036800248687 Daymon Worldwide Food Club 
Orange Juice Pulp 
Free 


12 oz. 


036800328020 Daymon Worldwide Food Club Orange Juice Frozen 
 


12 oz. 


036800328051 Daymon Worldwide Food Club 
Orange Juice Extra 
Pulp 


 
12 oz. 


041755-600190 Langers Langers 
Fzn. Orange Juice 
Vit.C 11.5 oz.  


078742430843 Walmart Great Value 
Country Style Orange 
Juice 


 
12 oz. 


078742122373 Walmart Great Value 
Pulp Free Orange 
Juice 


 
12 oz. 


078742371672 Walmart Great Value Orange Juice 
 


12 oz. 


051933201002 Save-A-Lot Crisp Crisp Orange Juice 
 


12 oz. 
051933052086 Save-a-Lot Tipton Grove 100% Orange Juice 12 oz. 


 


Apple Juice 11.5 -12 oz. 


041303026731 Supervalu 
Essential 
Everyday 100% Apple Juice 


 
12 oz. 


050700242002 Federated Hytop 100% Juice Apple 
 


12 oz. 


050700283838 Federated Parade 100% Juice Apple 
 


12 oz. 


037100000166 Apple & Eve, LLC Seneca 100% Apple Juice 
 


12 oz. 


042187201122 
Marketing 
Management Inc. Best Yet Apple Juice Frozen  


 
12 oz. 


070038354062 
Peace River Citrus 
Products, Inc. Best Choice  


Apple Juice Frozen 
Concentrate 


 
12 oz. 


070038354307 
Peace River Citrus 
Products, Inc. Always Save 


Apple Juice Frozen 
Concentrate 


 
12 oz. 


051933314900 Save-A-Lot Tipton Grove 
Tipton Grove 100% 
Apple Juice 


 
12 oz. 


011110877857 Daymon Worldwide Kroger 
 
Apple Juice Frozen  


 
12 oz. 


021140261915 Daymon Worldwide Winn Dixie 
 
Apple Juice Frozen  


 
12 oz. 


036800111813 Daymon Worldwide Food Club 
 
Apple Juice Frozen  


 
12 oz. 


041755-600107 Langers Langers Fzn. Apple Juice  11.5 oz. 


078742352282 Walmart Great Value Apple Juice 
 


12 oz. 


041800193004 Welch's Welch's 100% Juice Apple 11.5 oz. 
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Frozen Juice Concentrate 


 
Purple Grape Juice 11.5 -12 oz. 
UPC Code Company Brand Name Product Label Name Package 


Size 
041800116003 Welch's Welch's 100% Grape Juice 11.5 oz. 


041303026779 Supervalu 
Essential 
Everyday 100% Grape Juice 12 oz. 


050700556611 Federated Parade 100% Juice Grape 
 


12 oz. 


037100000678 Apple & Eve, LLC Seneca 100% Grape Juice 
 


12 oz. 


042187201061 
Marketing 
Management Inc. Best Yet Grape Juice 


 
12 oz. 


070038608844 
Peace River Citrus 
Products, Inc. Best Choice  


Grape 100% juice 
Frozen Concentrate 


 
12 oz. 


011110879882 Daymon Worldwide Kroger Grape Juice Frozen 
 


12 oz. 


021140261946 Daymon Worldwide Winn Dixie 
Grape Juice Frozen  


12 oz. 


036800171114 Daymon Worldwide Food Club 
Grape Juice Frozen  


12 oz. 


078742229799 Walmart Great Value Grape Juice 
 


12 oz. 


041800157006 Welch's Welch's 100% Juice Grape 11.5 oz. 


White Grape Juice 11.5-12 oz.    


041800109005 Welch's Welch's 
100% White Grape 
Juice 11.5 oz. 


Pineapple Juice 11.5-12 oz.    


011110813466 Daymon Worldwide Kroger 
Pineapple Juice Frozen 
 12 oz. 


041755-600121 Langers Langers Fzn. Pineapple Juice 
 


11.5 oz. 


Grapefruit Juice 11.5-12 oz.    


042187201078 
Marketing 
Management Inc. Best Yet Grapefruit Juice Frozen 


 
 


12 oz. 


011110877529 Daymon Worldwide Kroger Grapefruit Juice Frozen 
 


12 oz. 


078742352268 Walmart Great Value Grapefruit Juice 
 


12 oz. 


Misc. Juices 11.5-12 oz.    


011110877949 Daymon Worldwide Kroger 
Pineapple Orange 
Juice 12 oz. 
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May 15, 2014 


 


 


TO:  Regional Administrators   Regional Nutritionists 


  Assistant Regional Administrators  Regional Nurses 


  Regional Administrative Managers   WIC Contract Agencies 


 


FROM:  


   


RE:  Change in Cash Value Voucher for Fruits and Vegetables 


 


 


On March 4, 2014, the USDA released the final WIC food package rule which is the final 


modification to the regulations that Louisiana WIC implemented in 2009.  This rule is the 


outcome of extensive public comments and the experience of State Agencies across the nation in 


implementing the interim rules.  Effective June 1, 2014 the Louisiana WIC program will increase 


the Cash Value Voucher for fresh fruits and vegetables (CVV) issued for children to $8.  The 


CVV for women will remain at $10.   


 


CVVs issued to children on or after June1 2014, will reflect the $2 increase to $8.  The change 


will be made in PHAME to automatically update all current prescriptions for children.  There 


will be no need to enter a new prescription.  The Louisiana WIC program issues multi-month 


Food Instruments and participants who have already received $6 CVVs are allowed to return to 


clinic to exchange for an additional $2 CVV.  Instructions for printing the $2 CVV are attached. 


 


Authorized WIC retailers must redeem the CVV for the amount that is printed on the Food 


Instrument.  They have been instructed to refer caregivers to the issuing clinic if any questions 


arise. 


 


Louisiana will continue the policy implemented in 2009 that allows a caregiver to pay the 


difference of any overages when redeeming the CVV. 


 


If you have any questions regarding this memorandum, please contact Denise Harris at 225-342-


8905 or by email at Denise.Harris@la.gov . 


 


CC:  Takesha Davis 


  Matthew Valliere 


  WIC State Agency 


 


Bobby Jindal 
GOVERNOR 


 


Kathy H. Kliebert 
SECRETARY 


 
 


State of Louisiana 
Department of Health and Hospitals 


Center for Community and Preventive Health  
 



mailto:Denise.Harris@la.gov
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MEMORANDUM 


 
January 3, 2014 
 
 
To:   Regional Nutritionists 


WIC Contract Agencies 
 
From:  Monica McDaniels, MS, LDN, RDN 
  Assistant Director Nutrition Services 
 
 
The Spanish language translation of the Louisiana WIC color brochure is now available from State 
Printing.  Clinics can order a maximum of 2 packs at a time, each pack has 100 brochures.   
 
 
 
 
 
 
 
 
CC:  WIC State Agency 


 


Bobby Jindal 
GOVERNOR 


 


Kathy H. Kliebert 
SECRETARY 


 
 


State of Louisiana 
Department of Health and Hospitals 


Center for Community and Preventive Health  
 








LOUISIANA DEPARTMENT
OF HEALTH & HOSPITALS


Check the WIC food instrument for food description and 
quantities allowed. Compare items selected to items 
below to ensure that only WIC eligible foods and container 
sizes are purchased. NO I.O.U.’s, RAINCHECKS,  
or SUBSTITUTIONS.


Eggs:
— Least expensive brand


`` Large, White eggs — dozen
NOT ALLOWED: 


`` Extra large, medium, small, brown,  
low-cholesterol or specialty eggs


PEANUT BUTTER New Sizes!
(Must be printed on food instrument) 
— Any brand is allowed


`` 16-18 oz. container
`` Smooth, crunchy, whipped, low sodium  


and low sugar allowed
Not Allowed:


`` Flavorings or added ingredients. Organic.


Dried Beans/Peas:
— Any brand is allowed


`` Any variety — 1 lb. package
Not Allowed:


`` Canned, fresh, frozen,  
mixed, added flavoring, soup mixes


Cheese:
— Least expensive brand, in the category 


of the participant’s choice.
`` American, Mild Cheddar,  


Medium Cheddar, Mozzarella (part skim) & Swiss — 8 oz. or 16 oz.
`` Block or Sliced (not individually wrapped).
`` Low Fat, Fat Free, and Low Sodium  


varieties are approved.
Not Allowed:


`` Cheese product, spread or food, deli, grated, random weight, shredded 


Milk:
— Least expensive brand, in the category 


of the participant’s choice.
Homogenized:


`` Whole, Reduced Fat (2%), Low Fat (1%), 
and/or Fat Free (Skim) — Gallon and Quart


Lactose Reduced/Lactose Free:
(Must be printed on food instrument)


`` Whole, Reduced-Fat (2%), Low Fat (1%) and/or 
Fat-Free (Skim) — Half Gallon and Quart 


Not Allowed:
`` Flavored milk, buttermilk


Soy Beverage:
(Must be printed on food instrument)
Brands: 8th Continent, Pacific Ultra, Great Value


`` Half Gallon and Quart containers
`` Original or vanilla flavor


Tuna Fish:
(Must be printed on food instrument)
— Any brand is allowed


`` Light, Dark or Blended — 5-6 oz. can
`` Dolphin safe, packed in water or oil


NOT ALLOWED: 
`` White, albacore, flavored, seasoned, foil packs


PINK SALMON
(Must be printed on food instrument)
Brands: Bumble Bee, Chicken of the Sea


`` 5-6 oz. can
`` Regular or low sodium, packed in oil or water,  


may contain bones or skin
Not Allowed:


`` Red or blue back, specialty, organic


WHOLE GRAINS - New Choices!
— Least expensive brand
Participants may choose from the selections below.  
Allowed quantity and package size printed on food instrument.


Brown Rice
`` 16 oz. bag/box


Not Allowed:
`` Instant, white, flavored,  


wild rice mixes, organic


Whole Wheat Bread
`` 16 oz. (1 lb.) loaf
`` 100 % Whole wheat on label


Not Allowed:
`` Sugar free, white, wheat blends, buns,  


rolls, bagels, frozen dough, organic


Tortillas
`` 16 oz. package
`` Corn or whole wheat


Not Allowed:
`` White flour  


tortillas, tostadas


Public Information Series


WIC Program 
Food List


Louisiana Women, Infants  
and Children (WIC) Program


 An Equal Opportunity Provider
Manufacturer’s coupons and any store promotions can 
be used with WIC food instruments, including free food, 


(such as buy one get one free offers).
USDA is an equal opportunity provider and employer.


This public document is published at a total cost of $2,520.00. 50,000 copies of this public document were 
published in this second printing at a cost of $2,520.00. This document was published by the Office of State 
Printing to inform the program participants of WIC approved items under authority of P.L. 95-627, Sec. 17 (b)
(1). This material was printed in accordance with standards for state printing established in R.S. 43:31. Printing 
of this material was purchased in accordance with the provisions of Title 43 of the Louisiana Revised Statutes.


Effective Oct. 1, 2013







WIC Infant Foods


Cereal Package Guide Juices. Fruits. Vegetables.


Infant Cereal
— Least expensive brand


`` Dry, plain (not mixed with fruit) — 8 oz. box
Not Allowed:  


`` Flavored cereal (fruit, yogurt or formula), 
individual servings


Infant Formula
`` As printed on the WIC food instrument  


(quantity, size, brand and type). Must be iron fortified.
NOT ALLOWED: substitutions


INFANT FOODS
Brands: Beech-Nut, Stage 2 or Stage 2 ½ , Gerber-2nd Foods


`` Fruits and vegetables
`` 4 oz. containers
`` Single or mixed combinations are allowed
`` Texture may range from strained through diced


Not Allowed:  
`` Mixtures with cereal, desserts, dinners, added sugars, starches, 


salt, artificial sweeteners, DHA/ARA, omega-3 fats, prebiotics, 
probiotics, organic


Infant Meats
(Must be printed on food instrument)


Brands: Beech-Nut, Stage 1, Gerber-2nd Foods
`` 2 ½ oz. containers
`` Single ingredient with broth or gravy
`` Beef, chicken, turkey, ham


Not Allowed:
`` Pasta or vegetable mixtures, added sugars, added salt, DHA/ARA 


omega-3 fats, prebiotics, probiotics, organic


Post
`` Grape-Nuts Flakes* — 18 oz.
`` Alpha Bits*  — 12 oz.


Malt-O-Meal in Bag or Box
`` Oat Blenders with Honey   


— 12, 18 or 36 oz. 
`` Oat Blenders with Honey and Almonds — 18 or 36 oz.
`` Frosted Mini Spooners* — 18 or 36 oz.
`` Strawberry Cream Mini Spooners*  


— 12, 18 or 36 oz.


General Mills
`` Corn Chex  


(Gluten Free)  
— 14 oz.


`` Rice Chex  
(Gluten Free)  
— 12.8 oz.


`` Dora the Explorer* — 18 oz.
`` Kix* — 12 or 18 oz.


Kellogg’s
`` All Bran Complete  


Wheat Flakes* — 18 oz.
`` Corn Flakes  


— 12, 18 or 24 oz.
`` Special K  


— 12 or 18 oz.


JUICES - New Choices!
Minimum of 120% Vitamin C


— Least expensive brand


`` Single Strength - 100% Juice
`` 48 oz. - Women
`` 64 oz. - Children
`` Orange, apple, grapefruit, pineapple,  


orange-mango, orange-pineapple,  
pineapple-mango, purple grape,  
white grape, cranberry, cranberry-grape, vegetable 


`` Frozen Concentrate - 100% Juice
`` 11.5-12 oz. - Women
`` Orange, apple, grapefruit, pineapple,  


purple grape, white grape 


Fresh Fruits & Vegetables:
— Any brand/any variety 
	 (excluding any potatoes, except 
	 orange yams and sweet potatoes.)
ALLOWED:


`` Whole or pre-cut fruit or vegetable 
`` Pre-cut may be packages or containers  


(e.g., bagged salad, pineapple in plastic container)
`` Yams and sweet potatoes. 


Not Allowed:
`` Any potatoes, except orange yams and sweet potatoes. 
`` Bagged greens (e.g., lettuce, 


spinach, etc.) with other 
ingredients such as croutons  
or dressing.


`` Party trays or fruit baskets
`` Decorative and ornamental  


fruits and vegetables 
(e.g., garlic on a string,  
gourds, etc.).


`` Salad bar items
`` Dried fruit and nut mixtures
`` Peanuts or other nuts
`` Herbs and spices 


Buying, selling or otherwise misusing  
WIC benefits is a crime. 


To report suspected abuse,  
call 800-424-9121 or  


visit www.usda.gov/oig/hotline.htm


+ = 36 oz.24 oz.


Use this guide to choose package 
sizes to get up to 36 ounces of cereal


+ + = 36 oz.12 oz. 12 oz. 12 oz.


+ = 36 oz.18 oz. 18 oz.


12 oz.


Cereals


= 36 oz.
36 oz.


BREAKFAST CEREALS 
— Least expensive brand required of the following


12, 14, 18, 24 and 36 oz. containers


Exception: General Mills Rice Chex 12.8 oz. and Instant Oatmeal 11.8 oz.


*Indicates a whole grain cereal
`` Crispy Rice — 12 oz. 
`` Toasted Oats* — 14 oz. 
`` Instant Oatmeal*, plain — 11.5-12 oz.
`` Quick Cooking Oatmeal or  


Old Fashioned Oatmeal* — 18 oz.
`` Quick Cooking or Instant  


plain Grits — 12 oz.





