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“Start now!” That was the key 
takeaway from the NYC 
Nutrition Education  
Network's (NYCNEN) March 
3rd meeting titled Building Your 
Brand: Social Media and Beyond. 
Over 75 students and 
professionals gathered at the 
City University of New York 
(CUNY) School of Public 
Health to hear from three 
registered dietitians on different 
aspects of marketing and 
branding in the nutrition field. 

Adelaide Feuer, RD, Senior Vice 
President of Brand Marketing 

at Edelman, a communications 
marketing firm, opened 
attendees’ eyes to the strategies 
used by the private sector to 
engage consumers. She stressed 
the fact that marketing is now a 
two-way street in which 
consumer respect must be 
earned. In an era of information 
overload, telling a compelling 
story with appealing packaging 
is what captures consumers’ 
attention. She then described 
Edelman’s 3-step approach to 
developing campaigns: (1) 
Research the target audience 
(how they feel, what they think, 
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what media they use, etc.). (2) 
Develop a strategy that 
considers the political 
environment, risks and 
opportunities of the product or 
service, and how the messages 
will be received. (3) Add a 
creative piece that will evoke 
emotions and capture 
consumers’ attention. Ms. 
Feuer also offered insights into 
how RDs working in the private 
marketing sector can influence 
the products that companies 
offer. One example she gave was 
working with a fast-food chain 
to meet consumer demand for 
healthier options, especially for 
children. In this case, Ms. Feuer 
helped the company 
incorporate a serving of fruit 
with each kid’s meal. Another 
example is working with a pasta 
company whose sales have 
suffered since the low-carb diet 
craze. The goal of that 
marketing campaign is to 
convey the message that pasta 
is not evil and can be a healthy, 
appropriate, and fun choice to 
cook at home.

Pam Koch, EdD, RD, Executive 
Director of the Laurie M. Tisch 
Center for Food, Education & 
Policy, spoke about the identity 
crisis of the nutrition education 
field. While the field has 
evolved since its inception over 
100 years ago, many people 
think of “nutrition education” 
as simply providing knowledge 
and facts to people. Dr. Koch 
described why the term 
nutrition education works: it’s 
short, positive, attractive to 
policy makers, and opens the 
door to a broader conversation. 
But there are also aspects that 

don’t work: it’s boring, 
outdated, limited, and implies 
that knowledge is enough. We 
all know that nutrition 
education is about so much 
more than just the nutrient 
content of the foods we eat. It 
also includes food security and 
access issues, among others. Dr. 
Koch said that one of the next 
steps nutrition professionals 
can take to help redefine the 
term nutrition education is to 
develop a tagline to go along 
with it. Dr. Koch concluded by 
suggesting that nutrition 
educators begin to work 
together to develop a unifying 
message that includes food 
supply and production, which 
are often forgotten about as we 
tend to focus on nutrients and 
individual health.

Alissa Rumsey, MS, RD, CDN, 
CSCS, owner of a private 
practice, rounded out the 
meeting with a session on how 
to effectively market yourself 
online using social media. Her 
talk was filled with examples, 
resources, and tips on how to 
build your brand. She began by 
clearly defining what a “brand” 
is: the intentional creation of 
content that defines you and 
what you represent. She 
stressed the importance of 
developing a clear brand 
strategy with a consistent 
message and ensuring your 
social media content follows 
suit. Similar to Ms. Feuer, she 
said consumers buy into 
branding and content before 
your credentials, and this is an 
important consideration to 
keep in mind. She provided 
concrete steps for defining your 

brand, the most important of 
which is setting aside time to 
define your ideal clients: who 
are they, what are their 
lifestyles, and what will you 
offer them? 

More than anything, Ms. 
Rumsey emphasized the 
importance of being authentic. 
Build a brand that you believe 
in, that represents what you 
stand for, and do not be 
dissuaded from your unique 
vision by how others are doing 
it. Figure out what is unique 
about your brand and let that 
shine. She ended by 
encouraging us all to start now. 
You can always rebrand as your 
practice evolves. The sooner 
you start, the sooner you get 
your name out there and find 
your voice.

Whether you’ve thought  
about how to market yourself 
on social media yet or not,  
this meeting showed exactly 
why it is important for 
professionals in the nutrition 
field to develop competitive 
brands, supported by our 
credentials, so we can maintain  
our place as the nutrition 
experts.
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