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FOREWORD

As a nutrition professional, you will

have amassed a wealth of knowl-

edge about food and health. But

what good is it if you cant com-

municate it effectively? If there is

no one around to hear you, there

is the possibility of our nutrition

communication reaching nobody.

No matter your focus in our vast

profession, your impact depends on

how well you get your message across.

Whether you are speaking, writing, post-

ing, counseling, instructing, demonstrating,

pitching, presenting, creating recipes, developing

infographics, photographing images, or producing

videos, the end goal is the same: getting through

to people in a way that sparks understanding and
change.

With so much noise to overcome, that task
can seem more challenging than ever. A health
journalist I know once described a popular social
media influencer as “not burdened by science.” I
chuckled at his witty description at the time but
couldn’t shake it out of my head because it got to
the core of what I see as our greatest challenge as
communicators. As credentialed nutrition experts,
we are beholden to the science, which evolves at
a glacial pace compared to the lightning speed of
news today. We can't—and don’t want to—grab
people’s attention with shiny trinkets of misinfor-
mation, lofty promises, or fear mongering, yet we
have to compete in an environment where that is
commonplace. It is a challenge for sure, but one I
know we are up to, and keeping a good, sharp set
of communication skills is essential to meeting it.

Perhaps the most important tool of all is lis-
tening. Little did I know as a loquacious child the
wisdom of my grandfather’s words when he'd tell
me that God gave me two ears and one mouth for
a reason. It’s almost counterintuitive—we have so
much knowledge we eagerly want to share, so it’s
tempting to just start downloading information.
But when we listen first, finding out what our
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audience needs, what motivates them, what con-
fuses them—when we understand their resources,
concerns, constraints, and ideas—we open the
door to genuine, meaningful connection, and we
can tailor our messages so they truly penetrate.
That’s the first step of any good communication
cycle, which is essentially formatted like the in-
structions on a shampoo bottle: 1) Listen. 2) Cre-
ate message. 3) Repeat.

While it might seem like some people just
have a natural knack for communicating, much of
itis alearned and practiced skill. I can tell you that
firsthand. I have always enjoyed public speaking
and writing, but I cringe when I look back at my
early work—when I read the dense wordiness of
my first magazine articles, watch my deer-in-the-
headlights expression during television interviews,
and read the vague instructions I wrote into my
early recipes. But no one starts out a communi-
cations expert: You get there by stepping into the
ring and keeping at it, integrating the tools of the
trade and building your skills along the way. This
comprehensive text, filled with the insights of the
best in the business, is your trusty companion for
doing so. Turn the page and start the journey.

ELLIE KRIEGER, MS, RDN
Award-winning cookbook author, columnist, and
television personality




PREFACE

“Education is not the filling of a pail,
but the llghtmg of a fire.” _wiuiam sutLer veats

Nutrition professionals have a passion for going
beyond acquiring knowledge of food and nutri-
tion to sharing that knowledge with others—a
passion for communicating nutrition. Achieving
this desire requires expertise in the art and science
of nutrition communication. Communicating Nu-
trition: The Authoritative Guide provides expert
guidance—based on evidence and experience—to
communicate effectively.

An Idea is Born

The Academy of Nutrition and Dietetics iden-
tified a need for a nutrition communication text
based on requests from educators and practi-
tioners for resources on this topic. A book pub-
lished by the American Dietetic Association on
this topic called Communicating as Profession-
als went out of print in the early 2000s. Since
then, there has not been a book published on
the topic of nutrition communication. Although
there are books about nutrition counseling and
nutrition education, they have a different focus,
purpose, and scope. The Academy of Nutrition
and Dietetics determined to fill this gap with a
comprehensive book that spoke to both future
nutrition professionals and to those already in
the field.

One contributing author described the au-
thors’ collective opinion about the need for this
book: “This is the book we wish we would’ve had
as a reference and guide to prepare us for our ca-
reers and the many ways we communicate.”

Reflecting on the origin of my contribu-
tion to this book, I realize it began when I took
Purdue University’s nutrition communication
course as an undergraduate more than 40 years
ago. While enrolled in this course, I realized that

communicating nutrition was to be my primary
objective, no matter my practice setting. Over the
next two decades, I built on the knowledge and
skills learned in that class and derived great career
satisfaction through a variety of communication
experiences: speaking, writing, and media.

When the professor who designed Purdue’s
nutrition communication course retired, my for-
mer department invited me to fill the position. It
was like a dream come true, being able to teach
my favorite course and pass on to future nutrition
professionals the ability and desire to communi-
cate nutrition. For 32 semesters, together with
hundreds of students, we learned and practiced
the art and science of nutrition communication.
What we learned is captured in this text. Long
after graduation, former students consistently
recognize the importance of their knowledge and
skills in nutrition communication to their career
success in a variety of settings.

Soon after I retired from teaching, the Acad-
emy of Nutrition and Dietetics approached me
about using my experience to lead the develop-
ment of a book to fill the void in resources about
nutrition communication. This felt similar to my
invitation to teach—it was an opportunity not to
be missed. This time, the reach would be to an ex-
ponentially larger audience of not only future nu-
trition professionals but also fellow practitioners
and educators. I accepted the challenge.

Collaboration Brings
the Idea to Life

If there is one thing that teaching has taught me,
it’s that I do not know everything—no matter my
level of expertise. Therefore, if | was going to take
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on writing this book, it would not be alone. By
design, this book has been a collaborative effort
from its inception to its completion:

* During development, we solicited the input
of educators and practitioners to determine
its depth and breadth.

* We invited the participation of other
credentialed food and nutrition professionals
to serve as writers and dozens volunteered.
In the end, 57 authors contributed to the
writing. Each one wrote from their unique
knowledge and experiences creating a truly
authoritative guide.

* We enlisted dozens more credentialed food
and nutrition professionals to serve as peer
reviewers of the book. With their input,
the original manuscript was revised and
improved.

* Once we had a good working draft, we
invited educators to pilot sections of
the book in their classes. Over several
semesters, dozens of students read the
book and provided feedback along with
their instructors. This feedback provided
insight into how to best utilize this resource
as a textbook, not only in programs with
dedicated nutrition communication courses
but in those where the subject is covered in
multiple courses.

+ Additional experts in copy editing, book
design, and publishing helped bring the

book to completion.

The expertise and enthusiasm invested in
this project cannot be measured but is evident
on every page.

The Book Takes Shape

'This book is divided into eight sections split into
two parts. The first part establishes the founda-
tion of nutrition communication and the second
part focuses on the design and delivery of nu-
trition communication via a variety of channels.
Each section opens with a Showcase that illus-
trates a real-life nutrition communication exam-
ple that sets the stage for the topics covered in
that section.

xiv COMMUNICATING NUTRITION

Part 1: Nutrition
Communication Is Built on a
Firm Foundation: Professional,
Science-Based, Audience-
Focused

The first part of the book provides the basis for what

sets effective nutrition communication apart, and
how it is supported by three foundational pillars:
(1) the professionalism of the registered dietitian
nutritionist (RDN), who is credentialed, ethical,
and knowledgeable in both nutrition and commu-
nication; (2) the scientific evidence-base for nutri-
tion messages; and (3) its focus on the audience,
addressing their needs, culture, and preferences.

* Section 1 orients the reader to nutrition
communication and sets the stage for the
remaining chapters. It serves as a review of
communication theory put into the context
of nutrition science. It establishes the
importance of communication for both the
dietetics student and the practicing nutrition
professional.

* Section 2 establishes the rationale for
communicating accurate, current, science-
based messages. Students and practitioners
alike will learn how to read and interpret
research in their communication. Properly
citing references, both orally and in writing,
is a critical skill along with avoiding
plagiarism. Professional ethics related to
communication is also addressed.

* Section 3 sets the stage for designing
audience-focused communication. Models
for message development are described along
with practical strategies. The importance
of a needs assessment is established, and
techniques for completing one are described.
An overview of behavior change theories
used successfully in nutrition education
and communication is provided along with
examples for their practical use. Tailoring
messages to audiences based on culture,
gender, age, and generation is discussed.
The section culminates with how to write
communication goals, learning objectives,
key message points, and how to outline and
organize a message.



Part II: Nutrition
Communication Is Designed
and Delivered with Excellence

With the foundation of insuring that the commu-
nicator is professional and prepared—their mes-
sage is supported by scientific evidence and has
been tailored to meet the audience’s needs—the
second part of the book focuses on how nutrition
communication is designed and delivered to be
most effective: engaging the audience, presenting
information meaningfully and memorably, and
motivating positive lifestyles. All types of nutrition
communication are described with practical strate-
gies for excellence in design and delivery provided.

* Section 4 focuses on traditional oral
presentations, breaking down the parts of
an effective presentation as well as effective
presentation skills and tools.

* Section 5 covers several channels used
effectively by nutrition communicators
including writing, video, food
demonstrations, and food photography.

* Section 6 explores the wide variety of
channels that effectively reach large numbers
of people via mass media.

* Section 7 investigates a number of topics
that are often overlooked but can make
or break the success of any form of
communication endeavor.

* Section 8 is primarily for the practicing
nutrition professional, covering topics related
to business and professional communication.

Application and

Education

'This book is for both credentialed food and nutri-
tion professionals seeking to expand their knowl-
edge and skills in nutrition communication and
for future professionals building foundational
knowledge and skills. Equipped with the guidance
contained in this book, nutrition communicators
can reach any audience, through any channel, with
accurate, well-crafted messages that meet audi-
ence needs and improve lives.

Speaking on behalf of all of the authors, re-
viewers, editors, and designers, it has been our
privilege to create this book. May it be a valuable
resource that you turn to often and may it ignite
your passion for communicating nutrition

BARBARA J. MAYFIELD, MS, RDN, FAND
Editor

PREFACE xv
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"You cannot not
communicate.”

—PAUL WATZLAWICK

Introduction

Communication is a universal experience that be-
gins with a baby’s first cry. It develops through lan-
guage acquisition, learning to read and write, and
throughout life as a person interacts with others in
an increasingly complex world. Communication is
an essential life skill that includes not only words
but also body language, facial expressions, and tone
of voice. People communicate through spoken and
written words, illustrations, videos, and even silence.
As Hybels and Weaver succinctly state in Commu-
nicating Effectively,“To live is to communicate.™
Nutrition professionals communicate about
nutrition, food, and health with diverse audiences
to meet a multitude of needs. Eating is a universal
experience, but what, where, when, and how people
eat varies widely. Health is a universal concept that
is also deeply personal. Effective communication
is audience-focused. It is accurate and evidence-
based. It is creatively delivered and requires exper-
tise in the subject matter and communication.
'This chapter answers four questions:

* What is nutrition communication?

* What is the role of communication in
nutrition practice?

* How do models and theories enhance
nutrition communication?

* How is nutrition communication both an art
and a science?

'This opening chapter provides foundational
knowledge of nutrition communication concepts
that will be discussed throughout the book. Food

and nutrition professionals communicate with

diverse audiences in a wide variety of settings and
applications, which are introduced here and ad-
dressed in future chapters. Note that the focus of
this book is primarily on communicating with peo-
ple via group settings or via media channels rather
than counseling and direct patient care; however,
the foundational principles are similar and widely
applicable.

'This book will serve as a guide in combin-
ing nutrition knowledge with the art and science
of communication. Credentialed food and nutri-
tion professionals who build expertise in nutrition
communication will maximize the impact of their
messages.

What Is Nutrition
Communication?

The study of nutrition communication begins with
building a working definition. Consider what the
term nutrition communication means. How is it de-
fined? Definitions will vary based on experiences,
but the meaning is intuitive. Read on to learn more
about nutrition communication.

Nutrition Communication Is
Self-Explanatory

Nutrition communication is just what it says it
is—communication about nutrition. Though obvi-
ous, the term deserves further definition in a book
dedicated to its study.

Fully defining nutrition communication requires
first appreciating its origins—the science and art of

SECTION 1+« CHAPTER 1
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How to
write goals
and objectives
is covered in
Chapter 15.

communication. When communication principles
and theories are applied to the field of nutrition and
dietetics, the result is nutrition communication.

COMMUNICATION TERMS TO
KNOW AND USE

Understanding nutrition communication requires
familiarity with a core set of communication terms,
which are listed in the Terms to Know box. The
bolded words are generic terms used in communi-
cation literature. These are followed by their defi-
nition and then more specific terms that are used
throughout this text. These more specific terms are
synonyms or are specifically related to nutrition
communication and are followed by examples.

DEFINITIONS BUILD FROM
GENERAL TO SPECIFIC

The definitions that follow progress from general
and all-encompassing to increasingly specific.

Communication is ... the act of transmitting or ex-
changing information, thoughts, or ideas (as in non-
verbal, verbal, or written messages) between a sender
and one or more receivers. The term is also used for
the message itself, for the means used for transmit-
ting messages, and for the field of study concerned
with the interchange of ideas and messages.’

Science communication is ... “the use of appropri-
ate skills, media, activities, and dialogue to produce
one or more of the following personal responses to
science (the AEIOU vowel analogy): Awareness,
Enjoyment, Interest, Opinion-forming, and Under-
standing.” This definition focuses on outcomes and
is intended to promote further research and evalua-
tion of science communication.

Health communication is ... “the study and use of
communication strategies to inform and influence
individual and community decisions that enhance
health,” as defined by the Centers for Disease
Control and Prevention (CDC) and the National
Cancer Institute.* In health communication, the
same principles apply for groups as for individuals;
however, different strategies are employed.

Nutrition communication is ... communication
about food and nutrition for the purpose of de-
veloping a platform for inquiry and exchange of
ideas or to influence knowledge, understanding,
attitudes, decision-making processes, or behaviors.
A related term is nutrition education.
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Nutrition education is ..
educational strategies, accompanied by environ-

“any combination of

mental supports, designed to facilitate voluntary
adoption of food choices and other food- and
nutrition-related behaviors conducive to health
and well-being. Nutrition education is delivered
through multiple venues and involves activities at
the individual, community, and policy levels.”
'The words used in each term above imply why
communication is taking place. The next section
explores the varied reasons for nutrition commu-

nication.

Nutrition Communication
Fulfills Varied Goals and
Purposes

Nutrition communication is designed to address a
perceived need or interest. A variety of terms may
be used to convey the reasons for nutrition com-
munication: purposes, goals, outcomes, and objectives.
Each has a slightly different meaning; however,
they may be used interchangeably.

* Purposes for nutrition communication may
include building awareness, education, promo-
tion, inspiration, motivation, entertainment,
forming a relationship, or building a platform,
among others. A purpose is a broad statement
and is more general than goals, outcomes, or
objectives. It helps create goals, which will
then lead to outcomes or objectives.

* A goal contains more detail than a purpose
statement. Goals can relate to a particular
program, a series of events or delivered
messages, or an individual message. Goals
can be written from the perspective of what
the nutrition communicator will accomplish
or what the audience will achieve.

* Desired outcomes or objectives are specific
measurements that indicate whether the
goal was achieved. They are written from the
viewpoint of what the audience members will
learn, engage in, or demonstrate.

In subsequent chapters, a variety of nutrition
communication purposes, goals, and desired out-
comes will be discussed. Box 1.1 on page 10 pro-
vides an example of how these terms work together.
Note the use of the word szrazegies in the objective.
Throughout the book, strategies for achieving spe-
cific chapter objectives will be described. Likewise,
audiences need to know how to accomplish a goal.



I/_\| TERMS TO KNOW

Sender

Specific term:

Examples:

Receiver

Specific term:

Examples:

Message

Specific term:

Examples:

Channel

Specific term:

Examples:

Feedback

Specific term:

Examples:

Environment

Specific terms:

Examples:

Interference or “Noise”

Specific terms:

Examples:

Predisposition

Example:

The person or group of people who initiate communication. The sender
conveys ideas or information to one or more other individuals.

Nutrition communicator

Speaker at a nutrition conference, author of an article, organization
promoting a health or nutrition campaign

The person or group of people to whom the transmitted information is
directed.

Audience

Attendees of a nutrition class or conference, subscribers to a health or
nutrition resource, target audience of a health campaign

The ideas or information transmitted from sender to receiver.

Main idea(s) are called key messages, which are succinct summaries of
main concepts.

Annual National Nutrition Month slogan
The means through which the message is conveyed.
Varies depending on type of media used (written, verbal, visual)

Verbal and written messages sent via articles, blogs, websites, videos,
presentations, illustrations and images

The response sent back to the sender from the receiver about the message
via the same or a different channel from the original message.

Evaluation, data collection

Evaluation survey (formal), body language such as confused expression
(informal), answer to icebreaker question designed to evaluate audience
knowledge (formal), raising hand to indicate understanding (informal),
comments on blogs or social media posts

The physical, social, and emotional context in which a message is
transmitted, including external and internal environments.

Context, physical setting, social group, cultural background,
emotional state

Meeting room, auditorium, community center, park, restaurant, family
gathering, club meeting, group of friends vs crowd of strangers, calm vs
stressed

Any physical, social, mental, or emotional hindrance to a message being
transmitted clearly and completely.

Internal or external barriers
Preoccupation, multitasking, personal beliefs and biases

A frame of mind rooted in a person’s values, beliefs, knowledge, and past
experiences that inclines the person toward certain patterns of selective
perceptions, interpretations, feelings, and actions when presented with
any particular situation or stimulus.

Negative childhood experience with broccoli
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Purposes, Goals, and
Objectives Work Together

Purpose: To motivate

Goal: Motivate the audience to prevent food
waste

Objective: Audience members will describe four

strategies they plan to implement to
prevent food waste. (This is consid-
ered a behavioral intention.)

GOALS FOR NUTRITION
COMMUNICATION

The National Academies of Sciences, Engineer-
ing, and Medicine Committee on the Science of
Science Communication identified five goals for
communicating science.® These goals served as
inspiration for generating the goals for nutrition
communication listed below. Think of these as
categories of nutrition communication goals.

* Increase appreciation of science and the role
of food and nutrition in health and well-
being.

* Influence individual or collective decision-
making processes related to food, nutrition,
and health.

¢ Improve knowledge, attitudes, and
behaviors related to food, nutrition, and
health.

* Engage change agents in collective inquiry,
analysis, reflection, and innovation. Change
agents are those in a position to influence
others, such as parents, educators, other
professionals, including those in industry,
government, academia, and more.

* Inspire creative thinking, goal setting,
behavior change, and long-term
improvements in health and well-being.

What are other nutrition communication goals?
The goals for nutrition communication may seem
to be the same as the overall goals for nutrition
practice. This is because nutrition cannot be prac-
ticed effectively without communication. Com-
munication is the essence of nutrition practice.
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What Is the Role of
Communication in
Nutrition Practice?

'The role of communication in nutrition practice is so
pervasive that its importance could be overlooked.
Communication knowledge and skills must not be
taken for granted. Being an effective communicator
is essential for effective nutrition practice.

Communication Is Essential to
Nutrition Practice

'The Academy of Nutrition and Dietetics describes
registered dietitian nutritionists (RDNs) as “food
and nutrition experts who translate the science of
nutrition into practical solutions for healthy living.
Working in a number of areas, RDNs advance the
nutritional health of Americans and people around
the world.” The tagline used for RDNs is “Opti-
mizing the Public’s Health Through Food and
Nutrition.”” To “translate science into practical
solutions” and “advance nutritional heath” requires
more than nutrition knowledge; it requires com-
munication knowledge and skills.

“1f you can’t
communicate, it
doesn’t matter
what you know.”

—CHRIS GARDNER, THE PURSUIT
OF HAPPYNESS

An Academy of Nutrition and Dietetics practice pa-
y p p
per® describes the role of communication as follows:

RDNs must actively take steps to position them-
selves as reliable sources of science-based food and
nutrition information and communicate through
a variety of new media and traditional channels.
RDNs are uniquely qualified to evaluate and in-
terpret nutrition research within the context of
the body of science, and appropriately translate
the findings into positive and practical food and
diet advice for the public.



EVERYTHING INVOLVES
COMMUNICATION

Nutrition professionals use communication skills
in every aspect of their career, and over the course
of a career, nutrition professionals will participate
in a wide variety of nutrition communication ac-
tivities. Even on a daily basis, nutrition profession-
als are engaged in communication in numerous
ways, from writing emails and meeting with col-
leagues to creating and delivering science-based
messages to various audiences. Those who excel at
communication are often sought to fill job vacan-
cies and are generally more effective in all they do.
Communication skills are recognized as a critical
skill for all professionals, including those in health
care, education, and business.

COMMUNICATION SKILLS ARE
HIGHLY SOUGHT BY EMPLOYERS

The importance of preparing health care practi-
tioners and other professionals with communica-
tion knowledge and skills has been recognized by
numerous organizations and agencies. For exam-
ple, the Institute of Medicine, in their report ti-
tled, Who Will Keep the Public Healthy?, identified
communication as one of eight new competency
areas for public health practitioners in the 21st
century.’ In the decade since, communication ed-
ucation has become a mainstay in public health
academic programs and continuing professional
education.

'The National Institutes of Health published a
series of special issue papers presenting the role of
communication science in nutrition.’® Collectively,
these papers recognize the value in taking a multi-
disciplinary approach to promoting optimal nutri-
tion through the use of communication science. In
addition to their extensive knowledge of food and
nutrition science, nutrition professionals also need
to expand their communication knowledge and
skills to effectively promote optimal nutrition.

In a broader context, employers are seeking
candidates with soft skills (interpersonal or people
skills) in addition to the technical skills specific to
a job function. Surveys of employers consistently
rank communication at the top of desirable skills
in new hires. These skills include written and oral
communication, listening, and presentation skills,
among others.” A CareerBuilder survey found
that 52% of employers said recent college gradu-
ates lack interpersonal skills, 41% reported a lack

of oral communication skills, 40% pointed to a
lack of leadership skills, and 38% said new grad-
uates need better written communication skills.'?
No matter what the professional setting, strong
communication skills are essential to success. Poor
communication can be costly and can inhibit pro-
fessional growth and advancement.

POOR COMMUNICATION LEADS TO
NEGATIVE OUTCOMES

Research on the economic and health impact of
poor communication among care providers indi-
cates a great need for improved communication
skills in health care settings. A qualitative study
of communication challenges was undertaken in
seven hospitals of varying sizes and locations. The
economic costs were derived from wasted physician
time, wasted nurse time, and increase in patient
length of stay. Costs associated with medical errors,
patient or staff satisfaction, and other negative out-
comes were not included, making the estimates only
a portion of the total economic burden. Poor com-
munication among care providers was estimated to
cost a 500-bed hospital more than $4 million in
lost revenue per year. The total economic impact of
communication inefficiencies for all US hospitals
was estimated to be over $12 billion annually."

Researchers have also studied the impact of
poor written communication in health care set-
tings. A narrative literature review of 69 research
articles found that poor written communication
occurs between caregivers as well as between care-
givers and patients. Common negative outcomes
include compromised patient safety, patient dis-
satisfaction, discontinuity of care, and ineflicient
use of resources. The authors recommend im-
proved content and timeliness of written commu-
nication in health care.'

Poor communication is also recognized as
costly in the business sector. Data collected from
400 US corporations with 100,000 or more em-
ployees indicate the total estimated economic bur-
den resulting from employee misunderstandings is
$37 billion annually. The average cost per company
is more than $62 million annually. This data set in-
dicates that companies with leaders who are con-
sidered highly effective communicators had 47%
higher earnings over a 5-year period compared to
companies with leaders with poor communication
skills.”

No matter the setting, poor communication
has a significant negative impact. In health care,
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the impact leads to both poorer economic and
health outcomes. Poor communication also results
in decreased productivity and reduced patient and
caregiver satisfaction. Improved communication
skills can save time and money and result in im-

proved health and well-being.

Nutrition Communication
Takes Many Forms

Nutrition communication occurs in many different
settings and through a variety of channels. These
can be grouped into several categories that form
the basis for the major sections within this book.

PRESENTATIONS TO VARIED
AUDIENCES

Nutrition communicators present to all sizes of
groups, from small, intimate groups to audiences
of thousands. Audiences can consist of employ-
ees and staft, students and interns, clients and pa-
tients, community leaders and members, children,
and various professionals. Section 4 of the book
is focused on the knowledge and skills needed to
design and deliver effective oral presentations.
An effective presentation has a logical, well-
organized structure designed to present well-written
key messages with supporting evidence and mean-
ingful illustrations. It has a strong opening and clos-
ing that capture the audience’s attention and inspire
taking action. To enhance the presentation and help
deliver the content in an engaging way, graphics
and other media, such as videos, can be included.
Effective nutrition communicators enlist a
variety of audience participation techniques to
engage the audience, enhance learning, and pro-
mote behavior change. These include facilitated
discussions and other activities to promote audi-
ence engagement. Effective nutrition communi-
cators learn and master presentation skills to excel
at message delivery. The skills covered in Section 4
are transferable to other types of communication,
such as videos, demonstrations, and webinars.

WRITING, VIDEOS, FOOD
DEMONSTRATIONS, AND PHOTOS

Section 5 of the book is focused on the knowledge
and skills needed to design and deliver effective
communication via writing, video, food demon-
strations, and food photography. Communicating
in writing is a major form of nutrition communica-
tion and a great way to reach large audiences. Most
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types of communication are based on writing, mak-
ing these skills essential for communication suc-
cess. For example, most verbal and visual messages
are based on a written plan or script.

Video is one of the fastest growing channels
for nutrition communication, but one for which
very few nutrition professionals have received any
training. This section includes a chapter covering
how to create video, whether independently or
working with a professional.

Communicating with food is an effective
form of nutrition communication that includes
culinary demonstrations and food photography.
Food demonstrations are a multisensory way of
communicating about food and nutrition that are
entertaining as well as informative. Food photog-
raphy is considered an essential feature of print and
online recipes as well as articles about food and
nutrition. Photos can help teach how to prepare a
recipe, show the ingredients, suggest portion size,
or simply entice the reader. Photos are also critical
to the “shareability” of an online article or social
media post'*—without a photo, a nutrition-related
article cannot effectively be shared on social me-
dia sites, such as Instagram or Pinterest, and is less
likely to garner high engagement on Facebook and
other online social platforms.

TRADITIONAL AND
NONTRADITIONAL MEDIA
CHANNELS

Section 6 of the book is focused on the knowledge
and skills needed to design and deliver effectively
via mass communication channels, including tradi-
tional and newer channels. Channels covered in this
book include newspapers; magazines; social media;
web-based communication, such as blogging; on-
line courses and webinars; and shows and interviews
for television, radio, and podcasts. These channels
can reach hundreds of thousands of people, which
means effective communication skills have the po-
tential to influence and inspire widespread change.
'This section will build the knowledge and skills
for being the host or the interviewee. Roles may be
reversed, but the principles and best practices are the
same. With strong media skills, nutrition profes-
sionals expand their reach and influence and serve
as a source of credible, science-based information in
an era where nutrition misinformation is pervasive.
Principles for communicating through to-
day’s mass media channels will prepare the nutri-
tion communicator for the channels of the future.



INDEX

Page numbers followed by f indicate figures, page number followed by t indicates tables, and page numbers followed by b indicate boxes.

A
ABCD Model, 243

abilities, and behavior change,
184-185
abstract, 64, 80, 95, 626
structured, 83, 95
unstructured, 84
Academia.edu, 61
academic settings, 234, 523
Academy of Nutrition and Dietetics,
10, 29, 45, 59, 60, 68, 69, 74, 120,
121,128,210, 2175, 394, 403,
433,439, 447,457,459,534,571,
602-603, 642, 658
ACEND, 23, 24 £-25f
Code of Ethics. See Code of
Ethics for the Nutrition and
Dietetics Profession
Committee on Dietetic
Registration, 26, 27f
communication competencies/
performance indicators, 22-27
continuing education, 33
course coverage of
communication standards, 23,
26
Ethics in Action paper, 480
Ethics Opinion, 480
Evidence Analysis Library, 442,
646
Hunger and Environmental
Nutrition practice group, 60
position papers, 492, 646

670

Practice Groups, 341
Standards of Practice (SOP),
132,136
Standards of Professional
Performance (SOPP), 132,
136
Working with the Media
Handbook, 435, 441, 510
Academy of Nutrition and Dietetics
Foundation, 368, 6164
acceptance to publication time, of
journals, 631
accessibility of online education, 497
content organization, 497-498
special populations, 498
specificity of instructions, 498
accidental plagiarism, 1214
Accreditation Council for Education
in Nutrition and Dietetics
(ACEND), 23,67
communication knowledge
requirements and
competencies, 23
acculturation, 186, 202
accuracy of information, 134
mass media, 434—435
personal introduction, 535
popular press, 442
ACEND. See Accreditation Council
for Education in Nutrition and
Dietetics
active learners, 318
active recipe form, 656
active voice, 354-355, 476, 644

Adobe, 299
Adobe Illustrator, 356
Adobe InDesign, 356
Adobe Spark, 356
adults, communication with,
224-225
academic and professional
settings, 234
adult learners, 225-226, 271
community and recreational
settings, 234-235
of different generations,
228-231,2304
effective approaches to adult
learning, 226, 227
online settings, 236
at various ages and life stages,
224-228,227f
workplace settings, 235236
advertising, 61,573, 5735
affective domain, learning objectives
within, 244-245
affiliate (blogging), 472
affordability of channels, 39
Agency for Healthcare Research &
Quality, 616
agenda, meeting, 602
Agricola, 60
AIMES model, 492, 492f, 494/
algorithms (social media), 458, 462
alignment, written document, 357
Alliance of Independent Authors,
647
all rights, 446



alphanumeric outline, 248
AMA. See American Medical
Association citation style
American Academy of Pediatrics,
487
American Cancer Society, 122, 616
American College of Cardiology,
Guidelines on Lifestyle
Management to Reduce
Cardiovascular Risk, 59
American Diabetes Association, 57,
58,395, 6164, 642
Nutrition Therapy
Recommendations for the
Management of Adults with
Diabetes, 59
American Dietetic Association.
See Academy of Nutrition and
Dietetics
American FactFinder, 5674
American Heart Association, 57, 58,
395, 6164
grants, 614
Guidelines on Lifestyle
Management to Reduce
Cardiovascular Risk, 59
American Journal of Clinical
Nutrition, 60
American Management Association,
31
American Marketing Association,
145
American Media Institute, 69
American Medical Association
(AMA) citation style, 119-120
American Press Institute, 68, 69
American Psychological Association
(APA) format, 121
American Sign Language (ASL),
204
American Society for Nutrition, 59
Americans with Disabilities Act, 498
American Translators Association,
214
Amidor, Toby, 459/
analytic learners, 268
analytic research study, 80, 89
anchor text, 472
AND function, 62
anecdotal evidence, 73,109
animal studies, 108
animation, slides, 299

APA. See American Psychological
Association format
aperture, 413, 4134
apologies, in presentation openings,
280
application activities, in
presentations, 324
applications (apps), 339, 359, 414,
489, 554,576,610
applications (research article), 81,
91,93
Arab female population, 53
Area Health Education Center
programs, 33
Aristotle, 147,149
art director/designer, 655
Article Influence Score, 632
articulation, presenter, 338-339
artificial light, for photos, 414, 415
arts, 252-253
ASL. See American Sign Language
assignment editor, 431
assimilation theory of meaningful
learning, 258
Associated Press Stylebook, 656
asymmetry, written document, 357
attention of audience, 542
attention of speaker and
audience to one another, 543
and audience participation, 318
gaining, 545-546
during presentations, 259-260,
277
and visual aids, 289-290
attitudes
audience, 47, 168,171
and behavior change, 184
changes, assessment of, 282
and marketing, 565, 5654
audience, 37-38, 142. See also
audience participation, in
presentations
addressing, 534
attention. See attention of
audience
attitudes, 47,168,171
behaviors/practices, 168-169,

171
beliefs, 168
blogs, 477

characteristics, 352-353, 3534
and choice of channels, 39,

47-48

clear instructions for, 546-547

collaboration with, 43—44

and communication design, 16

and communicators, connection
between, 4647, 146,164,323

and compelling communicators,
29-30

and creativity of communicators,
30-31

demographics, 169

education/updation of, 363-364

and evaluation, 583

experience, improving, 521

facilitated discussions, 306-307,
308-309

identification of, 41, 42, 116,
166-167,567,5685

information, resources for, 5674

inputs, 13,15

interest in topic and desire to
learn, 553

inviting to applaud, 535

knowledge, assessment of, 168,
171

language of, 265

learning, understanding,
267-272

and learning objectives, 241

magazines, 441

and marketing, 567, 5684

mass media, 425, 430

motivators, barriers, and
readiness to change, 169

multiple intelligences/learning
styles, 267-269, 2675, 268f

needs assessment. See needs
assessment

needs of, 145-146, 157

newspapers, 440—-441

online education, 491

personalities/tendencies,
269-270,270F

popular press, 440, 447

quieting, 545-545

relating to topic, 535

relational communication,
13-14,15

resonation of messages with,
146-148

secondary, 364

size of, 37
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social media, 453454
tailoring messages to, 145-148
translation of science, 70
values, 168
varied, presentations to, 12
for videos, 381
welcoming and orienting, 533
working with, 156
and writing, 352-353
audience assessment. See needs
assessment
audience engagement, 259-260, 277,
307
in food demonstrations,
395-396, 3961, 397
and marketing, 565
online education, 493, 4945
audience-focused writing, 353,
3545
audience management, 542
acceptable behavior, expectations
of, 544-545
adults, expectations with, 545
attention of audience, 542
attention of speaker and
audience to one another, 543
challenging the speaker and
take-overs, 548-549
checklist, 550
complaining/whining audience,
549-550
dealing with disruptions/
distractions, 548
disruptive situations, handling,
547-550
environment, awareness of,
543-544
tull presence of communicators,
544,550
groups of children, expectations
with, 544-545
importance of, 542-543
improper use of technology,
547-548
late arrivals and those who walk
out, 549
members who refuse to
participate, 549
online communication,
expectations for, 545
responding to audience, 543—
544

rudeness and unprofessional
behavior, 543
signals, 545-546
strategies, 543-547
talkative audience members, 548
using names with children and
adults, 546
audience participation, 12, 38,156
in food demonstrations, 396
instructions, 546
members who refuse to
participate, 549
audience participation, in
presentations
attention, 318
audience engagement, 323-324,
3255
clear directions, providing, 329
cooperation, enhancing, 329-
330
easy and convenient, 329
enhancement of learning, 318
large-group activities, 327, 3284
participants, recognizing,
329-330
partners activities, 324326,
3264
providing steps and
demonstration, 329
questions and quizzes, 319-321,
3214, 3224
reasons for including, 317-319
retention, 318
safe learning environment,
327-329
self-eflicacy and behavior
change, promotion of, 318-
319
small-group activities, 326-327,
3275
audience response technology,
318
augmented reality, 577
Australian Association of Social
Marketing, 151
authenticity, in food demonstrations,
396
author guidelines
peer-reviewed journals, 634
publications, 445, 656
authority, and generations, 231
author order, 636—637
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author questionnaire, 657
authors
author bio, 651
coauthors, writing a manuscript
with, 636—637
compensation for, 446—447
examination of, 75
freelance, 446
rights of, 446447
students as, 637
authorship
criteria, journals, 636
and discipline, 646
editing, 643-644
and ethics, 646—648
finding voice, 644
gathering a team, 645
reflecting evidence and double-
checking facts, 646
research, 644—-645
responding to inspiration, 643
testing content in other
platforms, 645
writing for readers, 645
automatic mode, in cameras, 411
automation, social media, 459, 460
autonomy, 128,131,132
of adult learners, 226
audience, in presentations, 272
of patients/clients, 135
avatar, 458
awareness
cultural, 207/
of environment, 543-544
and marketing, 564-565, 5654
self-awareness, 208, 209/,
210-211

B

baby boomers, 229, 231, 232/
Baby Friendly Hospital Initiative, 58
backdrops, video, 383
background (food photography), 412
background (research article), 91
backlight, 383, 415
backup plan for disasters, 527-528
backwards design, 491
bar graph, 112, 115¢
baseline, outcome evaluation, 584
bee. See blind carbon copy function
behavior change, 391

assessment of, 282



and audience participation,
318-319
influencers, 183-188, 1837
and marketing, 566
and social media, 454455
behavior change theories, 15,178
audience stage of change,
question to determine, 182f
behavior change influencers,
183-188, 183/
decision-oriented, 188—191
effective strategies for using,
191-194
health belief model, 188-189,
1907
integrated behavioral model,
189-190, 1911
polytheoretical framework, 192,
192 £-193f, 194
precaution-adoption process
model, 181, 181/ 182f
progress of behavior change,
178-179
putting knowledge into practice,
1834, 1864, 1875, 1885, 1915,
1945
social cognitive theory, 190-191
stage of change, 194
theory of planned behavior, 189
theory of reasoned action, 189
transtheoretical model, 179-182,
1797
behavior modification theories,
266
behaviors
acceptable, expectations of,
544-545
audience, 168-169, 171
desirable, and visual aids, 291
generational, 231
and progress, 178-179
beliefs
audience, 168
and behavior change, 184
beneficence, 128,129, 131, 135
bias
and disclosure, 133
in needs assessment, 167
observer, 174
of panel members, and
moderation, 538
in research study, 101

unconscious, 207

Big Lens app, 414
Bill and Melinda Gates Foundation,

6164, 633

Bing, 72,479

Bingo (game), 284, 588

bioethics, 128

biology, and behavior change, 185
blank slides, 299

Blatner, Dawn Jackson, 481/
blind carbon copy (bce) function,

600

Blogger, 474
blogs/blogging, 347, 418, 428, 430,

460, 4617, 469

About Me section, 479, 480/

audience, 477

best practices, 477-482

call to action, 480, 481f

content, socializing, 478

content strategy, 474, 475f

copyright, 482

data, 479

disclosure statement, 479

discoverability of, 470-471

domain name, 474

editorial calendar, 475

financial benefits, 471-472

headlines, 476

host, 474

images, 476—477,477f

online readers, tailoring writing
for, 475-476

platform, 474

practical steps for starting/
maintaining, 472, 474477

privacy policy, 479-480

professional and ethical issues,
480-482

as professional resource, 471

and public education, 469470

reach of, 470

role in nutrition communication,

469-472
search optimization, 478-479
structure of posts, 476
terms, 472
terms and conditions, 480
theme and design, 474
tile tools and templates, 5004
transparency and disclosure,

480-481, 4821

weekly series, 477, 478f
Bloom’s taxonomy, 243-245,
2441, 324
Bluehost, 474
body movement, 204, 336
bokeh, 4135
book concept, 649, 651, 652
book contract, 647,652, 653
book proposal, 649
books, 641. See also authorship
best practices for authors,
643-648
and career, 643
citing, 120
and disclosure, 133-134
and expertise of authors, 642
and lifelong learning, 642-643
practical steps for publishing,
648-658
reasons for writing, 641-643
as reflection of author, 643
as resource, 642
translating of complex science
into practical guidance, 642
writing, journey, 654-655
boolean operators, 62, 63f°
bots
chatbots, 576
and search engines, 72
brainstorming, 156, 258,323, 3275
branding, videos, 387
brands, and food photography, 409
brevity of communication, 157
bridging, 509
Briggs, Katherine Cook, 269
Briggs Myers, Isabel, 269
broadcast media, 429
B-roll, 3864
bubble chart, 112, 115/
budget, grant, 615, 619
budget justification, 619
Buffer, 478
bulletin boards, 296
business cards, 603—604
business communication, 599
best practices, 606—-610
business correspondence,
599-601
clear and open communication,
608-609
documentation in writing,

609-610
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listening, 610
making connections and
relationship building, 611
materials, 603—606
meetings, 601-602
networking, 602-603
practical strategies, 610-612
professionalism in, 606—608
respect, 608
service, 612
teamwork, 608, 609
writing, reviewing, and
responding, 611
business goals, vs communication
goals, 566
BuzzFeed, 489

C
CAB Abstracts, 60

calendar invitation, for meetings,
602
CalFresh Nutrition Education,
497-498
callouts, 81, 92
calls for proposals, 617
calorie labeling, 111
cameras
angles, photography, 416, 417/
photo, 411, 413
video, 382
Can Manufacturers Institute, 5654
canned foods, 5654
Canva, 460, 498, 605
cartoons, giving credit to, 1211
case reports, 81, 89
case series, 81, 89
case studies, 81, 88, 381
Castle, Jill, 4617
causal inferences, 81
causation, 72—73, 109
CBPR. See community-based
participatory research
CDC. See Centers for Disease
Control and Prevention
CDR. See Commission on Dietetic
Registration
Center for Plain Language, 3544
Centers for Disease Control and
Prevention (CDC), 8,57, 69, 89,
152,170,454, 6165
Food Safety Education Resources,
394

Healthy Weight website, 59
certainty messaging, 146
Chamber of Commerce, 447, 603
change agents, 10
channels, 39,170
availability and affordability of,
39
choosing, 166
definition of, 9
effectiveness of, 47—48
and generations, 231
identification of, 41
and mass media, 429-430
popular press, 440-442
traditional vs nontraditional
media channels, 12
character, of presenters, 277
charts, 112, 115/, 355-357
chatbots, 576
checklists, 90
cherry picking, 72
Chicago Manual of Style, 656
children, communication with, 223,
224f
and cultural differences, 235
MyPlate, 224, 2255
school and extracurricular
settings, 234
tailoring goals and strategies to
child development, 223
translation of principles into
practice, 224
Children with Diabetes Forums, 498
ChooseMyPlate, 58, 154
choral response, 324
CINHAL Plus, 60
circular communication, 205
citations, 630, 646
citation styles, 119-120, 121
civility, in social media
communication, 459
clarity in communication, 157, 430,
608-609
in blogging, 475
in grant writing, 617
classroom lecture to college students,
referencing sources during, 121
clickbait, 458
headlines, 72
clickers, 320, 320
click-rate metrics, 589
client education, and online
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education, 487—-489, 4884
clinical significance, 100
closed-ended questions, 87
closings, presentation, 276, 561
answering questions, 283
assessment, 284
bookends, 283
changes in knowledge, attitudes,
and behavioral intentions, 282
checklist, 283
components of, 282-283
ending time, 285
key points, summary of, 281—
282
logical flow, 282-283
memorable and motivating, 283
purpose of, 281-282
questions and answers, 285
rest of the story, providing, 284
strategies, 283-285
take-home message and call to
action, 282
writing and sharing goals/ideas,
284
clothing, for media interviews,
505-506
CMS. See content-management
systems
coaches
speech coach, 341
working with, 33
coauthors, writing a manuscript
with, 636
author order, 636—637
best strategies, 636
criteria for authorship, 636
students as authors/coauthors,
637
Cochrane Library, 61, 69
Code of Ethics for the Nutrition
and Dietetics Profession, 70, 128,
1297, 135,136,457, 646—647
accurate/truthful information,
providing, 134
autonomy of patients/clients,
respecting, 135
competence and professional
development, 130-131
confidentiality of patients/
clients, safeguarding, 135
integrity in personal and
organizational behaviors/



practices, 131, 132-135
professionalism, 131, 135
respecting intellectual property

rights, 134

codes, 81, 88
cognitive domain, learning objectives
within, 243-245
cognitive interviewing, 171
cognitive load theory, 259,379
cognitive perspective taking, 47
cognitive style, and culture, 203, 213
cognitive theory of multimedia
learning, 290
cohort segments, 228-229
cohort studies, 106
COlL. See conflict of interest
collaboration, 31, 43
with audience, 43—44
with communities,
organizations, and other

groups, 4445
cross-generational, 231
with culture, 211,213
definition of, 45
and disclosure, 70-71
with editors, 657
with other professionals, 44

collective intelligence, 46
color
food photography, 408-409
use, in slides, 299
Colorado School of Public Health,
619
column chart, 112, 115/
Commission on Dietetic
Registration (CDR), 22-23, 29, 33,
128,131
performance indicators for
professionals, 26, 27f
commitment of communicators,

31-32

common knowledge, 119
commonsense learners, 269
Commons Wikimedia, 4984
communication, 7,22

adaption to fit audience/setting,

231,234-236
definition of, 8
education, 11
effectiveness, 32-33
poor, and negative outcomes,

11-12

as a relational activity, 13-14
role in nutrition practice, 10-13
skills, 11, 22, 23, 32, 33
styles, and culture, 203-205
successful, 46—48
as a team effort, 2
terms, 8,9
Communication and Mass Media
Complete, 60
communication courses, 32—-33
communication design, 16
communication plan, 213,223
communication team, cross-cultural,
212
communicators, 22
and audience, connection
between, 46—47, 146,164, 323
compelling, 29-30
continuous improvement of,
30-32
credibility of, 28-29
focus on communication, 521
full presence of, 544, 550
inputs, 15-16
successful, characteristics of,
27-32
community-based participatory
research (CBPR), 164
community(ies)
building, and facilitated
discussions, 307
collaboration with, 44—45
PRECEDE-PROCEED
model, 155
settings, 234-235, 523
Community Tool Box, 174
compare and contrast structure,
presentations, 262
compelling communicators, 29, 430
enthusiasm, 30
perspective and empathy, 29
positivity, 29-30
compensation, for authors, 446-447
competence, 29, 130-131, 132
cultural, 131, 199, 202, 204, 205,
206, 207-208, 207/, 608
of presenters, 277
competencies, communication, 22
Academy of Nutrition and
Dietetics, 22-27
ACEND, 23

competencies for RDNs (CRDN),
23
competitive analysis of books, 649
competitors, and marketing, 569
composure of speaker, in
presentations, 279
compound titles, 625-626
concept maps, 262-263, 264/
conciseness in communication, 430
blogging, 475
grant writing, 617
conclusion (research article), 81, 93,
98,99, 109
Cone of Experience (Dale), 270,
271f, 318,379,391
conference calls, 608
confidence, and presentation skills,
334-335
confidentiality
in facilitated discussions, 311
of patients/clients, 135
conflict of interest (COI), 69-70, 71,
131,132-133
disclosure of, 69-71
financial, 71
personal, 71
professional, 71
conflicts in teams, 46
confounding factors, 81, 89
connections, and business
communication, 611
CONSORT (Consolidated
Standards of Reporting Trials),
6255
CONSORT extension for Cluster
Trials, 6255
constructive criticism, 359
constructs, 178
consulting, and disclosure, 70-71
consumer research, 3
content
blogs, socializing, 478
books, testing in other
platforms, 645
message, selection of, 157
newsletters, 370-371, 3717
online education, 492-493,
497-498, 500
presentation, 260-266, 333-334
strategy, for blogs, 474, 475f
content-management systems

(CMS), 346
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content-share metrics, 589
context
for information, popular press,
442
presentation, 266
context (communication), 204
high-context communication,
204
low-context communication,
204-205
context, putting research findings
into, 105
body of knowledge on the topic,
examining, 106-107
dose and total diet, 108
environmental factors, 108
evolving nature of research,
recognizing, 106
individual differences, 107-108
continuing education, 33, 341
continuing professional education
(CPE), 33, 486487, 493
continuous improvement of
communicators, 30
collaboration, 31
commitment, 31-32
creativity, 30-31
curiosity, 30
contract(s)
book, 647, 652, 653
negotiation of, 653
for writers, 446
controversial topics, questions about,
558,559
convenience, and online education,
498
convenience sampling, 167
conversationalist checklist, 6044
cookbooks, 651, 653, 656
cooking
demonstrations, 12, 295,351,
506
technique, demonstration of,
393-394
terms, 393
Cooking Channel, 380
Cooking Light, 441
cooking shows, 380, 382, 383
setup of, 386
Cooking Together for Family Meals,
14
Cooking with the Moms, 422

cooperation, and audience
participation, 329-330
Coordinated Programs (CPs), 23
competencies for RDNs for, 25/
coping capacity, and behavior
change, 185
copy editor, 653
copyright, 134, 410
blogs, 482
and online education, 495
Copyright Act (1976), 134
copyright laws, 495
copyright page, in books, 647-648,
649
COREQ (Consolidated Criteria for
Reporting Qualitative Research),
6255
correlation, 72-73, 109
correspondence, business, 599-601,
608
corresponding author, 636
counseling, 13, 284, 488
County Health Rankings, 57, 58
Explore Health Rankings, 57
Take Action to Improve Health,
57
courses, communication, 32-33
courtesy authorship, 636
cover letter, 605
to journal editor, 634
CPE. See continuing professional
education
CPS. See creative problem solving
CPs. See Coordinated Programs
CRDN:E. See competencies for
RDNs
creative calendar, 443f°
Creative Commons, 134, 476, 4985,
633
Creative Education Foundation, 307
creative problem solving (CPS), and
facilitated discussions, 307
creativity, 18-19, 30-31, 307, 397
and skills, 19
credentials
and ethics, 74
reputable vs fake, 67-68
using appropriately, 131-132
credibility of communicators, 28,
370
clues to credibility, 69
integrity, 29
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and moderators, 533
and presentation openings, 277
and professional introduction,
534,535
professionalism, 29
credible sources, 67. See also sources,
referencing
author, examination of, 75
claims, examination of, 76
credentials/training, reputable vs
fake, 67—-68
defining, 67-68
and disclosure, 6971
ethical standards, 68
history, 68
professional organizations as,
68—69
questionable source,
identification of, 71-74
red flags, 68, 69, 72
teaching consumers to discern
the difference, 75-76
website, examination of, 75
credit to sources. See sources,
referencing
cross-cultural communication, 205
barriers, overcoming, 213, 214f,
2151
collaboration with culture, 211,
213
communication plan, 213
team, 212
translations, 214,216-218
cross-sectional studies, 81, 89
crossword puzzles, 284
Crowdfire, 5675
cultural appropriation, 217b
cultural awareness, 207/
cultural competence, 131,199, 202,
204,205, 207-208, 2071
Bennett model of, 206
and business communication,
608
cultural competence continuum, 131
cultural exchange, 217b
cultural immersion, 208, 210
cultural informants, 210,211, 218
cultural knowledge, 207/
cultural sensitivity, 2077
culture, 199-200, 491
and behavior change, 186
and cognitive style, 203



collaboration with, 211,213
and communication styles,
203-205
and communication with
children, 235
demographics of, 201-202
dimensions of, 202-203
Iceberg model of, 200-201, 200/
and individuals, 202
models of, 200-201
multidimensionality of, 201
Onion model of, 201, 201/
perceptions of, 205-207
subcultures, 201
tourist viewpoint, 200
curiosity of communicators, 30
curriculum vitae (CV), 604-605
cutting, video, 387
CV. See curriculum vitae

D

Dale, Edgar, 270, 318, 378-379, 391
DANEH. See Developing and
Assessing Nutrition Education
Handouts Checklist
dark reflector, 415
data analysis, 80, 86, 92, 971, 98, 99
methods, 92
needs assessment, 163164
qualitative research, 88
quantitative research, 90
databases, 60, 61, 632
fair use, 495, 4984
data collection, 81, 86, 971, 98,
170,582
needs assessment, 163—-164,
170-174
primary, 170-174
qualitative research, 88
quantitative research, 90
secondary, 170
data interpretation, 86
data visualization checklist, 113
f-114f
date
event, 522
meeting, 601
deadlines
grant, 617, 620
meeting, 527
death by PowerPoint, 289
debates, 3285

decision-oriented behavior change
theories, 188-191
decisions, communication, 16
communication design, 16
ethical decision-making, 128,
129,130, 135,136
goals and desired outcomes, 16
and needs assessment, 165-166
declarative titles, 625
delivery contrast, 259-260
delivery of presentation. See
presentation skills
demographics
audience, 169
of culture, 201-202
demonstration flow worksheet, 400,
4021
demonstrations, 295. See also food
demonstrations
dependent variables, 81, 90, 95, 98
depictions, 259, 289
DepositPhotos, 298
descriptions, 259, 289
descriptive research study, 81, 89
descriptive titles, 625
design
blogs, 474
elements, written document,
357-358
handouts/newsletters, 368, 368/
desires of audience, 170
Developing and Assessing Nutrition
Education Handouts (DANEH)
Checklist, 368, 368/
developmental editor, 653
DGAC. See Dietary Guidelines
Advisory Committee
diagrams, 627-628, 629f
Didactic Programs in Dietetics
(DPDs), 23
knowledge requirements for
RDNs, 24f
Dietary Guidelines Advisory
Committee (DGAC),
Scientific Report, 107
Dietary Guidelines Alliance, 3, 34
45
Dietary Guidelines for Americans,
3,58,107, 143, 492
Dietetic Internships (DIs), 23
competencies for RDNs for, 25/
dietetic practice groups (DPGs),

26,33,364,365f, 433, 442,
645
dietetic technician, registered
(DTR). See nutrition and dietetics
technician, registered (NDTR)
dietitian-client relationship, 29
Dietitians in Business and
Communications, 26, 33
digestive system, 291f
digital assistants, 577
digital communication platforms,
167
digital media, 430, 439440, 643
magazines, 441
newspapers, 440
digital object identifier (doi), 120
digital photography, 408
diner’s angle, 416, 4171
direct communication, 205
direction adjustments, recipes, 410
direct message (social media), 458
direct observations, 174
direct patient care, 13
direct plagiarism, 1214
DIs. See Dietetic Internships
disasters, 529
backup plan for, 527-528
disclosure, 69-70, 132-133
blogs, 472, 480-481, 482/
failure, consequences of, 71
hashtags and statements, 1334
partnerships, consulting, and
grant money, 70-71
social media, 459/
on social media, 71
types of activities requiring,
1335
DisclosurePolicy.org, 479
disclosure statement, blogs, 479
discoverability of blogs, 470471
discussion (research article), 81,93,
98, 628, 630, 6304
discussions. See facilitated
discussions
displays, 296
DIVE tool, 210
diversity reading, 218
documentation
of business communication,
609-610
of sources, 646

doi. See digital object identifier
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domain name, blog, 474

Donkersloot, Mary, 4611, 473f

Doodle, 601

dose (project), 586-587

dose, of experimental treatment, 108

downward messaging, 146

DPDs. See Didactic Programs in
Dietetics

DPGs. See dietetic practice groups

drawings, 355, 590

DSLR cameras, 382,411, 413

Dulan, Mitzi, 457f

dynamic learners, 269

E

EAL. See Evidence Analysis Library
early adulthood, 2277
earned media, 573
Easy Recipe, 479
EatRight.org, 394
Ear Right Weekly, 442, 658
eBooks, 472
EBSCO Information Services, 633
e-commerce, 471,472
economic costs of poor
communication, 11
economic environment, and behavior
change, 187
Edelman Trust Barometer Global
Report (2018), 71
editing
book, 643644
photo, 415
written communication, 359
editing, video, 386
audio detach, 387
cutting, 387
export, 387
import, 386
music, 387
save and undo, 387
software, 383-384
speed duration, 387
text, 387
transitions, 387
editorial calendar, blogs, 475
Editorial Freelancers Association,
446
editorial team, 653, 655
educational videos, 380, 381, 382,
385
setup, 386

edutainment, 398-399
effectiveness, communication, 32
coaches/mentors, working with,
33
communication courses, 32—-33
continually learning and
practicing skills, 33
continuing education
opportunities, 33
external opportunities, 33
and presentation skills, 334-335
EFNEP. See Expanded Food and
Nutrition Education Program
Eigenfactor, 632
electronic mailing lists (EMLs), 433
electronic rights, 446
elementary school-age audiences,
224f; 2255
elevator speech, 6034
email, 599-600, 606
email newsletters, 348
EMLs. See electronic mailing lists
emojis, 6014
emotional contrast, 259-260
emotional intelligence, 29
emotions
addressing in messages, 147
in presentations, 278, 280
empathic listening, 610
empathy, 29, 47,278,279, 307
employment, and communication
skills, 11
EndNote, 630
engagement (social media), 458
enthusiasm of communicators, 30
enunciation of presenter, 338-339
environment, 9
factors, and research findings,
108
physical environment sphere,
187-188, 1885
safe learning environment,
327-329
social environment sphere, 186,
1874
equality messaging, 146
EQUATOR Network, 625
equipment
photo, 410-415
presentation, 524
video, 382
ERIC (Education Resources
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Information Center), 60
errors and omissions insurance, 648
Essential Practice Competencies for
CDR Credentialed Nutrition and
Dietetics Practitioners, 22-23
ethics, 70, 128
authorship, 646-648
blogs, 480-482
commitment, 31-32
and credentials, 74
definition of, 128
dilemmas, obligations for
considerations in, 1304
evidence-based information,
130-131
foundational principles, 128—
132
integrity, 29,131, 132-135
marketing, 572
online education, 495, 497
principles of greatest concern,
132-135
promotion of ethical practice,
135-136
respect for individuals, 131
and social media
communication, 457—459
standards, 68
ethnocentrism, 205
ethnorelativism, 205-206
ethos, 147,277
European Social Marketing
Association, 151
evaluation, 41, 577,582
approaches, 583-587
effectiveness of communications,
improving, 582-583
engaging target audience, 583
formative, 583, 584
outcome, 583-585
practical strategies, 588-591
process evaluation, 585-587
purpose of, 582-583
qualitative and quantitative,
588-591
questions, 5914
and resource allocation, 583
type and function, 587/
evaluation (research), 81, 86
Evernote, 610
Evidence Analysis Library (EAL),
60-61



evidence-based information,
130-131, 492, 646

evidence-based medicine pyramid,
73,73fF

evidence-based nutrition
communication, 17-18, 17f

evidence-based practice, 18, 624

exact phrases, 62, 63/

examples, selection of, 166

Expanded Food and Nutrition
Education Program (EFNEP), 16

experiential learning, 267-268, 268/,
381

experimental research designs, 81,
89,92,106

experts, quoting, 124

exposure triangle, 411

extracurricular settings, 234

extrinsic motivators, 169

eye contact, 543

during media interviews, 506

of presenter, 337-338

F

Facebook, 12, 137/, 347,382, 387,
426,451, 4525, 453-454, 455, 457,
460, 462, 464, 478,489,498, 589,
643

Facebook Analytics, 5674

Facebook Groups, 455,455/, 471

Facebook Live, 460, 462, 505

face-to-face interviewing, 172

facial expressions, of presenter, 337

facilitated discussions, 305

backup questions, 309

and community building, 307

vs conventional presentations,
305-307

and creative problem solving,
307

ending, summary, and next steps,
311

and engagement of audience,
307

evaluation checklist for, 313

facilitation role of leader, 312

focus on audience, 306-307

and goal setting/application of
learning, 307

ground rules, 311

for malnutrition workgroup,

3082

methods to keep on track, 311
misconceptions/misinformation,
dealing with, 312
open-ended questions, 309,
3104
opening activity, 309, 311
planning and implementation
of, 308-311
practical strategies, 311-313
purpose/goals, determining, 308
rapport/trust building, 312
recording answers, 312-313
responsiveness and adaptability,
312
safe involvement of group
members, 312
sharing and balanced
contribution of group
members, 312
staying on task and ending on
time, 313
target audience, determining,
308-309
wide breadth of potential uses,
306
facilities and administration costs,
grants, 615
fact-versus-fiction filters, 74, 76
fair use databases, 495, 4985
falsehoods, 71-72
FAQs. See frequently asked
questions
farm-to-table, 408
FastStats, 57
tear-based marketing, 72
Fearless FoodRD, 418
fears
addressing in messages, 147, 148
fear of public speaking, 335
tederal agencies, funding for
nutrition research and projects,
6164
Federal Grants Learning Center,
6164
Federal Trade Commission (FTC),
457,480-481
FedEx, 604
feedback, 16, 43, 558, 609
audience, 543-544,583
definition of, 9
and eye contact, 337
food photography, 416

informal, 167
during internships, 32
on journal article, 630
meetings, 602
about presentation, 282, 342
during presentations, 321
rehearsal, 340, 3417
reviewer, grants, 620-621
for writing, 359
Feeding America, 368
feelings
addressing in messages, 147,148
and behavior change, 184
fidelity, project, 586-587
Field, Emily, 4657
figures, 81, 92-93, 627-628, 628/
giving credit to, 121,121 £
fillers, pauses without, 339
fill light, 383
financial benefits of blogging,
471-472
first impression, in presentation
openings, 276,278
first North American serial rights,
446
flagging, 509
flash cards, 319, 319/, 320
Flesch Reading Ease Readability
Formula, 3554
flexibility, 231, 235
Flickr.com, 476
flip-chart summary, 3274
flow diagram, 628, 629/
FNCE. See Food & Nutrition
Conference & Expo
foam board, 415
focus groups, 81, 88,173-174
fonts
size, 298
slide, 298, 2981
written document, 357
Food and Agriculture Organization,
213
Food and Drug Administration,
5655
Food and Health Survey, 3, 170, 440,
574
Food and Nutrition Science
Alliance, 76
food demonstrations, 12, 319, 347,
3584, 391
advantages of, 391-392
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audience focus/engagement,
395-396, 396/, 397
best practices, 4004
cooking technique, 393-394
defining goals/messages, 400,
402-403
edutainment, 398-399
food ingredients/products,
392-393
key messages, focus on, 397-398
menu ideas, 394-395
outcomes, 403
planning, preparation/practice,
and organization, 398, 3997
purpose of, 391-395
quality, characteristics of,
395-400
recipe modifications, 395
recipes, pretesting, 402—403
sharing tips, 399-400
simple and safer ways to handle
foods, 394
successful, practical strategies
for, 400, 4004
supporting messages with
science, 402
Food for Thought, 3
food-handling techniques, 393-394
Food Heaven Made Easy blog, 471f
food ingredients/products,
demonstration of, 392-393
food literacy, 392
Food Marketing Institute, 5675
Food Network, 380
Food & Nutrition Conference &
Expo (FNCE), 522, 559, 576,
602-603, 658
Food & Nutrition Magazine, 440,
442,447,459, 4705
food photography, 12, 407, 408/
background, 412
brands, 409
equipment, 410-415
feedback, 416
food styling, 410, 4124
lighting, 415-416
nonfood props, 4114
photo composition, 416
purpose of, 407-408
quality, characteristics of,

408-409

recipes, developing/testing,
409-410
reflective surfaces, 415
FOODPLAY, 252-253
FoodSafety.gov, 394
food styling, 410, 4114, 4125
food videos, 380, 3814, 382, 383
setup, 385, 3864
footnotes, 121
forgetting curve, 276, 318
Forksy, 576
formality standards of generations,
231
format, written document, 357
formative evaluation, 583, 584
Foundation Directory Online, 615
toundations, funding for nutrition
research and projects, 6164
Four-Corner Check, 3854
Four Tendencies (Rubin), 269, 270/
free-flowing conversation, in
facilitated discussions, 311
Free Images, 4985
freelance authors, 446
freewriting, 643, 644
frequently asked questions (FAQs),
507,559, 560
Fruitful, Challenging Questions
(McKeachie), 3214
Fry Graph Readability Formula,
3555
FTC. See Federal Trade
Commission
funding opportunity announcement,
616,617
funny observations, sharing in food
demonstrations, 396

G

gain-framed messages, 291
gallery walk, 3285
games, 588
in presentation closings, 284
team, 3284
for testing knowledge gains,
5894
gender-neutral names/titles, 534,
536,546, 600
general editor, 653
generalizability, of research study,
101
generalizations, cultural, 206-207
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generations, 229-230
communication across, 230-231,
232 £-233f
effective communication
strategies, 231
needs assessment for
understanding, 2304
traits and life experience, 231
Generation X (Gen X), 229, 230.
231,233f
Generation Y, 229, 233/
Generation Z, 229-230, 231, 233f
GENIE. See Guide for Effective
Nutrition Interventions and
Education
Gen X. See Generation X
geotag, 458
gestures, of presenter, 337
GIF, 458
GIPHY, 460
goals, 566
ABCD, 243
of audience, 170
business vs communication, 566
to child development, 223
and communication decisions,
16
definition of, 8,10
determining, 308
food demonstration, defining,
400, 402-403
and marketing, 566
purpose of, 240-242
setting, and facilitated
discussions, 307
SMART and motivating,
242-243,242f
social media, 462—463
structure of, 242-247
writing, 240
writing/sharing, in presentation
closings, 284
goals and action steps activity, 3255
Goodness Frozen campaign, 5714
Goodreads Author Program, 657
Google, 72, 479, 605
Google AdSense, 480
Google Alerts, 478,569
Google Analytics, 167, 464,477,479
Google Docs, 611
Google Keep, 610
Google Scholar, 60, 61, 646



Google Trends, 440, 479
Got milk? campaign, 151
Government Performance and
Results Act (GPRA) of 1993, 152
GPRA. See Government
Performance and Results Act of
1993
Grainger, Holley, 4711
grammar, 358-359, 3585, 644
grant money, and disclosure, 70-71
Grants.gov, 615
grant writing, 614
adequate time for quality work
and revision, 620
best practices, 615-619
budget, 619
checklist, 621
clear and focused, 617
funder’s/reviewers’ perspectives,
reviewing from, 620
funding rates, 614
grant review panels,
volunteering to serve on, 620
instructions, 617
mentors, 620
novel and well-designed project,
618
objectives, 617-618
practical strategies, 619—-621
proposal review criteria, 617
resubmissions, 620—-621
right funding opportunity,
identification of, 615-616
skills, importance of, 614-615
supporting evidence and
documents, 619
graphics, 355-358
graphs, 81,92, 112, 1151, 628, 628
grit, 32
grounded theory, 82, 88
ground rules, for facilitated
discussions, 311
group activities, 324-327,3275, 3285
group development process, 307
groupthink, 46
Guide for Effective Nutrition
Interventions and Education
(GENIE), 587,618
Guidelines on Lifestyle
Management to Reduce

Cardiovascular Risk, 59

H

h5-index, 632
Haas, Sara, 4771
hand gestures, of presenter, 337
handle (social media), 458
handouts, 299, 351, 363, 366/, 526
assisting with, 536
delivering clear messages, 364,
367
direct calls to action, 367
effective, guidelines for, 372-375
focus on audience, 364
lessons learned, reinforcing, 372,
3721
stand-alone strategy, 373-372,
373f
supplemental information,
372-373,373f
time of distribution, 374-375,
3741
uniform layout and design, 368
written support to enhance
learning, 364
hard-copy letters, 606, 607/
hard copy of presentation notes, 526
hard news, 432
hard skills, 18-19
HARO. See Help a Reporter Out
Harvard School of Public Health, 2
hashtags, 458, 462
Hayes, Dayle, 453/
headlines
blog, 476
clickbait, 72
health behavior-specific
environments, and behavior
change, 188
health belief model, 188-189, 190/,
266
health care environment, and
behavior change, 188
health club newsletter, 124-125
health communication, definition
of, 8
Healthfinder, 56
Health.gov website, 58
Health Information and National
Trends Survey, 57
health marketing, 152
health-related goals and guidelines,

sources for, 58—59

Health Resources & Services
Administration, 6164
health statistics, sources for, 57
Healthy Aperture, 461/ 4705
Healthy People Goals, 45
Healthy People 2020 initiative, 58
Healthy People 2030 initiative, 58
HealthyPeople website
DATA2020 Search function, 58
Leading Health Infographics
(LHI), 58
Midcourse Review Interactive
Infographics, 58
Help a Reporter Out (HARO), 432
high-context communication, 204
Homeland Generation. See
Generation Z
hooking, 508-509, 556
Hootsuite, 460, 478, 569
Hoover, Laura Chalela, 461f
HostGator, 474
hostile questions, 558, 559
HTML, 472
Hubspot, 478
humor, in food demonstrations, 396
hybrid publishing, 648
hyperlink, 472
hypothesis, 82, 86, 91, 99

#1BelieveinyourStory campaign,
453fF

Iceberg model of culture, 200-201,
2007

icebreakers, 309, 311, 3274

ICENP. See Institute of Continuing
Education for Nutrition
Professionals

ICMJE. See International
Committee of Medical Journal
Editors

idea charts, 260-261, 260f

ideation, 323

I don’t know questions, 557-558

IFIC. See International Food
Information Council

IFIC Foundation, 2, 559, 5674, 574

iGeneration. See Generation Z

images. See also figures

in blogs, 476-477,477f
giving credit to, 121, 1217

imaginative learners, 268
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immigrants, and culture, 202
impact factor, 60, 631-632, 6334
implications (research article), 81,
91,93
incentives for surveys, 171
independent t test, 84
independent variables, 82, 90, 95, 98
in-depth interviews, 171
indexation of manuscript, 632-633
indexer, 655
indirect communication, 205
indirect costs, grants, 615
indirect observations, 174
individual differences, and research
findings, 107-108
individualism, and culture, 202
influencer (social media), 458
influencer outreach, 574-575
infographics, 112, 296, 296/, 356,
3564, 356/
informal feedback, 167
informants, cultural, 210,211, 218
informational videos, 380, 382, 383,
385
setup, 386
information environment, and
behavior change, 188
ingredient adjustments, recipes, 410
InMotion Hosting, 474
in-person surveys, 1724
inputs, communication, 15
audience, 15
communicator, 15-16
inquiry arousal, 277
inspirational messages, 148
inspirations, and book writing, 643
Instagram, 12, 382, 408, 416, 426,
432,451,4525, 4531, 454,455,
4571, 4591, 460, 462, 463, 4641,
4651, 643
Instagram TV, 505
Institute of Continuing Education
for Nutrition Professionals
(ICENP), 487
Institute of Education Sciences, 60
Institute of Medicine, Who Will
Keep the Public Healthy? report,
11
instructional objectives, 241
instrumental dimension of
communication, 13, 16

instruments/instrumentation, 82, 90,
91-92,98-99
integrated behavioral model,
189-190, 1911
integrity in personal and
organizational behaviors and
practices, 131, 132-135
integrity of communicators, 29
intellectual property rights,
respecting, 134, 482
intentional plagiarism, 123
intentions, and behaviors, 169, 190
interactivity principle, 318
interference, definition of, 9
internal motivation, of adult learners,
226
internal resources, and behavior
change, 184-185
International Association of
Culinary Professionals, 645, 652
International Committee of Medical
Journal Editors ICMJE), 636
International Food Information
Council (IFIC), 2, 3,142,170, 356
Message Development Model,
143, 149-150, 149f, 247
International Social Marketing
Association, 151
internet, 5657, 71, 346, 439, 440
and plagiarism, 122,123
interpreters, 216218
interrogative titles, 625
intervening process, 16
intervention, study, 91-92
interview guide, 82, 88,171
interviews, 82, 88, 171-173. See also
media interviews
partner, 3264
tips for interviewer, 173
intrinsic motivators, 169
introduction (presentation). See
openings, presentation
introduction (research article), 82,
91, 95, 96, 626
inverted pyramid style of writing,
443444, 444f
iPage, 474
iPhone, 414, 414f
iPhonePhotographySchool.com, 415
ISO speed, 413
iStock, 298
iStock Photo, 4985
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“It’s All About You” campaign, 3, 3/

J
JANE. See Journal/Author Name

Estimator

jargons, 147,166, 265, 353, 644

JBI. See Joanna Briggs Institute

Jeopardy (game), 284

Joanna Briggs Institute (JBI), 61

Jones, Jessica, 471f

Jones, Regan Miller, 461/

Journal/Author Name Estimator
(JANE), 631

journalism, 68. See also popular press

professional organizations, 69

Journal of Enteral and Parenteral
Nutrition, 60

Journal of Hunger and Environmental
Nutrition, 60

Journal of Nutrition and Dietetics,
442

Journal of the Academy of Nutrition
and Dietetics, 60,120, 134, 442

Journal of the International Society of
Sports Nutrition, 60

journals, 59-60, 59/, 73, 439 b. See
also research articles

Jump with Jill, 253-254

Jung, Carl, 269

junk science, red flags of, 76, 76/

justice, 128,129

K

key light, 383
key messages, 256-258. See also
messages
checklist for creating, 249
and clarity/focus, 241-242
food demonstrations, 397-398
identification of, 41
mass media, 434
media interviews, 508, 509
and outlines, 248-249
in presentations, 279, 281-282
purpose of, 240-242
and Q&A session, 554,561
structure of, 242-247
succinct and memorable,
246-247
and writing, 354, 3544
key performance indicators
(KPIs), 570, 5724



keywords (blogging), 472
keywords (research article), 626
keywords (search), 64
Kids Eat Right, 447
kinesthetic learning, 324
knowledge
audience, 264, 278-279, 353,
491
audience, assessment of, 168,
171,265
and behavior change, 184, 185
changes, assessment of, 282
connecting new knowledge to
prior knowledge, 265
gains, games for testing, 5894
objective, 168
perceived, 168
knowledge requirements for RDNs
(KRDNS), 23, 241
Kolb’s model of learning styles and
experiential learning, 267-269,
268f
KPIs. See key performance indicators
Kraft Heinz Co., 575,576/
KRDN:s. See knowledge
requirements for RDNs
Krieger, Ellie, 462/
Kuzemchak, Sally, 4617, 481/

L

LactMed, 489
language use
and culture, 203
in presentations, 265
laptop use, guidelines for, 548
large-group activities, 327, 3285
latchkey kid, 229
late adulthood, 227, 228
lateral messaging, 146
lavalier microphone, 524
lay audiences
nutrition topics for, 432
and source referencing, 124-125
layout
handouts/newsletters, 368, 368/
written documents, 357-358
leadership communication, 516-518
learning
adult, 225-226
application, and facilitated
discussions, 307
and attention of audience, 542

audience, understanding,
267-272
and audience engagement, 260
and call to action, 282
Cone of Experience, 270, 271f,
391
enhancement, and audience
participation, 318
experiential, 267-269, 268/
and handouts, 364
kinesthetic, 324
learner reflection, 493, 495
meaningful, 258
multimedia, 290
multisensory, 378-379
observational, 184
and Q&A session, 553
safe learning environment,
327-329
significant, 318
learning management system
(LMS), 495, 4964
learning objectives, 241, 243
affective domain, 244-245, 245
assessment of, 282
cognitive domain and Bloom’s
taxonomy, 243-245, 2441
online education, 491-492
psychomotor domain, 245, 246/
tool for creating, 145/
learning styles, 169, 213,
267-269,2675, 268f
letter of intent or inquiry (LOI), 615
letter of support, 619
life experience
of adults, and learning, 226
generational, 231
lifelong learning, 33, 642—643
lifestyle factors, 107
and behavior change, 185
lighting
food photography, 414, 415-416
room, 524
video, 383, 383/
limitations, study, 93, 98,
100-101, 107
limited-interest questions, 556-557,
559
linear communication, 205
line graph, 112, 115¢
LinkedIn, 348, 426, 431, 4524, 478,
603, 606

listening, 29, 543
business communication, 610
definition of, 29
empathic, 610
to question, 554-555
literary agent, 652
Literary Marketplace, 649, 652
literature review, 82, 86, 95
updation of, 625
live barometer, 3284
live-stream videos, 381, 382
setup, 386
live-tweet, 458
Liz’s Healthy Tuble, 423, 461f; 482f
LMS. See learning management
system
local media, 428, 429
location
event, 522-523
meeting, 601
logical flow
and outlines, 249
in presentations, 282-283
logical writing, 353-354
logic model, 152, 618
background and rationale,
152-153
example, 153f, 1541
message development using,
153-154
logistical planning, 520
audience experience, improving,
521
backup plan for disasters,
527-528
checklist, 528
components of, 521-526
confirming arrangements, 527
focus on communication, 521
handouts, 526
keeping track of details and
meeting deadlines, 527
location, date, time and parking,
522
location-specific arrangements,
522-523
necessary arrangements,
521-526
online presentation
arrangements, 524, 526
positive attitude, maintaining,

528
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practical strategies, 526529
prevention of problems, 520
rationale for, 520-521
record keeping, 526-527
room setup, lighting, and
comfort, 524
speaker arrangements, 523-524
speech preparation, notes, and
backup of slides, 526
supplies, 526
technology needs and
microphones, 524
visual aids and props, 526
logos, 147,277
LOL. See letter of intent or inquiry
long-term memory, 259
long-winded questions, 557
look back and bridge forward
(activity), 3254
Lopez, Wendy, 471f
loss-framed messages, 291
low-context communication,

204-205
Lydon, Kara, 453/

M

magazines, 429, 438, 439
accuracy and context of
information, 442
audience, 441
author guidelines, following, 445
following up with editors, 445
inverted pyramid style of
writing, 443-444, 4441
network and identification of
resources, 447
newsworthiness of story, 443
query letters, 445
reputation of writer, 445-446
storytelling, flexible plan for, 445
tone, 442—443
writing opportunities, 447
mail surveys, 1724
managing editor, 653
Manic Mommies, The, 422
manual mode, in cameras, 411
manuscript preparation, for peer-
reviewed journals, 624
comprehensive and well-
organized manuscript, writing,
625-627
discussion, 628, 630, 6304

introduction, 626
literature review, updating, 625
methods, 626—627
professional guidance, reviewing,
625,6255
references and citations, 630
results, tables, and figures,
627-630, 627, 6281
revision of article before
submission, 630
strengths and weaknesses of
study, 630
titles, keywords, and abstracts,
625-626
marketing, 564. See also social
marketing
and behavior change, 566
books, 649, 657-658
building awareness, 564-565,
5654
facilitation of engagement, 565
fear-based, 72
goals and objectives, 566
health marketing, 152
identification and knowing
audience, 567, 5685
implementation of tactical plan,
570
key performance indicators, 570,
5725
methods, 571-577
of online education, 498-500,
4991
relationship marketing, 565
role in nutrition communication,
564-566
shifting attitudes, 565, 565
small-group marketing, 3275
strategy, 569, 5704, 5714
success of tactical plan,
assessment of, 570571
tactical plan, 570
tactics, 569, 5704, 5714
understanding barriers to
success, 569
mass media, communication via,
425. See also social media
accuracy and context for
information, 434—435
audience, 430
best practices, 428—430
channels, 429-430

684 COMMUNICATING NUTRITION

dietitian as nutrition expert,
positioning, 427-428
evidence/examples, supporting,
434
keeping up-to-date on current
nutrition news/trends,
432-433,4335
latest research on topic of
interest, 433
lay audiences, nutrition topics
for, 432
limits of expertise, recognizing,
434
media landscape, understanding,
428-429
misinformation, countering,
426-427
pitching stories, 434, 435
practical strategies, 430-435
rationale, 425-428
reach, maximizing, 426
relationship building, 431-432
skill building, 430, 431
speed, maximizing, 426
system for tracking media
contacts, 435, 4355
talking points, 434
turnaround time, 427
Maternal and Child Health Bureau,
6164
MBTT. See Myers—Briggs Type
Indicator
Meal Makeover Moms, 422
meal planning, 394
mean, 82,90
meaning enhancement, and visual
aids, 290
meaningful learning, 258, 263-266
meaningful messages in
presentations, 258
media. See also mass media,
communication via; social media
credibility of, 71-72
local, 428, 429
national, 428, 429
new, 428, 429
outreach, 574, 5745
traditional, 428, 429
media interviews, 504
attention on interviewer, 506
being camera-friendly, 5114
being on time, 505



best practices, 505-508
clothing, 505-506
concluding, 507
for consumers, referencing
sources during, 120-121
context and clear meaningful
examples, providing, 507
and expertise on timely topics,
504-505
foods as visuals, 509-510, 5117
interviewing process, 507
interview skills, practicing,
508-509
key messages/supporting points,
preparing, 508
practical strategies, 508-510
preparation, 507
props, 510, 5111
RDN:s as hosts and interviewees,
505, 5054, 5064
role in nutrition communication,
504-505
setting up, 507
sound bites, 506—507
tips, 507-508, 5114, 5124
visual aids, 509
media landscape, 428-429
media metrics, 588-589, 590/
Media-Monitoring Checklist, 442
media research, 3
Medical Subject Headings (MeSH),
62,626
MEDLINE, 62
Medline, 633
Medline Plus, 57
Medline University, 487
Medscape, 61
meeting
deadlines, 527
meetings, 601-602, 609
professionalism in, 608
respect in, 608
Meetup.com, 603
Mehrabian, Albert, 3344
Mehrabian Rule, 3344
melting pot metaphor, 2024
member interest groups (MIGs),
210,212
MemeGenerator, 460
memes, 356, 357/, 458
memorable messages in

presentations, 258-259

memorization of presentation
openings, 280
memory, 259
and singing, 324
and visual aids, 290
Mendeley, 630
mentalization, 47
mentoring programs, 33
mentors, 608
for grant writing, 620
for presentation skill
development, 341
working with, 33
menu ideas, demonstration of,
394-395
menu labeling, 111
MeSH. See Medical Subject
Headings
MeSH Browser, 626
MeSH on Demand, 626
Message Development Model, IFIC,
143,148, 1494, 247
background and rationale,
149-150
fine-tuning of messages, 150
initial message concepts,
developing, 150
issue, defining, 150
message concepts, addressing,
150
validation of messages, 150
message map, 70
messages, 38-39, 145. See also key
messages
addressing, in social media, 137/
breadth and depth of topics, 166
brevity/clarity of
communication, 157
clear/focused, delivering, 364,
367
clear understanding of, 47
content, selection of, 157
definition of, 9
development, best practices for,
156-159
effective, models for, 148-156
evaluation checklist, 159
tood demonstration, defining,
400, 402-403
gain-framed, 291
identification of purpose, 156
loss-framed, 291

needs of audience, 145-146
promoting audience to take
action, 158
researching, 41
resonation with audience,
146-148
supporting with science, 402
tailoring to audience, 145-148
topics, focusing on, 165
topics, narrowing, 1574
working with audience, 156
writing and organizing, 41
meta-analyses, 107
metacommunication, 13
meta keywords, 472
meta tag, 472
methodology, research
describing, 109, 110/
limitations, 101
qualitative, 88—89
quantitative, 89-90
methods (research article), 82,
91-92,98-99, 626627
micronutrient deficiencies, 53
microphones, 382, 524, 537
Microsoft Excel, 112
Microsoft Office, 604
Microsoft OneNote, 610
Microsoft Word, 605, 611
middle adulthood, 227/, 228
middle and high school-age
audiences, 224f, 2255
MIGs. See member interest groups
mileage-type questions (Gale and
Andrew), 321,3224
military, 596-597
Millennials, 229, 231, 233/
mind maps, 262, 263/
mind-set
of beginners, and presentation
skills, 339-340
and behavior change, 185
Mintel, 5675
misinformation, 52-54, 105, 111,
142,312,426-427
mixed graph, 112, 115/
mixed methods, 82, 87—88
MLA. See Modern Language
Association format
mobile-friendly blog, 472
mobile technology, 53
models (research), 82, 89
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models, for effective messages,
148-149
IFIC Message Development
Model, 149-150, 149/
logic model, 152-154, 153/, 154f
PRECEDE-PROCEED
model, 154-156, 155f
social marketing, 150-152, 152/
moderator guide, 82
moderators, 532, 553
assisting with timekeeping,
technology, and handouts, 536
checklist, 539
enthusiasm, 536
establishing speaker’s credibility
and building anticipation, 533
hosting and facilitation of
session/event, 532
moderating panels and other
events, 537-538, 560
preparing introduction in
advance with input from
speaker, 535-536
professional introduction,
534-535
pronouncing name, title, and
difficult words, 536
Q&A session, 536-537
role of, 532-534
timely management of sessions,
533-534
understanding of venues/events,
533
welcoming and orienting
audience, 533
moderators (focus groups), 82,173
Modern Language Association
(MLA) format, 121
modern style of writing, 354-355,
3554
modular organization, presentations,
262
Mohr, Chris, 471f
Mohr Results blog, 471f
momentum questions (Brookfield
and Preskill), 321, 3224
Mom’s Kitchen Handbook, 478/
Morford, Katie, 478/
mosaic plagiarism, 1214
most important (activity), 3254
motivation

and goals/objectives, 242-243

and messages, 259
and online education, 493, 4945
for parents, 228
motivators
audience, 169
internal, 226
movement
of audience, 324
of presenter, 336
MTYV generation. See Generation X
(Gen X)
muddiest point activity, 3254
multidimensionality of culture, 201
multimedia learning, 290
multimedia principle, 290
multiple intelligences (Gardner),
267-269,2675
multiquestions, 557
multisensory learning, and videos,
378-379
music, 324
-based health programs,
253-254
in videos, 387
Myers—Briggs Type Indicator
(MBTTI), 269
MpyFitnessPal, 489
MyPlate, 58, 143,224, 2255
MyPlate Message Toolkit, 158

N

names
pronouncing, 536
using, 534, 546
name tags, 547
narrative recipe form, 656
National Academies of Sciences,
Engineering, and Medicine, 4
Committee on the Science of
Science Communication, 10
National Agricultural Library, 60
National Association for Media
Literacy Education, 2255
National Association of
Broadcasters, 69
National Association of Colleges
and Employers, 333
National Association of
Independent Writers and Editors,
647
National Cancer Institute, 8,57
fruit and vegetable screener, 171
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National Center for Complementary
and Integrative Health, 57
National Center for Education,
Statistics Common Core of Data,
234
National Center for Health
Statistics, 57
National Communication
Association, 33
National Council on Disabilities
(NCD), 57
National Dairy Council, 364, 366/,
368
National Disability Rights Network
(NDRN), 57
National Health and Nutrition
Examination Survey (NHANES),
89,170
National Institute of Diabetes and
Digestive and Kidney Diseases,
Health Information website, 57
National Institutes of Health (NIH),
11,57,131,489, 6164, 617,619,
633
grants, 614
Health Information website, 57
National Kidney Foundation, 395
National Library of Medicine, 57, 62
national media, 428, 429
National Newspaper Association, 69
National Press Club, 69
National Science Foundation, 6164,
618
National Soup Month, 434
National Speakers Association
(NSA), 33,342
native advertising, 61, 573
natural light
for photos, 414, 415
for videos, 383
NCD. See National Council on
Disabilities
NDRN. See National Disability
Rights Network
NDTR. See nutrition and dietetics
technician, registered
needs assessment, 41, 42, 44,150,
157,163,213,231, 265, 400
breadth/depth of topics, 166
channels, choosing, 166
communicators and audience,
connection between, 164



conducting, 166-174
data collection and analysis,
163-164
for driving decisions, 165-166
focusing on message, 165
formal, 166
identification of audience,
166-167
information to collect,
determining, 167-170
involvement and interest of
audience, 164
online education, 491
primary data collection, 170-
174
purpose of, 163-164
secondary data, sources/uses of,
170
for understanding generations,
2304
waste of time/resources,
prevention of, 164
words/examples, selection of,
166
and writing, 353
needs of audience, 145-146, 157
negative framing of messages, 247
negative news, and marketing, 569
nervousness, overcoming, 335-336
nesting, 62, 63f
networking
business communication,
602-603
and writing for popular press,
447
new media, 428, 429
New Nutrition Conversation with
Consumers, 142-143
news articles, 61
newsletters, 363, 365/, 433,442
consistency, maintaining, 370,
3701
delivering clear messages, 364,
367
direct calls to action, 367
education and updation of
audience, 363364
effective, guidelines for, 369-372
focus on audience, 364
informative content, 370-371,
3717
organized, 369, 369/

partnering, 371-372, 371f
uniform layout and design, 368
newspapers, 428, 429, 431, 438, 439
accuracy and context for
information, 442
audience, 440-441
author guidelines, following, 445
tollowing up with editors, 445
formats, 428—429
inverted pyramid style of
writing, 443-444, 444f
network and identification of
resources, 447
newsworthiness of story, 443
print, 439
query letters, 445
reputation of writer, 445-446
storytelling, flexible plan for, 445
tone, 442—443
writing opportunities, 447
news sources, credible, 69
newsworthiness of story, 443
New York Times, 441
NHANES. See National Health and
Nutrition Examination Survey
NIH. See National Institutes of
Health
Ninja Kitchen (game), 5892
NLM. See US National Library of
Medicine
noise, definition of, 9
nonmaleficence, 128, 130-131, 132
nonprobability sampling, 167
nonprofit organizations, funding
for nutrition research and projects,
6164
nonstudy document, referencing, 124
nontraditional media channels, 12
nonverbal communication, 3344
nonverbal cues, and culture, 203-204
norms, 185-186, 200
notes
meeting, 602, 609
presentation, 526
notetaker, 602, 609-610
NOT function, 62
Nourished Child, The, 4617
NSA. See National Speakers
Association
numbered list, 262
Nutrition and Dietetic Educators
and Preceptors, 26

nutrition and dietetics technician,
registered (NDTR), 23
Nutrition Blog Network, 464, 4704
nutrition communication, 2, 7
activities, 11
as both art and science, 17-19
building diverse perspectives
into practice, 2
definition of, 8
development, stages of, 5877
effectiveness, improvement of,
32-33
essentialness of communication,
10-12
evidence-based, 17-18, 17/
forms of, 12-13
framework, 14/, 15-17, 18
goals of, 10
listen and learn, 5
models and theories, 13-17
purposes of, 8
research systems and thinking,
3-4
self-explanatory nature of, 7-8
and skills/creativity, 18-19
as team effort, 2
Nutrition Communication
Development Strategy, 40-41, 41/,
425, 148
nutrition counseling, 488
nutrition education, definition of, 8
Nutrition Entrepreneurs, 26, 33,
364,447
Authors & Writers Specialty
Group, 645, 652
nutrition facts, in food
demonstrations, 395
Nutrition.gov, 394
nutrition information and
guidelines, 56-59
Nutrition in Medicine, 487
Nutrition Jeopardy (game), 588
Nutrition Therapy
Recommendations for the
Management of Adults with
Diabetes, 59

o

obesity, 53

Obesity and Energetics Offerings
(Indiana University/University of
Alabama), 492-493
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objective knowledge, 168
objectives, 566
ABCD, 243
assessment of, 282
checklist for creating, 249
definition of, 8, 10
instructional, 241
learning, 1457, 241, 243-246,
2461, 282,491-492
and marketing, 566
purpose of, 240-242
single overriding
communication objectives,
247-248
SMART and motivating,
242-243,242f
structure of, 242-247
transformation into key
messages, 397
objectives (grant proposal), 617-618
observational learning, 184
observational research designs, 89,
106
observations, 174
ODPHP. See Office of Disease
Prevention and Health Promotion
Office of Disease Prevention and
Health Promotion (ODPHP), 56,
58
Office of Special Education and
Rehabilitative Services (OSERS),
57
Office on Women’s Health, 57
oft-the-subject questions, 556-557
O’Neil, Carolyn, 511/, 5124
one-minute paper activity, 3254
one-on-one interviews, 88
one question activity, 3254
one sentence activity, 3254
one-word-at-a-time stories, 3274
one-word splash activity, 3254
Onion model of culture, 201, 201/
online articles, 430
online education, 486
AIMES model, 492, 492f, 4945
best practices, 489-495
continuing professional
education, 486—487
design for target audience, 491
engaging, interactive, and
evidence-based content,

492-493

ethical and accessible, 495,
497-498
learner reflection, promoting,
493, 495
learning objectives, 491-492
limitations, 487
marketing to audience, 498-500,
4997
patient and client education,
487-489, 4885
platforms and tools, 495, 4965,
4975
practical strategies, 495-500
public education, 489
resources, 4904
role in nutrition communication,
486—489
support materials, 498
technological flexibility,
practicing, 500
tips for content and titles, 500
online focus groups, 173
online meetings, 602
online networking, 603
online presentations, 524, 526
online settings, 236
online surveys, 1724, 588
open access journals, 633-634
open-ended questions, 87, 88,171,
309,3104
opening activity, facilitated
discussions, 309, 311
openings, presentation, 276
audience knowledge,
demonstration of, 278-279
building rapport, 278-279
checklist, 283
components of, 278-279
desire to attend, 277
establishing credibility, 277
first impression, 276, 278
key messages, 279
PUNCH, 2804, 281
purpose of, 276-277
road map, 277,279
speech openings, best practices
for, 280-281
starting point, 278
strategies, 279-281
WIIFM question, 279
Orrai app, 339
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oral communication
with lay audiences, and source
referencing, 125
referencing sources in, 119-121
oral interpretations, 216-218
oral presentations, citing, 120-121
OR function, 62
organizational goals, 566
original research, 82, 92
OSERS. See Office of Special
Education and Rehabilitative
Services
outcome evaluation, 583-584
baseline, establishing, 584
pretest/post-test surveys, sample
questions for, 585/
professional observers, 584-585,
586/
self-evaluation, 585
outcomes, 16—17
definition of, 8
desired, and communication
decisions, 16
expectations, and behavior
change, 184
food demonstrations, 403
outlines, 248,257,353, 427
checklist for creating, 249
and key messages, 248-249
logical flow, 249
structure of, 248
overgeneralization, cultural, 206
overhead expenses, 615
overstated findings, research, 93

P

Pablo, 460
page rank, 473
page views, 473
paired t test, 84
pair-share-repeat activity, 3264
panel(s)
discussion, 3285
grant review, volunteering to
serve on, 620
moderating, 537-538, 560
Q&A sessions, responding to,
560
paper-pencil questionnaire, 588
paraprofessional educators, 16
parents, motivation for, 228
participants, research, 82, 91-92, 98



partner interviews, 3264
partner—most important (activity),
3265
partner publishing. See hybrid
publishing
partners activities, 324326, 3264
partnerships, and disclosure, 70-71
passive learning, 318
patch writing. See mosaic plagiarism
pathos, 147,277
patient education, and online
education, 487-489, 4884
pauses without fillers, 339
Pearson’s correlation coeflicient, 82
peer instruction, during
presentations, 321
PeerNET program, 156
peer-reviewed journals, 73, 83, 95,
624,631
author guidelines, reviewing/
following, 634
citing articles from, 120
cover letter, 634
journal evaluation resources for
authors, 6344
manuscript preparation,
624-630
open access vs proprietary
journals, 633634
publishing in a timely way,
635-636
selection of, 631-634, 6315,
6335
summary checklist, 637
writing a manuscript with
coauthors, 636—637
peer reviewers, 653
peer-review process, 59, 597, 100
responding to reviewers’
suggestions and making
corrections, 635
understanding, 634-635
peers, referencing sources during
speech to, 120
people-first language, 546
perceived control, and behavior
change, 185
perceived knowledge, 168
perceived norms, and behavior
change, 186
perceptual arousal, 277
performance indicators, 33

Academy of Nutrition and
Dietetics, 22-27
permalink, 473
personal agency, and behavior
change, 185
personal development, 597
personality
of audience, 269-270
and behavior change, 185
personalization principle, 324
personal journals, 643
personal reflection activity, 3254
personal responsibility, 597
personal sphere, and behavior
change, 183-186
personal stories/experiences, 396,
554
perspective of communicators, 29
persuasion, and visual aids, 290
persuasive writing, 367
Pexels, 298
phenomenology, 83, 88
phone use, guidelines for, 548
photographs, 298, 355, 384. See food
photography
in blogs, 476-477,477f
giving credit to, 121, 1217
Photovoice, 174
physical environment sphere, and
behavior change, 187-188, 1884
PicMonkey, 460
pictures, 295
pie chart, 112, 115
pilot testing, 41, 43,213, 329, 588
pingback, 473
Pinterest, 12, 348, 408, 416, 451,
4525, 478
pitch, voice, 338
pitching stories to media, 434, 435
magazines, 441
newspapers, 441
Pivot.cos.com, 615
Pixabay, 298, 4985
Pixlee, 5675
plagiarism, 118, 134, 495, 630
and cultural differences, 123
definition of, 122
and ease of “copy and paste,” 123
guide to understanding, 119/
lack of understanding, 122-123
and pressure from work/school,

123

prevention of, 123
types of, 1214
plagiarism detection software, 123
planning, 40, 41
book publishing, 655-656
facilitated discussions, 308-311
food demonstrations, 398, 399/
logistical. See logistical planning
meal, 394
platform, author, 649
Pledge of Professional Civility, 459,
4601
plug-ins, 460, 473, 479
podcasts, 351, 422-423, 430, 458,
460, 4611, 473,50064
point-and-shoot cameras, 411
political environment, and behavior
change, 187
polling techniques, 319, 320, 544
polytheoretical framework, 192, 192
£-193f, 194
Popular Mechanics, 439
popular press, 438
accuracy and context of
information, 442
audience, 440, 447
author guidelines, following, 445
best practices, 440-444
compensation and author’s
rights, 446—447
credit to sources, 442
examples, 4395
following up with editors, 445
getting started, 446—447
inverted pyramid style of
writing, 443-444, 4441
network and identification of
resources, 447
newsworthiness of story, 443
practical strategies, 444-446
printed and digital, 439-440
query letters, 445
reach of, 439-440
reputation of writer, 445-446
role in nutrition communication,
438-440
storytelling, flexible plan for, 445
and technology, 439
tone, 441-442
usage, changes in, 439
writing opportunities, 447
portraits, 293
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positive attitude, maintaining, 528
positive framing of messages, 247

positivity of communicators, 29-30

poster board, 415

posters, 296

postmillennials. See Generation Z

Power of Protein: Quality Matters
handout, 366/, 372, 3731, 374f

power-over setting, 307

PowerPoint, 289, 296,297, 301, 356,

495,529
power-with setting, 307
PR. See public relations

practicality, and adult learning, 226

practice competencies. See
competencies, communication

precaution-adoption process model,

179,181, 181£ 182£ 192
PRECEDE-PROCEED model,
154,155f

background and rationale, 154-155
message development using, 156

predatory journals, 60, 633, 6334
predispositions, 9, 15-16
prepublication review, 657
preschool audiences, 224f, 2255
preschool students, qualitative
evaluation methods for, 589-591
presentation literacy, 256
presentations. See also closings,
presentation; openings,
presentation; visual aids
active engagement, promotion
of, 270-272
application experiences, 271
autonomy of audience, 272
connecting new knowledge to
prior knowledge, 265
content, organization of,
260-263
content, presentation of,
263-266
context, 266
dialogue approach, 270-271
discussions. See facilitated
discussions
evaluation. See evaluation

foundations, analogies for, 2575

interactive activities in, 42

key points and supporting
evidence, 256-258

language of audience, 265
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meaningful messages, 258

memorable messages, 258-259

motivating messages, 259

and multiple intelligences/
learning styles, 267-269, 2672,
268f

offering suggestions/options,
272

oral, citing, 120-121

and oral interpretations, 218

and personalities/tendencies,
269-270,270f

purpose of, 256260

relevant and useful information,
265-266

skills, 18

software, 4975

strategies that promote
attention/engagement,
259-260

travel tips, 301

to varied audiences, 12

Presentation Simulator, 341
presentation skills, 333

better practices, learning,
339-340

and confidence/effectiveness,
334-335

content vs delivery, 333-334

definition of, 333

enhancement of, 339-342

evaluation by audiences, 342

facial expressions and eye
contact, 337-338

gestures, 337

mentors, working with, 341

nervousness, overcoming,
335-336

rehearsal, 340-341, 3417

seeking opportunities to speak,
342

skill-building opportunities,
participation in, 341-342

stance and body movement, 336

voice, 338-339

presiders, 532

assisting with timekeeping,
technology, and handouts, 536

checklist, 539

enthusiasm, 536

establishing speaker’s credibility
and building anticipation, 533

hosting and facilitation of
session/event, 532
moderating panels and other
events, 537-538, 560
preparing introduction in
advance with input from
speaker, 535-536
professional introduction,
534-535
pronouncing name, title, and
difficult words, 536
Q&A session, 536-537
role of, 532-534
timely management of sessions,
533-534
understanding of venues/events,
533
welcoming and orienting
audience, 533
prespeech routines, 336, 3364
presubmission inquiries, 631
primacy effect, 276, 281
primary data, definition of, 170
primary data collection, 170-174
primary research. See original
research
print materials, marketing using, 575
print media, 429
newspapers, 439, 440
privacy policy, blogs, 479-480
Private School Universe Survey, 234
probability sampling, 167
probability value. See P value
problem-centered learning, 226
problem solving
creative, and facilitated
discussions, 307
structure, presentations, 261—
262
process evaluation, 585-587
pro-con activity, 3264
professional development, 130-131,
132
professional guidance, for scientific
manuscripts, 625, 6254
professional introduction, 277, 534
accurate information about
speaker, 535
addressing audience, 534
introducing self, event, speaker,
and topic, 534-535
inviting audience to applaud, 535



preparing in advance with input
from speaker, 535-536
relating audience and speaker to
topic, 535
professionalism, 29-30, 29/, 131,
135,136,137, 520, 528, 543
in business communication,
606—608
in groups, 608
spoken word, 608
written word, 606, 607/
professional journals, 59-60, 59/
professional liability insurance, 648
professional observers, 584-585,
5861
professional organizations, as
credible sources, 68—69
professionals, collaboration with, 44
professional settings, 234, 523
professional standards
blogs, 480-482
and social media
communication, 457-459
ProfNet, 432
projection, voice, 338
project proposals. See grant writing
promotion (marketing), 575
promotional videos, 380-381, 382,
383
setup, 386
pronunciation
during introduction, 536
of presenter, 338-339
proofreader, 655
proofreading, 358-359, 3584, 655,
657
proposal, book, 649
proprietary journals, 633-634
props, 293, 295, 526
food photography, 408, 410
in media interviews, 510, 511/
nonfood, 4114
Proschaska and DiClemente
Stages of Change model, 564,
567
proximity, written document, 357
PsychArticles, 60
PsychlInfo, 60
psychographics, 169,170
psychological types, theory of, 269
psychomotor domain, learning

objectives within, 245, 246/

publication fees of journals, 631, 633
public education
and blogging, 469—-470
and online education, 489
Public Health Professionals
Gateway, 170
public relations (PR), 573-574
Publishers Marketplace, 652
publishing, book, 648
approach, 648-649
author bio, 651-652
book proposal, 649
editorial team, 653, 655
literary agent, 652
marketing, 657-658
negotiation of contract, 653
planning, 655-656
proofreading, 657
rejection of proposals, 652—653
revision, 657
sample chapters, 650651
table of contents, 650
update, preparation of, 658
writing, 656—657
publishing contracts, 647, 652, 653
PubMed, 60, 62, 433, 625, 626, 633,
646
PUNCH, 2804, 281
punctuation, 3524, 644
purchasing power, and behavior
change, 187
Purdue Owl Citation Chart, 121
purpose. See also research purpose
of communication, 38
definition of, 8, 10
determining, 308
of goals, objectives, and key
messages, 240-242
identification of, 41, 156, 364
P value, 83, 90, 99, 100

Q
Q&A. See question-and-answer

sessions
qualitative research, 86-88, 87f
articles, understanding/critically
reading, 96 £-97 f
IFIC Message Development
Model, 149
methodology and terminology,
88-89
testing/evaluation, 588-591

quantitative research, 86—88, 87f
articles, understanding/critically
reading, 96 £-97
categories of, 89
IFIC Message Development
Model, 149
methodology and terminology,
89-90
testing/evaluation, 588-589
quasi-experiments, 83, 89, 101, 106
query letters, 445
questionable source, identification
of, 71
clues, 72
correlation and causation, 72-73
credentials and ethics, 74
fact-versus-fiction filters, 74, 76
media and social media, 71-72
teaching consumers to discern
the difference, 75-76
question-and-answer (Q&A)
sessions, 553
anticipation of questions, 560
audience’s interest in topic and
desire to learn, 553
calling for and responding to
questions, 554-556
clearing up confusion, 554
dealing with difficult questions,
556-558,559
ending, 561
expanding on information
provided, 554
key messages, reinforcing, 554
key points in answer, 556
listening to the question,
554-555
moderation of, 536-537
observing the questioner, 555
panel, responding to, 560
pausing briefly to organize
thoughts, 555
practical strategies, 558-561
practice and preparation,
558-559
in presentations, 285, 299, 321
professional delivery, 559-560
providing supporting evidence/
example, 555-556
repeating the question, 555, 559
role of, 553554
steps to fielding questions, 5564
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summarizing the answer, 555,
556
virtual, responding to, 560-561
questions
asking, 321, 3214, 3224
audience participation, 319-321,
3214, 3224
closed-ended, 87
evaluation, 5914
facilitated discussions, 309, 3104
good-for-nothing, 3224
media interview, 507
open-ended, 87, 88,171, 309,
3104
in presentation closings, 283
in presentation openings, 280
quizzes, 319-321

quotes, use in presentations, 280

R

radio, 429
rambling questions, 557
randomized controlled trials (RCTs),
73,89, 106
avoiding bias in, 101
rapport with audience
and audience participation, 312
in facilitated discussions, 312
in presentations, 278-279
Rawn, Jenny Shea, 4611
RCTs. See randomized controlled
trials
RDNs. See registered dietitian
nutritionists
reach
of blogs, 470
of mass media, 426
of popular press, 439-440
project, 586587
readability tools, 355, 3554
readers
blog, 475-476
book, 645, 649
readiness to change, audience, 169,
1821
reading level of writing, 355
Reading the Mind in the Eyes test,
46
Real Food Dietitians, 4641
realistic messages, 148
real-life hacks, in food
demonstrations, 396

Real Mom Nutrition blog, 4611, 481f
receiver, definition of, 9
recency effect, 276, 281, 283
recipe demonstration planning
worksheet, 400, 401/
recipes
development, 409-410, 656
modifications, demonstration of,
395
pretesting, 402-403
sharing, 464/
testing, 409-410
recipe testers, 653, 655
recipe videos, 380, 3814
Recipe Writer’s Handbook, The, 656
reciprocal determinism, 183, 183/,
190
Recite, 460
recognition of audience, 329-330
and generations, 231
recognition programs, 231
record keeping, 526-527
recreational settings, 234-235, 523
red flags, credible source, 68, 697, 72,
76,76f
redundancy principle, 297
references, 630. See also sources,
referencing
referral traffic, 473
reflection activities, in presentations,
284,324,3255
reflection principle, 324
reflective learners, 318
reflective surfaces, 415
reflector, 383, 415
registered dietitian nutritionists
(RDN:gs), 10, 23, 67,75, 76, 80, 378,
402, 438,504,574
competencies for, 23, 25/
as hosts and interviewees, 505,
5054, 5064
knowledge requirements for, 24/
as media resources, 431-432
quoting, 125
as subject matter experts,
427-428,432
understanding of research
articles, 90-91
use of jargons, 353
rehearsal of presentation, 340-341,
341f
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relational dimension of
communication, 13-14, 15,16
relationship marketing, 565
relationships, building, 14, 43, 307
business communication, 611
and cultural competence, 210-211
and mass media, 431-432
and networking, 603
reliability of online tools and
platforms, 495
repetition, in presentations, 282, 324
replicability of videos, 379
reporting
research, 83, 86
standards for study designs, 625,
6255
reprint rights, 446
requests for applications, 617
requests for proposals, 617
research, 3—4, 17-18, 43, 80, 165. See
also scientific research
abstracts, 80, 83, 84, 95
and authorship, 644-645
bias, 101
evidence, strength of, 100
interpretation of, 99-101
latest research on topic of
interest, 433
message, 41
principles, 84-90
putting findings into context,
105-108
skills, 18
statistical significance vs clinical
significance, 100
study, referencing, 124
research articles, 90-91
discussion, conclusion, and
applications, 93, 98, 109
introduction and background,
91,95, 96f
methods and data analysis,
91-92,98-99
questions to ask of, 91
results, tables, and figures,
92-93, 971, 98,99
sections, common information
included in, 944
source of, 95
strategies for understanding/
critically reading, 93, 95,
96/~97f, 98-99



study, type of, 95
study limitations, 93, 98,
100-101, 107
research design, 83, 86, 91-92, 98
Researchgate, 61
research problem, 83, 96/, 100
identification of, 85—86
research process, 83, 85-86, 857, 106,
107
through qualitative/quantitative
research, 87f
research purpose, 83, 86, 91, 96/
research question, 83, 86, 91, 96/, 99
research results, presentation of, 108
accurate translation of results/
conclusions, 109, 111
disagreements/misinformation,
addressing, 111
methodology/terminology,
describing, 109
resource allocation, 583
resource files, 432
resource list, 433, 4334
respect
and business communication,
608
for individuals, 131
in social media communication,
459
response systems. See clickers
resubmissions
grant, 621
journal article, 635
results section (research article), 83,
92-93, 971, 98,99, 627-628, 627,
6281
resumes, 604—605
retention of information
and audience participation, 318
and videos, 379, 3794
and visual aids, 290, 352
and writing, 352
return on investment
social media, 464
videos, 387
retweets, 458, 4611
review
business communication, 611
grant proposal review criteria,
617
of information, and writing, 352

literature, 82, 86, 95, 625

prepublication review, 657
revisions
of article before submission, 630
books, 657
grant writing, 620
rich descriptions, 83
rights. See also copyright
of author, 446—447
intellectual property rights, 134,
482
road map, presentation, 277,279
Robert Wood Johnson Foundation,
6164
role-playing, 3264, 3274, 603
room setup, 524, 5251
RSS (Really Simple Syndication),
473,478
Rubin, Gretchen, 269
rudeness of presenters, 543

rule of thirds, 416, 417/

S

safe learning environment, for
audience participation, 327-329
salad bowl metaphor, 2025
sample chapters, book, 650-651
sampling
qualitative research, 89
quantitative research, 89
sans serif fonts, 298, 298/, 357
SAP. See smallest achievable
perfection
Sarcastic Nutritionist, The, 457f
saturation, 83, 89
scanability of blog posts, 475
Scarlata, Kate, 453/
scatter plot chart, 112, 115/
scholarly journals, 4394
scholarly manuscripts, 358
School Meals That Rock, 4537
school settings, 234
science, communication of, 105
presentation of nutrition data,
112,113 115/ 116
presentation of research results,
108-109, 110 111
putting research findings into
context, 105-108
science communication, definition
of, 8
ScienceDirect, 646
Science.gov, 60

scientific research, 56. See also
research
identification of, 59—61
nutrition information and
guidelines, 56-59
reliable, locating, 61-62
teaching consumers to find,
61-64
Scientific Style Format (SSF), 121
scope of research study, 101
Scopus, 60, 633
scribe, 602, 609-610
script, for videos, 385
Scritchfield, Rebecca, 475f
search engine optimization (SEO),
473,479
search engine results page (SERP),
473,479
search engines, 60, 62, 71,72
secondary audience, 364
secondary data, 170
sources/uses of, 170
secondary research, 83
secondary summaries of research, 61
second rights, 446
sectional organization, presentations,
262
Seesmic Desktop, 478
selective attention, 289
self-awareness, cultural, 208, 209/
cultural immersion, 208,210
cultural informants, 210
relationship building, 210-211
self-directed learning, 226
self-eflicacy
and audience participation,
318-319
and behavior change, 185,271,
318
and online education, 493, 4944
self-evaluation, 585
self-instruction, and behavior
change, 185
self-plagiarism, 1214
self-publishing, 648, 6507, 651f, 653,
655
self-regulation, and behavior change,
185
semistructured interviews, 173
sender, definition of, 9
sender-receiver model, 13
sensitivity review, 218
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sensory cues, food photography, 408
sensory memory, 259
sentence length, 354-355
SEO. See search engine optimization
serif fonts, 298, 298/, 357
SERP. See search engine results page
setting, research, 83, 91-92, 98
7/38/55 formula, 3345
sharebait headlines, 72
short-term memory, 259
showtime summary, 3274
shutter speed, 413
Shutterstock, 298
sidelight, 415
significance level, 83,100
significant learning, 318
sign-up, blogs, 480, 481/
silent generation, 229
silos, 609
simulations, 3284, 381
singing, by audience, 324
single overriding communication
objectives (SOCOs), 247-248, 257,
281-282,285,353
SiteGround, 474
site map, 473
skepticism of adult learners, 226
skills, 1819
audience, 491
and behavior change, 184-185
building, and mass media, 430,
431
continually learning and
practicing, 33
and creativity, 19
hard, 18-19
soft, 18
Skype, 423
slides, 296-297
animation, 299
backup of, 526
blank, 299
color, 299
design, principles of, 3004
evaluation checklist, 301/
focus on presenter, 297
fonts, 298,298
font size, 298
keeping presenters/audiences on
track, 299
strategies used along with,

300-301

text tips, 298
visual images, maximizing,
297-298
and visual support, 297
words, minimizing, 297-298
Slideumentation, 297
smallest achievable perfection
(SAP), 33
small-group activities, 326-327, 3275
small-group marketing, 3275
SmartBrief, 433,440, 442, 658
Smart Eating for Kids, 461/
Smart Eating Show, 4617, 4731
SMART goals/objectives, 242-243,
242f; 566, 618
smartphone cameras, 382, 414-415,
4141
SMOG (Simple Measure of
Gobbledygook), 3554
Snapchat, 416, 45254, 454, 463
SNAP-Ed. See Supplemental
Nutrition Assistance Program’s
Education Program
social and behavioral science
theories, 13, 18
social cognitive theory, 190-191
social distance, 146
social-ecological model, 447 45, 183
social environment sphere, and
behavior change, 186, 1874
social equality, and behavior change,
186-187
social expectations, and behavior
change, 185-186
social learning theory. See social
cognitive theory
social marketing, 150-151, 172-173,
186, 564,572-577
background and rationale, 151
definition of, 151
principles, 151-152, 152f
social media, 346, 347, 426, 430,
431,451,565, 643
addressing messages in, 137/
audience, 453—454
and behavior change, 454-455
best practices, 456—462
and blogs, 478
business communication using,
600-601
consistent and efficient

engagement, 459460
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creative and effective outreach,
460, 461f, 462
credibility of, 71-72
disclosure on, 71
and ethics, 132
food photography, 12, 408
goals, identification of, 462-463
influencers, 574
marketing, 575-576, 5756, 576f
platforms, 4524
platforms, trust in, 71
Pledge of Professional Civility,
459, 4601
practical strategies, 462464
professional and ethical
standards, 457-459
promotion of programs and
services, 455-456, 4571
return on investment, 464
role in nutrition communication,
451-456,453f
and scientific research, 61
seeking inspiration from
colleagues, 463-464, 464f,
4651
terms, 458
tools, 459—460
use, by percentage of US adults,
4541
videos, 382
social media analytics, 458, 462
social neuroscience, 47
social norms, and behavior change,
185-186
social proof, 577
social sensitivity, 46
social support, and behavior change,
186
Society for Nutrition Education and
Behavior, 59, 577
Society for Technical
Communication, 647
Society of Professional Journalists,
68, 69
SOCOs. See single overriding
communication objectives
soft news, 432
soft skills, 18
solicitation email from predatory
journals, 6335
sound bites, 506—507
Sound Bites, 5065



sound science, resources for, 69
sources, referencing, 118, 630
attribution to sources, 118-121
credit to images, figures, and
other visual representations,
121,121
plagiarism, 122-123
popular press, 442
professional writing and
speaking, 119-121
proper citations and footnotes,
121
when speaking to lay audiences,
125
when writing for lay audiences,
124-125
speaker
accurate information about, 535
arrangements, 523-524
attention of speaker and
audience to one another, 543
getting input from, 535-536
introducing, 535
relating to topic, 535
speaking, by audience, 324
special events, and marketing, 576
special populations, online education
for, 498
Special Supplemental Nutrition
Program for Women, Infants, and
Children (WIC), 16,228, 306
speech coach, 341
speech openings, presentation,
280-281
speech preparation, 526
speed, speaking, 338
speed duration, video, 387
spell-checker, 644
spelling, 644
sponsored blog posts/videos, 472
Squarespace, 474
squint test, 296297
SQUIRE (Standards for Quality
Improvement Reporting
Excellence), 6254
SSEF. See Scientific Style Format
stages of change model. See
transtheoretical model
stance, presenter, 336
standard deviation, 83, 90
standard recipe form, 656
Staples, 604

statistical significance, 100
statistics, 83, 90, 99, 279
Stencil, 498
stereotypes, cultural, 207
Stone Soup Blog, 447
storyboards, 261, 261/
for videos, 384-385,384 f
storytelling
in presentations, 279, 284,
294-295
video, 378,379, 3804
straight on angle, 416, 417/
strategic design of nutrition
communication, 37
audience, 37-38
collaboration, 43-45
focus, 37-38
message, 38-39
Nutrition Communication
Development Strategy, 40—41,
41£ 425, 148
smart shortcuts, 42—43
strategy, 40—43
successful communication,
4648
teamwork, 45—46
STROBE (Strengthening the
Reporting of Observational
Studies in Epidemiology), 6254
structural contrast, 259260, 290
structured abstract, 83, 95
students as authors/coauthors, 637
stupid questions, 557
stylebook of publishers, 656
style guide, for written documents,
358
subjects. See participants, research
subscription journals. See proprietary
journals
success, defining, 54
summative evaluation. See outcome
evaluation
Supplemental Nutrition Assistance
Program’s Education Program
(SNAP-Ed), 16
support materials, online education,
498
SurveyMonkey, 5674
surveys, 90, 92, 98,171, 400, 588
audience participation, 319-322
formats, advantages/
disadvantages of, 1724

Sweller, John, 379
systematic reviews, 107
systems science, 4, 4f

T

¢ test, 84
table of contents, 650
table read, 340
tables, 83, 92-93, 355-358, 627,
627/, 628
Table Topics, 559
tablets
camera, 382
use, guidelines for, 548
tags (blogging), 473
take-overs, 329, 548-549
talkative audience members, 548
talking points, 434
Talkwalker, 5675
tangents
avoiding, in presentations, 329
in meetings, 602
task list, 521, 523, 527
task-oriented dimension of
communication, 13, 16
taste-testing, 392
teach-back technique, 284
team games, 3284
TeamPodcast.com, 423
team science, 636
TeamSTEPPS training, 33
teamwork, 45—46, 517
and business communication,
608, 609
Teaspoon Communications, 5755
technical skills, 18—19
technological environment, and
behavior change, 188
technology, 547
assistance by moderators, 536
audience response technology,
318
improper use of, 547-548
and marketing, 576-577

mobile, 53
needs, and logistical planning,
524

online education, 500

and popular press, 439
telephone interviews, 172
telephone surveys, 1724
telephonic conversation, 608
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television, 428, 429
tendencies of audience, 269-270,
2707
terminology, research
describing, 109, 110/
qualitative, 88—89
quantitative, 89-90
terms and conditions, blogs, 480
tertiary research, 84
testimonies, 577
testing. See evaluation
text, in videos, 387
textbook marketing, 658
text overlay, 351
text tips, slide, 298
textures, food photography, 408
theater, 252-253
thematic analysis, 84, 88
themes (blog), 474
themes, research, 84, 88, 89
theories, 84, 88—89
Theory of Mind (ToM), 47
theory of multiple intelligences,
267-269,2675
theory of planned behavior, 189
theory of reasoned action, 189
think-pair-share activity, 3264
thread (social media), 458
Three Acts, 261
3-2-1 reflection (activity), 3254
302-year gap conversation activity,
3264
three-point lighting, 383, 383/
tight shots, 416, 4177
time
allocation, grant writing, 620
event, 522
meeting, 601
timekeeping, event/session, 536
timeline
event, 521,523,527
structure, presentation, 262

timing of product launch, 569

tips, sharing in food demonstrations,

399-400
titles, 500
for journal articles, 625-626
for newsletters/handouts, 367
Toastmasters International, 32, 33,
342,396, 558-559, 603
ToM. See Theory of Mind

tone
blogging, 475-476
moderator/presider, 533
popular press, 442—443
tongue twisters, 339
top down angle, 416, 417/
total diet, 108
Total Recipe Generator, 479
tracking apps, 489
trade journals, 4395
traditionalists, 229, 231, 232f
traditional media, 428, 429
traditional media channels, 12
traditional media outreach, 574,
574b
traditional publishing, 648, 650/,
6511, 655
training, reputable vs fake, 67-68
transcripts, 84, 88, 3514
transitions, video, 387
translations, and culture, 214,
216-218
oral interpretations, 216-218
written translations, 214, 216
transparency
blogs, 480-481
in business communication,
608-609
social media, 457
transtheoretical model, 179,179/
action, 180
contemplation, 180
maintenance, 180
precontemplation, 179-180
preparation, 180
progressing through the stages,
181-182

TREND (Transparent Reporting of

Evaluations with Nonrandomized
Designs), 6254
tripod, 382
Tropicana, 5654
trust building
and audience participation, 312
facilitated discussions, 312
and safe learning environment,
327,328
trustworthiness, 84, 89
TRUTH antismoking campaign,
151
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Tuckman’s Stages of Group
Development, 307

Tumblr, 474

TweetDeck, 460, 478

tweets, 426, 4524, 458

Twister, 510

Twitter, 71,72, 134, 347-348, 382,
408, 426,431,451, 4524, 455, 460,
4611, 462,464,478, 643

Twitter Analytics, 5675

Twitter chat, 458

Typepad, 474

U

Ulrich’s Global Serial Directory, 59,
59f
unconscious bias, 207
unique visitors, 473
United States Department of
Education, 60
University of California, 497-498
unprofessional behaviors of
presenters, 543
Unsplash, 298
unstructured abstract, 84
UPMC Physician Resources, 487
upward messaging, 146
URL (uniform resource locator),
473,474
USA.gov Data and Statistics
website, 57
USA Today, 441
US Copyright Office, 298, 410
USDA. See US Department of
Agriculture
US Department of Agriculture
(USDA), 58, 60,228, 6164, 618
Economic Research Service, 392
Food Safety Inspection Service,
394
grants, 614
Team Nutrition project, 212
US Department of Education, 234
US Department of Health and
Human Services, 56,57, 394
U-shaped serial position memory
curve, 276,281
US Highbush Blueberry Council,
5715
US National Library of Medicine
(NLM), 626



\'
values, 129

audience, 168
and behavior change, 184
generational, 231
vanity publishing. See hybrid
publishing
variables, 84, 89-90, 95, 98
dependent, 81
independent, 82
VARK (visual, auditory, read/write,
and kinesthetic), 267
Ventures (newsletter), 364, 365/,
3691, 370f, 371f; 645
verbal communication skills, 333
VERB physical activity promotion,
151
verbs
affective domain, 2457
Bloom’s taxonomy, 244/
psychomotor domain, 246/
videos, 12,296, 350, 351, 378,
430, 461f
audience for, 381
backdrops, 383
benefits of, 378-379
branding and call to action, 387
cooking shows, 380
editing, preparation for, 386-387
editing software, 383-384
equipment, assembling, 382
food videos, 380, 3814
Four-Corner Check, 3854
informational/educational
videos, 380
lighting, 383, 383/
live-stream videos, 381
and multisensory learning,
378-379
online education, 489
platforms, 382,382 t
production, outsourcing, 387
promotional videos, 380-381
and replicability, 379
return on investment,
measuring, 387
script, 385
setup, 385-386
storyboards. creation of,
384-385, 384/
storytelling, 378, 379, 3804

types of, 379-381
videotaping
of food demonstrations, 398
interviews, 88
during rehearsal, 341
Virtual Orator, 341
virtual presentations
moderation during, 533-534
Q&A sessions, responding to,
560-561
virtual reality, 576-577
virtual reality presentation software
programs, 341
Vistaprint, 604
visual aids, 266, 289, 526
and attention, 289—290
comparisons, making, 294
complex concepts, conveying,
292-294
concepts, connecting, 294
defining terms, 293
enhancement of meaning, 290
evidence for using, 289-292
illustration of data, 293
illustration of working process,
293
improvement of persuasion, 290
key ideas, conveying, 292-293
in media interviews, 509
presentation software, best
practices for using, 296-301
presenter, benefits to, 291-292
promoting to taking action, 291
retention, improvement of, 290,
352
strategies, 294-296
travel tips, 301
types of visual images using 5
Wr’s and 1 H, 2924
visualization techniques, 266
visual observations, 174
visual representations
giving credit to, 121, 1217
of nutrition data, 112,113
£-114£ 116
vlogging, 474
voice, in writing
blogging, 475-476
book authorship, 644
voice, presenter, 338
articulation, 338-339
pauses without fillers, 339

pitch, 338
projection, 338
speaking speed, 338
vocal variety, 338
voice recordings, 53
volunteer participation of audience,
323
and safe learning environment,
328-329
voting systems. See clickers

w

Wall Street Journal, 441
warmth of communicators, 29
web, sources of health information
on, 56-57
WebAlIM, 497
web-based communication, 346—
348,430
web-based focus groups, 173
web-based publishing, 440
web-based surveys, 1724
web-based writing, 469
role in nutrition communication,
469-472
web host, 474
webinars
live, 487
platforms, 495, 4964
Q&A sessions, responding to,
560-561
WebMD, 440
Web of Science database, 632
webpages, citing, 120
web posts, 61
websites, 347
examination of, 75
website traffic metrics, 588-589
Weiss, Liz, 4617, 482f
Wellcome Trust, 6164
WhatsApp, 53, 454
White, Jim, 465/
white board, 383
WHO. See World Health
Organization
WIC. See Special Supplemental
Nutrition Program for Women,
Infants, and Children
wide shots, 416, 4177
WIIFM question, 279
wildcards, 62, 63/
Wirthlin Worldwide, 143
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wisdom of another activity, 3264
W.K. Kellogg Foundation, 6164
Women’s Health, 439
word choices, in messages, 147
WordPress, 474, 497
word-processing software programs,
355,358
words, selection of, 166, 476
work-for-hire authors, 648, 652, 658
work-for-hire contract, 653
working memory, 259, 290, 379
workload, 42
workplace settings, 235-236, 523
World Health Organization
(WHO), 57,58
Strategic Communications
Framework, 158, 158/
wow and how about (activity),
3255
WP Recipe Maker, 479
writer’s block, 6474
Writer’s Market, 649
writing, 12, 350-351, 596. See also
authorship; books; peer-reviewed
journals; popular press; web-based
writing
asymmetry, 357
and audience, 352-353, 3534
audience-focused, 353, 3544
as basis for all communication,

350-351
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books, 656—657

business communication, 606,
607f, 609, 611

characteristics of quality writing,
352-358

comprehensive and well-
organized manuscript,
625-627

documentation in, 609-610

editing process, 359

enhancement of other types of
communication, 351

evaluation of, 354, 3544

grammar, 358-359, 3584

infographic tools, 3564

inverted pyramid style of,
443-444, 444f

key ideas, 353-354

for lay audiences, source
referencing, 124-125

layout and design, 357-358

modern style and active voice,
354-355,3555

opportunities, 447

poor written communication,
impacts of, 11

proofreading, 358-359, 3584

quality checklist, 3594

readability tools, 355, 3554

and reading, 359

reading level of, 355

record of communication, 351

referencing sources in, 119-121

review and retention of

information, 352

about science, strategies, 6424

skills, 1819

skills, honing, 644

timeline and key activities, 6115

visuals, 355-357

written translations, 214, 216
written surveys, 588

Y

Yoast SEO, 479

York College of Pennsylvania,
Center for Professional Excellence,
28

young/emerging adulthood, 2277

“You're the Mom” social media
campaign, 455, 456/

youth nutrition education settings,
234

youth settings, 522

YouTube, 293, 380, 382,387, 415,
451, 4525, 453-454, 460, 498

y4

Zotero, 630
Zuckerbrot, Tanya, 457 £
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