
1. Don't Miss This Quick Recap about FNCE 2018

From: Splenda Exchange <Splenda-Exchange@splenda-emails.com>

To: dmartin@burke.k12.ga.us

Sent Date: Dec 04, 2018 10:03:05

Subject: Don't Miss This Quick Recap about FNCE 2018

Attachment:

Post FNCE 2 

What a Great Time at FNCE® 2018!
 

We had so much fun meeting everyone who stopped by the SPLENDA® Booth! For those who

didn't have the chance to visit us, here's what you missed:

  

Introducing SPLENDA® Naturals Stevia Sweetener, Granulated!

 

The newest addition to our SPLENDA® Naturals Stevia Sweeteners Product Portfolio, this 100%

natural granulated sweetener lets you cook, bake and sprinkle without all the calories of sugar.

Featuring the best-tasting stevia with no aftertaste, SPLENDA® Naturals Sweetener, Granulated

has no calories per serving and measures cup for cup like sugar.

  

Order your SPLENDA® Professional Toolkit today to try some of the sweetener products we

featured at FNCE® 2018 and to help your patients and clients who are trying to watch their intake

of added sugars during the holidays! You’ll receive product samples, coupons and great

educational resources to share.

  

Celebrating Asian Flavors without All the Calories

 

We had a great culinary demo at FNCE® with our very own Chef Ozzie who showed us new tips

and tricks for making Asian cuisine! He was joined by award-winning Registered Dietitian

Nutritionist Amy Myrdal Miller.  

 

Enjoy these three delicious recipes from our demo and pass them along to your clients who are

looking to cook with less calories from added sugars. 
 

Can’t see images? View as a webpage.

  

This email was created under the Splenda.com Privacy Policy.

 

You are receiving this email as a 2018 Food &Nutrition Conference &Expo™ attendee. This is a

one-time only email. Your email address will not be stored for additional communications or

shared with any other organizations. If you no longer wish to receive email communications about
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SPLENDA® Products, unsubscribe here.

 

PLEASE DO NOT RESPOND TO THIS EMAIL AS IT IS UNABLE TO RECEIVE REPLIES, but

we’d love to hear from you. Please call us at  18007775363, send mail to the Splenda® Consumer

Center, Attention: CCC, Splenda 309 South Street New Providence, NJ 07974 USA, or email us

by clicking here.

 

© 2018 Heartland Consumer Products LLC. All rights reserved.

 

This email was sent by: Splenda® 

Splenda 309 South Street New Providence, NJ 07974 USA 

 
Update Profile 
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2. Continuing Education Opportunities

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Oct 31, 2018 12:32:18

Subject: Continuing Education Opportunities

Attachment:

Today's Dietitian CE Learning Library e-Newsletter CE.TodaysDietitian.com  |    View this email in

a browser Announcing the Presenter Lineup!  

 

Join us for the Today's Dietitian 6th annual continuing education and networking event for

dietitians and nutrition professionals in Scottsdale, Arizona, May 19–22, 2019, at the

Talking Stick Resort.  

We are happy to announce our incredible lineup of presenters, which include: 

 

Toby Amidor, MS, RD, CDN 

 Jill Castle, MS, RDN 

 Sherry Coleman Collins, MS, RDN, LD 

 Karen Collins, MS, RDN, CDN, FAND 

 Connie Diekman, MEd, RD, CSSD, LD, FADA, FAND 

 Michelle Dudash, RDN, Chef 

 Jo Ann Hattner, MPH, RDN 

 Stacy Kennedy, MPH, RD, CSO, LDN 

 Jessica Jones, MS, RDN, CDE 

 Wendy Lopez, MS, RDN, CDE 

 Christine McCullum-Gomez, PhD, RDN, LD 

 Regan Miller-Jones, RDN 

 Janice Newell Bissex, MS, RDN 

 Jim Painter, PhD, RDN Jeanne Petrucci, MS, RDN 

 Julie Harrington, RD, Chef 

 Angel Planells, MS, RDN, CD, FAND 

 Michele Redmond, MS, RDN, Chef 

 Lisa Roberson, RDN, LD 

 Anna Rosales, RD 

 Christine Rosenbloom, PhD, RDN, CSSD, FAND 

 Navindra Seeram, PhD 

 Jessica Setnick, MS, RD, CEDRD 

 Angie Tagtow, MS, RD, LD 

 Bonnie Taub-Dix, MA, RDN, CDN 

 Hope Warshaw, MMSc, RD, CDE, BC-ADM, FAADE 

 Dana Angelo White, MS, RD, ATC 
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 Jim White, RDN, ACSM EX-P  

Unlike other events designed for dietitians, our Symposium offers a unique level of engagement

and meaningful interaction between attendees, presenters and sponsors — not to mention the

opportunity to earn 15 CEUs or more while enjoying the amenities at one of Scottsdale's top

entertainment destinations. We have many informational and exciting events planned, so make

sure to mark your calendars for May! Additional program information is coming soon to

TodaysDietitian.com/SS19. 

 

Your Registration Includes: 

• All continuing education sessions  

• Networking opportunities with peers and presenters  

• Product sampling from our sponsors  

• Keynote address  

• Fitness activities  

• Special events  

* Registration does not include accommodations at Talking Stick Resort or travel to and from

Scottsdale. 
 
Register Now at Our Early Bird Rate of $249!  
Thank you to our 2019 Symposium Sponsors!  
 
 

To learn about sponsorship opportunities, please contact Gigi Grillot at 646-942-2214 or email

ggrillot@gvpub.com.  

For detailed information, please review our digital brochure at

TodaysDietitian.com/ss19/sponsor/

Save $10 on CE Club Memberships! Join for only $40 when you apply coupon code SPOOKY18

to your order. CE Club Members enjoy 50% off of our course library, PLUS a year's subscription or

renewal to the Today’s Dietitian magazine. CE Club Membership discount excludes books, book

exams, multi-part courses, and Becky Dorner Programs. Expires 10/31/18, at 11:59 PM EDT.

Click here for Membership details.  

 

Get 10% off on all self-study courses, recorded webinars, and multi-credit packages. Just choose

your CE items from our CE Learning Library, place them in your cart and use the coupon code

OCT1018 to receive your discount. This offer does NOT apply to books or CE Club Memberships.

Expires 10/31/18, at 11:59 PM EDT. October CPE Monthly: Nutritional Supplements and Male

Athletes 

This continuing education course discusses the use of dietary supplements by male athletes and

reviews the latest research to help RDs guide athletes about whether supplementation is

warranted.  

 

Over-the-Counter Supplements for the Treatment of Depression 

This continuing education course examines the current level of evidence behind the use of over-
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the-counter supplements to modulate symptoms of depression in adults, explores the potential

benefits and risks of their use, and provides recommendations and strategies for ways RDs can

apply this information in a private practice nutrition setting. The evidence for efficacy of the

supplements will be discussed and summarized in a table, with details about dosing, side effects,

and medication interactions. Food Evolution: A Discussion for Registered Dietitians 

In this complimentary 1 CEU recorded webinar, Trace Sheehan, the writer and producer of the

feature film Food Evolution, and Chris Vogliano, MS, RDN, will examine some common points

of contention when it comes to discussing food production and, in particular, GMOs. Trace will

draw from his experiences while conceiving and making Food Evolution, while Chris will

contribute his expertise as an RDN who specializes in the study of sustainable food systems and

food waste reduction. Sponsored by Milk Means More (Michigan's Dairy Council). Click here to

register »  

 

Beyond the Label: Food Claims' Impact on Consumer Behavior  

This complimentary 1 CEU recorded webinar, presented by Guy Johnson, PhD, and Marie

Molde, MBA, RDN, will unpack USDA- and FDA-accepted food claims and explore food labels'

impact on consumer demand. Tune in to learn how understanding food claims translates to

improved public health and nutrition. This webinar is accredited through Soy Connection and

brought to you by the United Soybean Board. Click here to register »  

 

Choline: Exploring the Growing Science on Its Benefits for Moms During Fetal Development and

Beyond  

This complimentary 1 CEU recorded webinar, presented by Marie Caudill, PhD, RD, and Liz

Ward, MS, RD, will provide the latest research on choline's role during pregnancy, fetal

development, and infancy. In addition, the webinar will offer advice on how health professionals

can translate the science into action, helping to elevate the choline conversation and increase

choline intake among the general population. Sponsored and accredited by VitaCholine and Egg

Nutrition Center. Click here to register »  

 

Digestive Health: Tools in the RD's Toolbox 

In this complimentary 1 CEU recorded webinar, Felicia D. Stoler, DCN, MS, RDN, FACSM,

FAND, will discuss food allergies/intolerances, SIBO, FODMAPs, IBS, motility issues, and GERD,

and provide practical strategies for assisting with symptom management. Sponsored by Regular

Girl. Click here to register » Plant-Forward Family Meals 

This complimentary 1 CEU live webinar, presented by Alex Caspero, MA, RD, CLT, RYT, on

Wednesday, November 28, 2018, from 2–3 PM EST, will provide RDNs with strategies for

bridging plant-forward eating and family meals; highlighting simple ways for patients and clients to

add more plants to favorite recipes along with innovative ways to increase plant-based eating for

all ages. Sponsored by Simple Mills. Click here to register » Probiotics May Prevent and Treat

Clostridium Difficile 

This 2 CEU continuing education course reviews the evidence regarding probiotic consumption

through diet and drugs in the prevention and treatment of Clostridium difficile in the adult
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population. Expires for credit on 11/2/18 at 11:59 PM EDT. 

 

Food Selectivity in Autism Spectrum Disorder 

This 2 CEU continuing education course reviews current literature on the connection between

autism spectrum disorders (ASDs) and feeding disorders, focusing specifically on food selectivity

and its impact on nutrition status, the role of RDs, resources available, and strategies to help treat

food selectivity in individuals with ASD. Expires for credit on 11/10/18 at 11:59 PM EST. 

 

Recorded Webinar: Read Between the Headlines 

This complimentary 1 CEU recorded webinar by Keri Gans, MS, RDN, CDN, and Yvette

d’Entremont, MS (a.k.a. SciBabe), provides practical strategies for evaluating levels of evidence

and parsing headlines to identify questionable sources. They also share creative and effective

methods for communicating sound science to your clients and professional peers. Sponsored by

SPLENDA. Expires for credit on 11/13/18 at 11:59 PM EST.  

Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  

 

You may unsubscribe or change your contact details at any time. 
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3. Re: Invitation to Listening Session with Brandon Lipps

From: kruseama@gmail.com

To: Donna Martin <DMartin@burke.k12.ga.us>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Oct 20, 2018 11:34:48

Subject: Re: Invitation to Listening Session with Brandon Lipps

Attachment:

Thank you so much for the invite, Donna!  
 

Unfortunately I had to make a last-minute scheduling change and will be leaving on Tuesday

afternoon, otherwise I would have absolutely joined. 
 

The other good/ new news is that I was presented with an amazing opportunity and have moved

into a new role with Heartland Food Products Group. As of 10/8 I’m their new Associate

Commercialization Manager for Splenda &Java House ~ in short, helping bring new products to

market. I still plan on being a champion for school Nutrition &SNS DPG member!  
 

Hope to see you while I’m at FNCE :) 
 
 

Amanda Kruse  RD, CD 

Associate Commercialization Manager 

Heartland Food Products Group
Splenda® + Java House®
Portfolio | LinkedIn | 734.341.3729
 
On Oct 19, 2018, at 9:54 PM, Donna Martin <DMartin@burke.k12.ga.us> wrote:  
 

SNS Friends,  Brandon Lipps at the USDA asked if it were possible to find a time at FNCE or PPW

where we could set up a listening session for him to hear from about 20 Academy

members/leaders about issues we’re encountering in school nutrition.  We have scheduled that

meeting to be held Wednesday morning at 10:00 am at the Academy Pubic Policy office.  You are

being invited as one of the SNS leadership and folks with their finger on the pulse of school

nutrition who will still be in DC for PPW or otherwise.  Please let me know if you can come so we

can let Brandon know who will be attending.  If you know of anyone else who would be a good

person to include  please let me know and I will invite them.  This is an incredible opportunity for

us.  The address of the Public Policy office is 1120 Connecticut Ave. NE  
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Donna S. Martin, EdS, RDN, LD, SNS, FAND

 

Director, School Nutrition Program

 

Burke County Board of Education

 

789 Burke Veterans Parkway

 

Waynesboro, GA  30830

 

work - 706-554-5393

 

fax - 706-554-5655

 

Past President of the Academy of Nutrition and Dietetics 2018-2019
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4. Don’t Miss SPLENDA at FNCE 2018

From: Heartland Sweeteners, Llc <NoReply@splenda-email.com>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Oct 16, 2018 10:02:43

Subject: Don’t Miss SPLENDA at FNCE 2018

Attachment:

My Email Templates 

SPLENDA Cooking Demo and More at FNCE 2018 

Check out the SPLENDA® Sweeteners Booth!
 Be sure to visit the SPLENDA ® Sweeteners Booth #2308 in Expo Hall B of the Walter E.

Washington Convention Center. You can learn more about the SPLENDA ® Sweeteners portfolio,

including our newest product: SPLENDA ® Naturals Stevia Sweetener, Granulated.  

Join Us For a Cooking Demo

 

Don't miss the three-course meal demo with our very own corporate research chef "Chef Ozzie"

on Sunday, October 21 at 11:30 a.m. in the Culinary Studio of Expo Hall B. He will be featuring

SPLENDA® Naturals Stevia Sweeteners in some fabulous recipes while reducing calories and

carbs from added sugars.

   

Learn More About New SPLENDA® Naturals Stevia Sweetener, Granulated!

 

Introducing a 100% natural granulated sweetener from the SPLENDA® Brand! You can cook,

bake and sprinkle without all the calories of sugar. Featuring the best-tasting stevia with no bitter

aftertaste. SPLENDA® Naturals Sweetener, Granulated has no calories per serving and measures

cup for cup like sugar.

    

Can’t see images? View as a webpage.

  

This newsletter was created under the Splenda.com Privacy Policy.

 

Our records indicate that you have requested to receive information and offers from the

SPLENDA® Brand. If you no longer wish to receive email communications about SPLENDA®

Products, unsubscribe here.

 

PLEASE DO NOT RESPOND TO THIS EMAIL AS IT IS UNABLE TO RECEIVE REPLIES, but

we’d love to hear from you. Please call us at  18007775363 , send mail to the SPLENDA

Consumer Center, Attention: CCC, 309 South Street, New Providence, NJ 07974, or email us by

clicking here.
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© 2018 Heartland Consumer Products LLC. All rights reserved.

 

This email was sent by: SPLENDA 

309 South Street,  

New Providence, NJ 07974 US

 
Update Profile
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5. FCP: On the Menu - October 2018

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Oct 15, 2018 14:49:21

Subject: FCP: On the Menu - October 2018

Attachment:

Email not displaying correctly? View it in your browser. 

       October 2018 On the Menu FNCE® Preview &News to Use 

 

We Can’t Wait to See You in Washington, DC! 

 

Attending the Academy's Food &Nutrition Conference &Expo™ (FNCE®)? We hope you have

registered and are joining us for one (or more) of our FCP activities during FNCE® in Washington,

DC. We look forward to seeing you at one of our many educational and networking events!  

Note: Registration was required for select events and is now closed.

 

- Friday, October 19th: An Evening at the Mess Hall DC

 

- Saturday, October 20th: Walking Food Tours of Capitol Hill, Shaw and Chinatown 

- Sunday, October 20th: Culinary Demo featuring the winning recipe from our Splenda Naturals

recipe contest, Sweet and Sour Shrimp Bites,” at the culinary studio in the exhibit hall.  

 

- Sunday, October 21st: FCP Chair &Chef Garrett Berdan, RDN, LD Moderates Educational

Session Culinary Demonstration: When Engineering Meets Culinary Science – Sous Vide Cooking

, 3:30- 5:00pm

 

- Sunday, October 21st: FCP’s Signature Networking Event at the Newseum  

 

- Monday, October 22nd: FCP DPG Showcase at the Expo’s Academy Pavilion, 9:00am –

12:00pm

 

We want to see your FNCE® experiences! Please tag both #FCPDPG and #FNCE on Facebook,

Twitter and Instagram if you’re attending any of our events above, are in an educational session

with fellow members, or are experiencing anything you think would be of interest to your fellow

members! We’ll be following the hashtags and reposting members posts! 

 

Registrants, find information on our events here.  Find information on local supermarkets close to

the Convention Center here. 
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Consider Travelling with us to Budapest and Hungary in 2019! 

  

 

 

We’ve already sold out the first trip but have space for May 31-June 8, 2019.

 

Our 2019 culinary educational trip will be to Budapest and Hungary.  Learn more and download

the brochure here.  Download the registration form here.  These trips usually are approved for

about 40 hours CPEU. 

 

 

Join us for our November 14th Webinar

 

 Noon ET (11 CT, 10 MT, 9 PT)

 

Title: Agriculture at a Crossroads:  A Conversation with a Scientist and Dietitian/Farmer

Putting it into Practice 

 

Speakers: Neal Gutterson, PhD and Charlotte L. Rommereim, RD

 

  

Plant breeding has been employed for thousands of years.  It has provided us with the varieties of

delicious and nutritious fruits and vegetables we enjoy today.  It is now being asked to contribute

to feeding our growing global population.  In more recent generations, application of science has

allowed greater specificity to deliver desired outcome traits, which could be related to protecting

the plant or ability of food to meet needs for human health.  The newest addition to the toolbox of

modern agriculture and food production is CRISPR.  You may be faced with questions about the

different applications of CRISPR in agriculture and for human health.  This webinar will explore the

details of how CRISPR is applied in advanced plant breeding and hear how it impacts delivery of

food from the perspective of both a scientist and a farmer.

 

We anticipate that this webinar will be approved for 1 hour CPEU.

 
Register here.

    Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic

practice group of the Academy of Nutrition and Dietetics.  

 

If you would like to change your email, please make the necessary changes through the
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Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  

 

Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  

 

Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 
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6. Board FNCE Materials

From: Joan Schwaba <JSchwaba@eatright.org>

To: peark02@outlook.com <peark02@outlook.com>, Terri Raymond

<TJRaymond@aol.com>, Donna Martin <donnasmartin@gmail.com>,

DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>, Manju Karkare

<manjukarkare@gmail.com>, drchristie01@gmail.com

<drchristie01@gmail.com>, Christie, Catherine <c.christie@unf.edu>, Jo Jo

Dantone-DeBarbieris <jojo@nutritioned.com>, Marcy Kyle

<bkyle@roadrunner.com>, dwheller@mindspring.com

<dwheller@mindspring.com>, Dianne Polly <diannepolly@gmail.com>, Kevin

Sauer <ksauerrdn@gmail.com>, Ellen Shanley <elshanley@gmail.com>,

Hope Barkoukis <Hope.Barkoukis@case.edu>, Milton Stokes

<miltonstokes@gmail.com>, Sharon Cox

<sharon.cox@coxduncannetwork.com>, Susan Brantley

<brantley.susan@gmail.com>, Marty Yadrick <myadrick@computrition.com>,

Kevin Concannon <k.w.concannon@gmail.com>,

Dave.Donnan@atkearney.com <Dave.Donnan@atkearney.com>, Patricia

Babjak <PBABJAK@eatright.org>

Cc: Executive Team Mailbox <ExecutiveTeamMailbox@eatright.org>, Mary

Gregoire <mgregoire@eatright.org>, Chris Reidy <CREIDY@eatright.org>,

Susie Burns <Sburns@eatright.org>, Sharon McCauley

<smccauley@eatright.org>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Oct 10, 2018 18:48:27

Subject: Board FNCE Materials

Attachment: 2018 BOD FNCE SCHEDULE 101018 V9.doc
FNCE 2018 Leader Remarks.pdf
2018-19 DPG-MIG Chairs and Chairs-elect.pdf
2018 FNCE Expo - Board Assignments.pdf

Attached is the final draft of the Board schedule highlighting FNCE activities which require and/or

encourage Board attendance. For those of you who have been assigned to DPG/MIG events, we

have notified the DPG or MIG chair. You will be greeted by the chair; if not, please introduce

yourself. Attached are general FNCE 2018 leader remarks and a list of DPG and MIG chairs and

chairs-elect for reference. 

 

The Board FNCE schedule lists times to extend your appreciation to our exhibitors and sponsors.

Attached are your designated assignments for thanking our exhibitors. The assignments are made

to ensure all the exhibitors are covered, but it doesn’t preclude you from thanking others for their

generous support of the Academy’s meetings and programs, including FNCE, especially the 10

sponsors who have booths on the exhibit floor. The sponsor booth names and locations are
Page 14


		BOARD OF DIRECTORS 


2018 FNCE® SCHEDULE
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		HEADQUARTERS HOTELS
Marriott Marquis Washington DC

901 Massachusetts Avenue NW


Washington, DC 20001



		CONVENTION CENTER (WEWCC)
Walter E Washington Convention Center

801 Mt. Vernon Place NW

Washington, DC 20001






		Co-HQ Hotel – Additional Events

Renaissance Washington DC

999 9th Street NW


Washington, DC 20001

		10/10/18-Version









		Wednesday, October 17

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:30 pm – 9:00 pm

		House Leadership Team Dinner

		TBD

		

		HLT BOD members: 

S. Brantley, S. Cox, D. Heller M. Kyle, D. Polly, M. Stokes





		Thursday, 

October 18

		Title

		Location

		Meeting

 Room

		Attendance/Remarks



		8:00 am – 2:00 pm

		House Leadership Team Meeting

		Marriott Marquis 

		Independence B

		HLT BOD members



		3:00 pm – 3:50 pm

		HOD Meeting Table Facilitator Training

		Marriott Marquis

		Mint

		S. Brantley


D. Heller






		4:00 pm – 5:15 pm

		HOD Meeting Orientation

		Marriott Marquis

		Archives

		S. Cox

D. Polly



		5:15 pm – 6:00 pm

		Mentor – Mentee Gathering 

		Marriott Marquis

		Independence A

		HLT BOD members 



		6:00 pm – 7:00 pm

		HOUSEWarming Party



		Marriott Marquis  

		Independence BC

		HLT BOD members


BOD members (as schedule permits)



		7:00 pm – 9:00 pm

		Academy Board Get – together 




		Marriott Marquis

		Presidential Suite 8-124

		BOD members, guests and select staff








		Friday,

 October 19

		Title

		Location

		Meeting Room

		Attendance/Remarks



		7:30 am – 8:25 am

		President’s Breakfast

		WEWCC

		206

		Remarks: 
M. Russell (7:50 am – 8:10 am) 

M. Yadrick (
8:10 am – 8:25 am)

BOD members



		8:35 am – 5:00 pm

		House of Delegates Meeting

(see HOD meeting agenda for details)

		WEWCC

		207AB

		Presiding: M. Kyle

BOD members 



		10:00 am – 11:00 am

		Obama Book Taping 

		WEWCC

		210

		D. Martin



		12:30 pm – 1:25 pm

		HOD Lunch

		WEWCC

		206

		BOD members 



		2:30 pm – 5:00 pm



		Opening Session/Member Showcase/Closing Session Rehearsal 




		WEWCC

		Hall D

		M. Russell (2:30 pm – 3:45 pm)

M. Yadrick (3:45 pm – 4:00 pm)

T. Raymond (4:00 pm – 4:30 pm)

D. Martin (4:30 pm – 4:45 pm)

T. Fuhrman (4:45 pm – 5:00 pm)







		Saturday,


 October 20

		Title

		Location

		Meeting Room

		Attendance/Remarks



		7:15 am – 8:00 am

		HOD Networking Breakfast

		WEWCC

		 206

		BOD members



		7:15 am  – 3:00 pm




		Reimbursement Representative Training 

		WEWCC

		 101

		Opening Remarks: M. Russell (8:10 am – 8:15 am)



		8:00 am – 12:00 pm 

		House of Delegates Meeting




		WEWCC

		 207AB

		Presiding: M. Kyle

BOD members 



		9:00 am – 11:00 am

		Foundation Nutrition Symposium


Navigating Inflammatory Bowel Dieseases Using a Nutritional Care Pathway

		WEWCC

		147AB

		Opening Remarks: M. Yadrick 


BOD members 


(as schedule permits)



		9:30 am – 2:45 pm

		Nominating Committee Meeting/Lunch/Interviews

		Marriott Marquis

		Geranium and Honeysuckle

		D. Martin, P. Babjak


(Meeting: 9:30 am  – 10:30 am 


Interviews: 10:30 am – 2:45 pm


Lunch: 12:00 pm – 1:00 pm)



		11:00 am – 3:30 pm

		Nutrition & Dietetic Educators & Preceptors Council Meeting

		Marriott Marquis

		Archives



		K. Sauer
(as schedule permits)





		11:00 am – 12:00 pm

		Moderator Demonstration 

		WEWCC

		102AB

		M. Russell



		11:30 am – 1:30 pm

		Foundation Nutrition Symposium: Evidence for Clinical Indications: How to Probiotics Measure Up?

		WEWCC

		147AB

		Opening Remarks: M. Yadrick (11:30 am – 11:55 am)

BOD members 


(as schedule permits)



		1:30 pm – 3:00 pm

		Foundation Nutrition Symposium: Behavioral Science: Understanding Your Client’s Food Relationship

		WEWCC

		147AB

		Opening Remarks: M. Yadrick


BOD members 


(as schedule permits)



		1:00 pm – 3:00 pm

		ANDPAC Fundraiser and Meet and Greet 




		1120 Connecticut Avenue NW 

Suite 460

		

		BOD Members


(as Schedule permits)






		1:30 pm – 3:30 pm

		50 Year Member Celebration



		WEWCC

		202 AB

		Remarks:  M. Yadrick

(1:30 pm – 1:40 pm)


Remarks:  M. Russell

(1:40 pm – 1:50 pm)


BOD members 

(as schedule permits)



		2:00 pm – 3:15 pm

		Fellow Reception

		WEWCC

		204ABC

		Remarks:  M. Yadrick


(3:00 pm – 3:05 pm) 


BOD members 


(as schedule permits)



		2:00 pm – 3:45 pm

		Pre–Opening Session Details

		WEWCC

		Hall D

		M. Russell (2:00 pm)





		Saturday,


 October 20

		Title

		Location

		Meeting Room

		Attendance/Remarks



		4:00 pm – 6:00 pm

(Please come to the front of the room for VIP seating at

3:35 pm – 3:45 pm)

		Opening Session:  High Performance Resilience 




		WEWCC

		 Hall D

		Presiding: M. Russell

BOD members 



		6:00 pm – 8:00 pm

		School Nutrition Services DPG Member Reception

		Marriot Marquis

		Judiciary Square

		D. Martin 



		7:00 pm – 9:00 pm

		Foundation Board Dinner


(7:00 pm – Cocktails; 7:30 pm – Dinner Served)

		NoPa Kitchen & Bar

800 F Street, NW


www.nopadc.com 

		

		Remarks: M. Yadrick 


C. Christie, J. Dantone, 


D. Heller, M. Karkare, 

T. Raymond, 

M. Russell, P. Babjak



		7:00 pm – 9:00 pm

		IAAND International Reception

		Marriott Marquis



		Marquis Ballrooms 3–4

		BOD members 


(as schedule permits)



		

		

		

		

		



		Sunday, 

October 21

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:30 am – 7:45 am

		Foundation Leadership Breakfast

		Marriott Marquis – HQ Hotel

		Liberty Ballrooms I–J

		Remarks: M. Yadrick

                



		6:30 am – 8:00 am

		Research DPG Member Breakfast

		Marriott Marquis

		Independence E–H

		Remarks: M. Russell (6:30 am)



		7:00 am – 8:30 am

		Honors Breakfast

		Marriott Marquis

		Marquis Ballrooms 8–10

		Presiding: D. Martin 

(7:45 am – Opening Remarks


8:15 am – Closing Remarks)

Board Partners: 

S. Cox, K. Sauer, J. Dantone, 

M. Russell, D. Polly, 


S. Brantley, C. Christie,

K. Concannon 

Board Members



		8:00 am – 9:30 am

		Consumer Protection and Licensure Forum

		WEWCC

		101

		C. Christie





		9:00 am – 3:30 pm

		Exhibitor Appreciation 

		WEWCC

		Halls AB

		BOD members will receive list of exhibitors/sponsors to thank



		10:00 am – 3:00 pm


		Nominating Committee Meeting and Interviews

		Marriott Marquis

		Geranium and Honeysuckle

		D. Martin, P. Babjak


(Interviews: 10:00 am – 3:00 pm


Lunch: 11:45 am – 1:15 pm)



		10:00 am – 11:30 am

		Lenna Francis Cooper Memorial Lecture: Dream Big…And Make it Happen: Skills and Strategies that Take Internentions from an Idea to Reimbursement

		WEWCC

		146AB

		Moderator: K. Kulkarni

BOD members 






		10:00 am – 11:30 am

		What the Internet and Big Data Reveal about Who We Are

		WEWCC

		Ballroom BC

		Moderator:  K. Sauer



		10:00 am – 11:30 am

		Run Like a Girl! Getting Elected to Public Office

		WEWCC

		145AB

		Moderator:  M. Karkare 





		Sunday, 

October 21

		Title

		Location

		Meeting Room

		Attendance/Remarks



		11:30 am – 12:30 pm

		Meet the Academy Foundation Fellows at FNCE

		WEWCC 

		143ABC

		BOD members 


(as schedule permits)



		11:45 am – 1:15 pm 

		DPG and MIG Chair and Chair – Elect Townhall Luncheon 




		Marriott Marquis

		Liberty IK

		Remarks: may depart after remarks


M. Russell (12:00 pm – 12:05 pm) 

T. Raymond (12:05 pm – 12:10 pm)



		11:45 am – 1:00 pm

		Former Academy Presidents, Former Foundation Chairs and Honorary Members Luncheon 

		Marriott Marquis 

		Marquis Salon 15

		Remarks: D. Martin

P. Babjak 

M. Yadrick



		1:30 pm – 3:00 pm

		2018 Presidents’ Lecture: Artificial Intelligence and the Future of Health

		WEWCC 

		Ballroom BC

		Presiding: M. Russell

BOD members 



		1:30 pm – 3:30 pm

		Wimpfheimer–Guggenheim International Lecture: Innovative Parnerships – How Collaborations Leads to Stronger Gloal Dietitians

		WEWCC 

		143ABC

		BOD members 
(as schedule permits)



		3:30 pm – 4:30 pm

		ANDPAC Booth  –  Picture with the President

		WEWCC 



		Grand Concourse –   Nutrition Policy and Advocacy Center

		M. Russell



		3:30 pm – 5:00 pm

		DEBATE: Intermittent Fasting in Weight Management

		WEWCC 

		Hall D

		BOD members 


(as schedule permits)



		3:30 pm – 5:00 pm

		Dietetic Licensure Board Networking Event

		Marriott Marquis

		Mint

		C. Christie



		5:30 pm – 6:30 pm

		Affiliate Presidents and Presidents – Elect Networking Reception

		Marriott Marquis

		Silver Linden

		BOD members 


(as schedule permits)



		5:00 pm – 7:00 pm

		Nutrition & Dietetic Educators & Preceptors Student Internship Fair 

		Marriott Marquis

		Marquis Ballrooms 6–10

		K. Sauer

 (as schedule permits)



		4:00 pm – 5:00 pm 

		Diversify Dietetics Group Meeting

		Marriot Marquis

		Judiciary Square

		M. Russell, P. Babjak



		5:30 pm – 7:00 pm

		ANDPAC VIP Reception

Meet and Greet 

		WEWCC 

		301

		Board Members





		6:45 pm – 7:15 pm

		Academy Committee Chairs/Vice Chairs Networking Event

		Marriott Marquis

		Cherry Blossom

		M. Russell, M. Kyle





		6:00 pm – 7:30 pm

		Foundation Donor Reception

		Morrison Clark Historical Inn

		1101 L. Street NW

		BOD members 


(by invitation)








		Sunday, 

October 21

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:00 pm – 8:00 pm

		DNS DPG Member Reception

		Marriott Marquis

		Liberty NO

		M. Russell



		6:00 pm – 10:00 pm

		DCE DPG Awards/Membership Reception 

		Marriott Marquis

		Marquis Ballroom 5 

		J. Dantone



		6:30 pm – 8:30 pm

		MQii Reception

		Marriott Marquis

		Liberty M

		Remarks: E. Shanley

BOD members  


(as schedule permits)



		8:00 pm – 10:00 pm

		President’s Reception

		W Washington DC

		POV Room



		BOD members 





		Monday, 

October 22

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:30 am – 7:45 am

		Nutrition and Dietetic Educators and Preceptors Member Breakfast and Meeting

		Marriott Marquis

		Independence A–E

		K. Sauer






		6:30 am – 8:30 am 

		Research DPG Member Breakfast

		Marriott Marquis

		Marquis Salons 12–13

		Remarks: 


M. Russell (6:40 am – 6:50 am)

M. Kyle (6:50 am – 7:00 am)



		8:30 am – 9:50 am




		Pre–Member Showcase Details

		WEWCC 

		Hall D

		Make Up Schedule:


M. Russell (8:30 am – 9:00 am)

D. Martin (9:00 am – 9:15 am)

M. Yadrick (9:15 am – 9:25 am)

T. Raymond (9:25 am – 9:40 am)

T. Fuhrman (9:40 am – 9:50 am)

Technical Check:

As Needed (8:30 am – 9:30 am)



		9:00 am – 3:30 pm

		Exhibitor Appreciation 

		WEWCC 

		Halls AB

		BOD members will receive list of exhibitors/sponsors to thank



		9:00 am – 3:30 pm

		Member Product MarketPlace

		WEWCC 

		Halls AB

		BOD members  


(as schedule permits)



		9:00 am – 12:00 pm

		DPG & MIG Showcase



		WEWCC 

		Halls AB

		BOD members


(as schedule permits)



		10:00 am – 12:00 pm

(Please come to the front of the room for VIP seating at


VIP seating 


9:35 am – 9:45 am)

		Member Showcase: Changing the World Though the Power of Food

		WEWCC 

		Hall D

		Presiding /Remarks: 


M. Russell, D. Martin,  


T. Raymond, M. Yadrick


BOD members



		11:45 am – 1:15 pm

		Innovations in Nutrition and Dietetics Practice and Education

		WEWCC 

		Halls AB

		K. Sauer



		12:30 pm – 1:30 pm

		School Spirit Contest Reception

		Marriott Marquis 

		Marquis Salon 15

		Remarks:  M. Russell

BOD Members 



		1:30 pm – 2:30 pm

		Constantly Connected: Smartphones, Wearables and Our New Relationship with Food

		WEWCC 

		151 AB

		Speaker: D. Donnan



		1:30 pm – 3:00 pm

		The Untold Story of School Foodservice in America

		WEWCC 

		207AB

		Speakers: D. Martin, 

K. Concannon 





		Monday, 

October 22

		Title

		Location

		Meeting Room

		Attendance/Remarks



		3:00 pm – 5:00 pm

		Academy Foundation Gala Rehearsal

		Marriott Marquis

		Marquis Ballroom

		M. Yadrick


(arrive 4:00 pm)



		3:30 pm – 5:00 pm

		DEBATE: A Conversation on Weight Management and Health at Every Size®

		WEWCC 

		Hall D

		BOD members


(as schedule permits)



		3:30 pm – 5:00 pm

		On the Shoulders of Giants: Learning through Stories of Inspiration

		WEWCC 

		Ballroom A

		Moderator: T. Raymond 



		8:00 pm – 10:00 pm

		Foundation Gala

		Marriott Marquis

		Marquis Ballroom

		Presiding: M. Yadrick 

BOD Members (To purchase tickets or tables please contact Martha Ontiveros at Foundation@eatright.org)





		Tuesday, 
October 23

		Title

		Location

		Meeting Room

		Attendance/Remarks



		8:00 am – 9:30 am

		The Journey of TEDx: From Expert Speaker to Inspirational Thought Leader

		WEWCC 

		East Salon ABC

		Moderator: D. Martin



		9:00 am – 1:00 pm

		Exhibitor Appreciation

		WEWCC 

		Halls AB

		BOD members will receive list of exhibitors/sponsors to thank



		12:45 pm – 1:30 pm

		Pre–Closing Session Details

		WEWCC 

		Hall D

		M. Russell (12:45 pm) 


T. Raymond (1:15 pm)



		2:00 pm – 3:30 pm

(Please come to the front of the room for VIP seating at 1:20 pm – 1:30 pm)

		Closing Session: Shift Your Brilliance: Leading Amidst Uncertainty

		WEWCC 

		Hall D

		Presiding: M. Russell

Remarks: T. Raymond

BOD members



		4:00 pm – 5:30 pm

		PPW Kickoff

		WEWCC 

		Ballroom A

		Remarks: M. Russell


BOD members staying for PPW



		6:00 pm  – 6:30 pm




		IAAND Executive Committee Meeting 

		WEWCC 

		302

		M. Russell, T. Raymond






		7:00 pm  – 8:30 pm

		ANDPAC Signature Event

		Reserve Officers Association – Top of the Hill

		1 Constitution Ave. NE

		Board Members (to purchase tickets please contact Christie Dinsay at cdinsay@eatright.org)





		Wednesday, 
October 24

		Title

		Location

		Meeting Room

		Attendance/Remarks



		9:00 am

		PPW Rally and Photo on Capitol steps

		Capitol Hill

		

		BOD members staying for PPW



		9:30 am – 3:00 pm

		Hill Meetings


(Work with affiliate PPC to determine meeting schedule)

		

		

		BOD members staying for PPW





PAGE  

Mandatory full BOD attendance





6



[image: image1.jpg]2018 BOD FNCE SCHEDULE 101018 V9.doc




Academy of Nutrition and Dietetics 
Board of Directors General Remarks 
Food & Nutrition Conference & Expo 


October 20 - 23, 2018 
Washington, D.C. 


 
• Welcome to our nation’s capital! 
  
• Speaking for the Board of Directors, please know how happy we are that you joined 


us for FNCE. 
 
• I hope you have a great meeting, filled with professional education, networking, and 


the camaraderie that is such an important part of being an Academy member. 
 
• I hope you will take advantage of all FNCE has to offer in sharpening your skills; 


learning about new research and best practices; reconnecting with colleagues and 
making new friends.  


 
• The opportunities are unlimited….and DC is a great city to explore! 
 
• Throughout the Academy, we are planning and creating growth that will continue to 


expand our profession.  
 
• We are all working closely together: The Boards of the Academy and the Foundation 


... affiliates ... DPGs ... MIGs … committees … task forces … individual members … 
and the Academy’s Headquarters Team. 


 
• Affiliates: You know the health needs and the potential of your states and your 


communities better than anyone, and are in the best position to address those needs 
and help your patients, clients and communities achieve their potential. 


 
• DPGs: We depend on you for leadership in the endless – and growing – variety of 


practice areas that our members represent. 
 
• MIGs: We depend on you for the great work you are doing in helping to diversify the 


Academy and the dietetics profession, and also to increase the cultural competence 
of all members and all practitioners. 
 


• We have attendees from over 80 countries. We are truly reaching and impacting the 
global nutrition community. 


 







• This year’s FNCE will have more than 130 cutting-edge nutrition science research 
and educational presentations, lectures, panel discussions and culinary 
demonstrations. 
 


• FNCE offers many “firsts” this year. They include:  
o A Current Events track: 10 one-hour sessions that will address big, 


worldwide topics such as climate change, the opioid crisis and political 
instability. Speakers will show how these issues create opportunities and 
needs for RDNs and NDTRs.  


o Debates: Hot topics are always emerging, human studies may lack strong 
evidence, and issues can be polarizing even among health professionals. 
Rather than avoid controversial subjects, the Academy is presenting two of 
them in the style of traditional debates: 
 “Intermittent Fasting” on Sunday, October 21 
 “Health at Every Size” on Monday, October 22.  
 Each debate will feature a live question-and-answer period 


o The Learning Lounge made its debut last year in Chicago, and is back by 
popular demand. It’s expanded this year to include more topics and speakers, 
in 15-minute “Ted-type” talks. They’ll include… 
 Communication tips for RDNs 
 Exam prep techniques for students 
 Creating crave-worthy content, and…  
 Becoming a stronger leader. 


o The FNCE mobile app has been redesigned with attendees in mind, with 
new features and enhanced functionality. You can plan your schedule, chat 
with other attendees, schedule meetings, share contact information, 
participate in real-time Q&As and much more. 


 
• With our new Strategic Plan setting the stage, I truly believe that together we can and 


we will change the world! 
 
• Thank you again, and have a wonderful FNCE! 
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2018-19- DPG Chairs/Chairs-elect


Position DPG First Name Last Name Email
Chair Behavioral Health Nutrition Megan Kniskern megan.nutrition@gmail.com
Chair-elect Behavioral Health Nutrition April Winslow april@ctcnutrition.com
Chair Clinical Nutrition Management Terese Scollard terese.scollard@providence.org
Chair-elect Clinical Nutrition Management Wendy Phillips wendyphillips@iammorrison.com
Chair Diabetes Care and Education Alyce Thomas thomasa@sjhmc.org
Chair-elect Diabetes Care and Education Constance Brown-Riggs cbr5274@aol.com
Chair Dietetics in Healthcare Communities Cynthia Wolfram cwolframrdld@att.net
Chair-elect Dietetics in Healthcare Communities Cora Martin cora@tdmartin.com
Chair Dietitians in Business and Communications Melissa Schaaphok missy.schaaphok@yahoo.com
Chair-elect Dietitians in Business and Communications Deanne Brandstetter deanne.brandstetter@compass-usa.com
Chair Dietitians in Integrative and Functional Medicine Danielle Omar 2eatwell@gmail.com
Chair-elect Dietitians in Integrative and Functional Medicine Dana Elia dana.eliardn@gmail.com
Chair Dietitians in Nutrition Support Yimin Chen ychen210@uic.edu
Chair-elect Dietitians in Nutrition Support Christina Rollins rollins.christina@mhsil.com
Chair Food and Culinary Professionals Garrett Berdan garrettberdan@gmail.com
Chair-elect Food and Culinary Professionals Kerry Neville Kerry.Neville@porternovelli.com
Chair Healthy Aging Katherine Dodd hadpgchair@gmail.com
Chair-elect Healthy Aging Margery Gann mgann@ethocare.org
Chair Hunger and Environmental Nutrition Lisa Dierks lisamnrd1@gmail.com
Chair-elect Hunger and Environmental Nutrition Jennifer Norsworthy jenniferrnorsworthy@gmail.com
Chair Management in Food and Nutrition Systems Shey Schnell sschnell@cvph.org
Chair-elect Management in Food and Nutrition Systems Kimberly Brenkus kimbrenkus@gmail.com
Chair Medical Nutrition Practice Group Amy Keller AMY.KELLER@MARYRUTAN.ORG
Chair-elect Medical Nutrition Practice Group Makayla Schuchardt mlschuchardt@nutrisci.wisc.edu
Chair Nutrition Education for the Public Elizabeth Verzo e_vzo@hotmail.com
Chair-elect Nutrition Education for the Public Bridgit Corbett bridgitnc@hotmail.com
Chair Nutrition Educators of Health Professionals Cecile Adkins cecile.dietitian@gmail.com
Chair-elect Nutrition Educators of Health Professionals Joanne Christaldi jchristaldi@wcupa.edu
Chair Nutrition Entrepreneurs Elana Natker elana@connectwithsage.com
Chair-elect Nutrition Entrepreneurs Lisa Jones ljones@pentechealth.com
Chair Oncology Nutrition Alice Bender AliceBenderRD@gmail.com
Chair-elect Oncology Nutrition Caitlin Benda caitlin.benda@gmail.com
Chair Pediatric Nutrition Patricia Becker patriciajbecker@me.com
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2018-19- DPG Chairs/Chairs-elect


Position DPG First Name Last Name Email
Chair-elect Pediatric Nutrition Lori Bechard lbechard@comcast.net
Chair Public Health/Community Nutrition Janelle Gunn jcperalez@gmail.com
Chair-elect Public Health/Community Nutrition Tatyana El-Kour Tatyana.elkour@gmail.com
Chair Renal Dietitians Sara Erickson SaraEricksonRD@gmail.com
Chair-elect Renal Dietitians Kyle Lamprecht kyle.lamprecht@yahoo.com
Chair Research Ashley Vargas AshleyVargasRDN@gmail.com
Chair-elect Research Barbara Gordon gordbarb@isu.edu
Chair School Nutrition Services Jill Williams williams.jill1@outlook.com
Chair-elect School Nutrition Services Linette Dodson linette.dodson@carrolltoncityschools.net
Chair Sports, Cardiovascular, and Wellness Nutrition Lindzi Torres lindzi.rdn@gmail.com
Chair-elect Sports, Cardiovascular, and Wellness Nutrition Jennifer Ketterly jenniferketterly@gmail.com
Chair Vegetarian Nutrition Anthony Dissen a_dissen@yahoo.com
Chair-elect Vegetarian Nutrition Sherene Chou schoumsrd@gmail.com
Chair Weight Management Connie Diekman connie_diekman@wustl.edu
Chair-elect Weight Management Tracy Oliver tracy_oliver@hotmail.com
Chair Women's Health Dawn Ballosingh dballosingh@oneworldomaha.org
Chair-elect Women's Health Emma Fogt emmafogt@gmail.com
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2018-19 MIG Chairs/Chairs-elect


Position MIG First_Name Last_Name Email
Chair Indians in Nutrition and Dietetics Aarti Batavia aartibatavia@gmail.com
Chair Asian Americans and Pacific Islanders Zhanglin Kong zhanglin.kong@gmail.com
Chair Religion MIG Jessica Pearl jessrpearl@gmail.com
Chair Latinos and Hispanics in Dietetics and Nutrition Sara Perrone sara.perrone@sodexo.com
Chair Cultures of Gender and Age Joyce Scott-Smith joycescsm@verizon.net
Chair National Organization of Blacks in Dietetics and Nutrition Rojean Williams naejor60@gmail.com
Chair-elect Indians in Nutrition and Dietetics Mudita Arora mudita.arora@gmail.com
Chair-elect National Organization of Blacks in Dietetics and Nutrition Alison Brown alison.g.m.brown@gmail.com
Chair-elect Asian Americans and Pacific Islanders Aimee Estella aimee.estella@gmail.com
Chair-elect Latinos and Hispanics in Dietetics and Nutrition Janine Ricketts-Byrne jgbyrne2@comcast.net
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		2018-19 DPG Chairs and Chairs Elect

		DPG Chairs 10 10



		2018-19 MIG Chairs and Chairs Elect

		MIG Chair 10 10
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October 10, 2018 
 
 
To the Academy Board of Directors: 
 
Thank you for your commitment to the Academy of Nutrition and Dietetics as a member of the Board of 
Directors! Again this year, you have been assigned a section of the Expo floor. We ask that you please 
visit each exhibitor, if possible prior to Tuesday, within your assigned section and extend appreciation for 
their participation and support of the Academy. If you have questions, please contact us onsite or direct 
the exhibitor to the Exhibitor Lounge & Sales Office behind booth 934.   
 
Attached is a list of exhibitors within your section. Out of the 410+ FNCE® 2018 exhibitors, there are a 
total of 116 new companies exhibiting for the first time at FNCE® 2018 and they are highlighted in 
yellow.  
 
The Academy gratefully acknowledges the 10 sponsors at FNCE® 2018. 
 
Academy National Sponsor: National Dairy Council® 
 
Premier Sponsor: Abbott 
 
2018 FNCE® Signature Supporters: Cargill, Global Nutrition & Health Alliance, SPLENDA® 
Sweeteners and Sunsweet Growers 
 
2018 FNCE® Healthy Gut Pavilion Supporters: The a2 Milk Company™ and BENEO Institute 
 
2018 FNCE® Culinary Studio Supporters: Campbell Soup Company and Potatoes USA 
 
The Expo dates and times are: 


Sunday, October 21  9 a.m. – 3:30 p.m. 
Monday, October 22  9 a.m. – 3:30 p.m. 
Tuesday, October 23  9 a.m. – 1:00 p.m. 


 
Thank you for acting as a liaison. We look forward to a great show! 
 
 
Doreen Bonnema    Jennifer Horton 
Doreen Bonnema     Jennifer Horton 
FNCE® Exhibit Manager    Senior Director, Corporate Relations 
doreen@corcexpo.com     jhorton@eatright.org 
815/210-5601      312/925-1160 



mailto:doreen@corcexpo.com

mailto:jhorton@eatright.org
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1: Catherine Christie




2: David Donnan




3: Terri Raymond




4: Dianne Polly





5: Mary Russell




6: Ellen Shanley




7: Hope Barkoukis




8: Jo jo Dantone-DeBarbieris




9: Sharon Cox




10: Milton Stokes




11: Susan Brantley




12: Kevin Concannon





13: Marty Yadrick





14: Patricia Babjak




15: Diane Heller




16: Donna Martin




17: Manju Karkare




18: Marcy Kyle




19: Kevin Sauer
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Catherine Christie, PhD, RDN, LDN, FADA, FAND 
Section 1


Exhibiting As Booth Number Booth Size Notes


California Correctional Health Care Services 606 100


DFM Dietary Food Management 726 100


EatLove 635 100


fairlife 611 400


Fullscript 634 100 First Time Exhibitor
Healthie Telehealth 626 100


Howard University - Dept. of Nutritional Sciences 620 100 First Time Exhibitor
HueTrition, LLC 734 100


IntelaMetrix, Inc. 629 100 First Time Exhibitor
Manitoba Harvest Hemp Foods 614 100


Menu Logistics 633 100 First Time Exhibitor
Nutrislice, Inc. 728 200


Nutritio 732 100 First Time Exhibitor
Sage Project 632 100 First Time Exhibitor
Second To None Beauty 608 100


SimplePractice 627 100 First Time Exhibitor
Thick-It/Kent-Precision Foods Group, Inc. 716 200


Wells Enterprises, Inc. (Blue Bunny) 604 100


FNCE® 2018 Board of Directors Expo Visits


116 new exhibiting companies







David Donnan, MBA, Peng


Section 2
Exhibiting As Booth Number Booth Size Notes


BENEO Institute 809 200 Healthy Gut Pavilion Supporter
Cambro Mfg. Co. 830 300


Great Lakes Gelatin Company 806 200


Health-e Pro 733 100 First Time Exhibitor
HealthSnap Solutions LLC 828 100


Healthy Bytes 735 100


Herbalife Nutrition 813 200


High Brew Coffee 711 100


HSN Mentoring- Grow Your 


Nutrition Business 731 100 First Time Exhibitor
Informed-Choice 819 100


Kalix EMR 729 100


Lara International 821 100


Noosh Brands, LLC 818 100 First Time Exhibitor
North American Meat Institute 833 200


Nutrigenomix Inc. 826 100


Nutrition Dimension 715 200


Rational Foods 814 100 First Time Exhibitor


Sage Nutrition Associates, L.L.C. 727 100


TenStim LLC 810 100 First Time Exhibitor
Zone Perfect 707 200 First Time Exhibitor


FNCE® 2018 Board of Directors Expo Visits


116 new exhibiting companies







Terri J Raymond, MA, RDN, CD, FAND


Section 3
Exhibiting As Booth Number Booth Size Notes


Abbott Nutrition 803 400 Premier Sponsor
All in Beauty 911 100


Allulite Nutrition, LLC 1014 200


American Diabetes Association 908 100


Atkins Nutritionals Inc. 918 200


Church & Dwight Co., Inc. 919 200


FiberGourmet 932 100 First Time Exhibitor
Functional Formularies 914 200


InBody 1026 200


KN DISTRIBUTORS 1012 100 First Time Exhibitor
Lentils.org & Pulses.org 1008 200


MedTech International Group 913 100 First Time Exhibitor
National Chicken Council 917 100


Nature Made Vitamins, Minerals & 


Supplements 903 400


OWYN (Only What You Need) 909 100 First Time Exhibitor
Premier Protein 933 400


Produce for Better Health 


Foundation 927 200


Quten Research 1020 100


SNAP Education (SNAP-Ed), Food 


and Nutrition Service, US 


Department of Agriculture 1018 100


Vita-Mix Corporation 934 100


FNCE® 2018 Board of Directors Expo Visits


116 new exhibiting companies







Dianne K Polly, JD, RDN, LDN, FAND


Section 4
Exhibiting As Booth Number Booth Size Notes


AI CARE LLC 1128 100 First Time Exhibitor
Cengage Learning 1127 100


Computrition, Inc. 1106 100


DIEM Labs LLC 1017 200 First Time Exhibitor
Dinex - Carlisle 1110 200


Dr. Schar USA, Inc. 1033 400


Edible Education LLC 1139 100


Gaia Herbs Professional Solutions 1108 100


Healthy Times 1142 100 First Time Exhibitor
Hydralyte 1027 100


Kibow Biotech, Inc. 1029 100


Maryland University of Integrative 


Health 1146 100


Mead Johnson Nutrition 1011 200


MXO GLOBAL INC 1145 200 First Time Exhibitor
Orgain Inc. 1007 200


Penn State World Campus of The 


Pennsylvania State University 1143 100 First Time Exhibitor
Pure Encapsulations 1116 200


Scarf King 1126 100


University of North Florida/ FAND 1144 100


Unreal Brands Inc 1141 100 First Time Exhibitor


FNCE® 2018 Board of Directors Expo Visits


116 new exhibiting companies







Mary Russell, MS, RDN, LDN, FAND


Section 5
Exhibiting As Booth Number Booth Size Notes


Campbell Soup Company 1211 600 Culinary Studio Supporter
CropLife America 1131 100 First Time Exhibitor
Delegate Healthcare & DM&A 1135 100


Eating Recovery Center/Insight 1133 100


GMO Answers 1129 100


Health Warrior 1238 100


Hormel Health Labs 1117 600


Kinnikinnick Foods Inc. 1226 100


Mooala Brands 1246 100 First Time Exhibitor
NadaMoo! 1240 100 First Time Exhibitor
National Dairy Council 1219 400 National Sponsor
Nestle Health Science 1111 400


NO COW 1232 100 First Time Exhibitor
Ocean Spray 1103 1,500


Pacific Foods of Oregon 1228 200


Safe Catch 1234 100


Salba Chia 1244 100


University of New England 1242 100


FNCE® 2018 Board of Directors Expo Visits


116 new exhibiting companies







Ellen Shanley, MBA, RDN, CDN, FAND


Section 6
Exhibiting As Booth Number Booth Size Notes


American Council on Exercise 1229 100


Bard Valley Date Growers 1328 100


California Cling Peach Board 1326 100


Compass Group 1317 400


Crispy Green Inc 1340 100


FlapJacked Protein Packed Products 1235 100


Lily's Sweets 1344 100 First Time Exhibitor
MadeGood Foods INC 1330 100


MALK Organics LLC 1342 100 First Time Exhibitor
Med-Diet, Inc. 1338 100


Michele's Granola 1241 100 First Time Exhibitor
NOW Foods 1332 200


Quaker Oats 1309 1,200


Rosalind Franklin University of Medicine & 


Science 1346 100


RXBAR 1231 200


Springfield Creamery/Nancy's Yogurt 1239 100


USDA Center for Nutrition Policy & 


Promotion 1227 100


Watusee Foods 1243 100 First Time Exhibitor
WILD PLANET FOODS 1245 100


FNCE® 2018 Board of Directors Expo Visits


116 new exhibiting companies







Hope Barkoukis, PhD, RDN, LD, FAND


Section 7
Exhibiting As Booth Number Booth Size Notes


Alaska Seafood 1343 100


Alvarado Street Bakery 1335 100


Banza 1433 200


Califia Farms 1429 200


Domino Foods, Inc. 1426 100


ESHA Research, Inc. 1327 100


Grainful 1333 100


INNATE Response 1345 100 First Time Exhibitor
Karma Nuts 1428 100


Lekithos / Sunflower Family 1347 100 First Time Exhibitor
Lundberg Family Farms 1434 100


Modern Table 1444 200 First Time Exhibitor
Navitas Naturals 1427 100


San-J International 1331 100


Simple Mills 1430 200


Snow Monkey 1442 100 First Time Exhibitor
The Nutramilk 1417 100


ZUPA NOMA 1329 100
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Jo Jo Dantone-DeBarbieris, MS, RDN, LDN, CDE, FAND


Section 8
Exhibiting As Booth Number Booth Size Notes


PepsiCo, Inc. 1504 1,200


Aladdin Temp Rite 1515 200


Endo Pharmaceutical 1516 100 First Time Exhibitor
Livliga 1518 100


Quest Nutrition 1519 200


StarKist Co. 1520 100


Eggland's Best, LLC 1526 200


LaCroix Sparkling Water, Inc. 1527 400


SunButter LLC 1530 200


Stonyfield Farm, Inc. 1533 400


Carlson Laboratories, Inc. 1534 100


US Highbush Blueberry Council 1607 200


ButterBuds 1611 100


Sodexo 1615 300


Food Marketing Institute 


Foundation 1618 100 First Time Exhibitor
Bob's Red Mill Natural Foods 1620 100


Balance by BistroMD 1627 200


Scoular 1631 100 First Time Exhibitor
Today's Dietitian 1633 100


Rhythm Superfoods 1635 100
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Kevin Concannon, MSW


Section 12
Exhibiting As Booth Number Booth Size Notes


Cinsulin 2014 200


Daily Harvest 1931 100


Daiya Foods Inc. 1926 200


Enjoy Life Foods 1927 200


Food Allergy Research & Education 1917 100


Freedom Foods North America Inc 2008 200


GoodBelly Probiotics by NextFoods 1911 100


Hass Avocado Board 1839 600


Hyperbiotics 1907 100


Jarrow Formulas, Inc. 1915 100


Kodiak Cakes 1845 200


Living Plate LLC 1930 100


Lo-Fo Pantry 1909 100 First Time Exhibitor
Nordic Naturals 2018 100


Swerve Sweetener 1935 100


That's It. Nutrition 1933 100


Truth Bar 1919 100 First Time Exhibitor
University of Wisconsin - Madison 2006 100


Vital Choice Wild Seafood 1932 200


Wild Blueberry Association 1944 200
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Kevin Sauer, PhD, RDN, LD, FAND


Section 19


Exhibiting As Booth Number Booth Size Notes


American Heart Association 2603 400


National Peanut Board 2609 400


Dietitians On Demand 2615 100


Real Food Blends 2617 200


Savory Creations International 2621 100


Lactation Education Resources 2626 100 First Time Exhibitor
Rutgers, School of Health Professions 2627 100


USDA, Food & Nutrition Service, WIC 2628 100 First Time Exhibitor
USDA, Food & Nutrition Service, Team 


Nutrition 2629 100


The Wonderful Company 2630 100 First Time Exhibitor
Partnership for a Healthier America 2632 100 First Time Exhibitor
SweetLeaf Stevia Sweetener 2703 100


Mercer Consumer 2705 100


Leahy IFP 2707 100


Kroger 2711 400 First Time Exhibitor
Ronzoni® Pasta and Minute® Rice 2714 300


Geozy Solutions LLC 2720 100


Structure House 2727 100


HHS 2802 100 First Time Exhibitor
Puroast Low Acid Coffee 2806 100


deliciousness.com 2807 100 First Time Exhibitor
California Table Grape Commission 2811 100


R.C. Bigelow Tea 2826 100


NATIONAL ALLIANCE OF WOUND CARE 


AND OSTOMY 2831 100 First Time Exhibitor
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Manju Karkare, MS, RDN, LDN, FAND


Section 17
Exhibiting As Booth Number Booth Size Notes


Academy Research in Action 2447 100


Ajinomoto Health and Nutrition 2311 600


Barely Bread 2430 100 First Time Exhibitor
California Walnut Commission 2319 400


CBORD 2406 100


CommonGround 2441 100 First Time Exhibitor
Connect for Education 2432 100


Crohn's & Colitis Foundation 2433 100 First Time Exhibitor
DC Metro Academy of Nutrition and 


Dietetics (DCMAND) 2439 100


FDA/Center for Food Safety and Applied 


Nutrition 2445 100


Healthy Height by Nutritional Growth 


Solutions, Inc 2434 100 First Time Exhibitor


Institute of Certified Professional Managers 2442 100 First Time Exhibitor
National Confectioners Association 2404 100


Nutrition Care Manual / eNCPT / ANDII 2438 200


Partnership for Food Safety Education 2443 100


Physicians Committee for Responsible 


Medicine 2428 100


Potatoes USA 2444 200


First Time Exhibitor and Culinary 


Studio Supporter
United Soybean Board 2305 200
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Marcy Kyle, RDN, LD, CDE, FAND


Section 18
Exhibiting As Booth Number Booth Size Notes


AbbVie 2530 100


Blendtec 2612 100


California Strawberry Commission 2417 600


Canola Info/Canola Council of Canada 2606 100


Corteva Agriscience, the Agriculture 


Division of DowDuPont 2507 200


Genavix 2535 100 First Time Exhibitor
GOED Omega-3 2531 200 First Time Exhibitor
Kate Farms, Inc. 2526 200


Linus Pauling Institute at Oregon State 


University 2431 100 First Time Exhibitor
Lyons Magnus 2405 400


National Honey Board 2511 200


National Institute of Diabetes and 


Digestive and Kidney Diseases (NIDDK) 2429 100


North American Olive Oil Association 2534 100


Nutritarian Women's Health Study 2532 100 First Time Exhibitor
Nutrition Care Pro 2427 100


OmegaQuant Analytics LLC 2529 100


Seafood Nutrition Partnership 2527 100


Sunsweet Growers, Inc. 2411 400 Signature Supporter
U.S. Pharmacopeia 2608 200
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Marty Yadrick, MBI, MS, RDN, FAND


Section 13
Exhibiting As Booth Number Booth Size Notes


88 Acres 1945 100


American River Nutrition, Inc. 2030 100


Cali'flour Foods, LLC 2045 100


Carrington Farms/tera’s 2032 100


Coral PVO, LLC 2031 100


Culturelle 2003 100


ENLIGHTENED 2034 100


enterade 2007 200


FUEL FOR FIRE, INC. 2046 100 First Time Exhibitor
Global Gardens Group 2033 200


Learning ZoneXpress 2026 200


OATLY 2029 100 First Time Exhibitor
Oxford Biomedical Technologies 2013 200


Pacific Northwest Canned Pear Service 2027 100


REBBL 1947 100 First Time Exhibitor
Shire 2005 100


Siete Family Foods 2047 100 First Time Exhibitor
Vegetarian Traveler 2044 100 First Time Exhibitor
Wunder Creamery 2042 100
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Donna S Martin, EdS, RDN, LD, SNS, FAND


Section 16
Exhibiting As Booth Number Booth Size Notes


ACUTE Center for Eating Disorders 2335 100 First Time Exhibitor
American Institute for Cancer Research 2326 200


American Society for Nutrition 2346 100


American Speech-Language-Hearing Association 2344 100


Angelic Bakehouse 2330 200


Bevolution Group 2316 200


BodyStat, presented by VacuMed 2312 100


Brassica Protection Products 2327 100


California University of PA 2331 100 First Time Exhibitor
Culinary Services Group 2339 100 First Time Exhibitor
Forward Food, A Program of The Humane Society of 


the United States 2334 100


Fresenius Kabi USA, LLC 2341 100


Global Nutrition & Health Alliance 2342 100


First Time Exhibitor and 


Signature Supporter
Heartland Food Products Group (SPLENDA) 2308 200 Signature Supporter
International Dysphagia Diet Standardisation Initiative 


(IDDSI) 2343 100 First Time Exhibitor
National Certification Board For Diabetes Educators 2329 100


Nutritees 2345 100


School Nutrition Association 2333 100
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Milton Stokes, PhD, MPH, RD, FAND


Section 10
Exhibiting As Booth Number Booth Size Notes


BiomeBliss 1715 100 First Time Exhibitor
CAULIPOWER 1844 100 First Time Exhibitor
Dave's Killer Bread 1739 200


DayTwo 1814 200


Florida Department of Citrus 1838 200


Keiser University 1832 100


Llorens Pharmaceutical International 


Division 1719 100


Nutritionix 1729 100


Redwood Hill Farm & Creamery 1731 300


Regular Girl 1818 200


Shasta Beverages, Inc. 1721 100


siggi's dairy 1826 300


Soozy's 1745 100 First Time Exhibitor
SPROUT NUTRITION 1846 100 First Time Exhibitor
Stur Drinks 1834 100


USA Pears 1727 100


Vision Software Technologies, Inc. 1747 100


Wismettac Asian Foods, Inc. 1717 100 First Time Exhibitor
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Patricia M Babjak


Section 14
Exhibiting As Booth Number Booth Size Notes


American Association of Diabetes Educators 2134 100


American Society for Parenteral and Enteral 


Nutrition (ASPEN) 2106 100


Cranberry Institute 2108 100


Dannon Company 2109 400


Elsevier, Inc. 2126 100


International Tree Nut Council 2130 100


KIND Healthy Snacks 2103 400


Mondelez Global LLC 2019 400


NASCO 2119 200


National Pork Board 2102 200


PASCHA Chocolate Co 2144 100 First Time Exhibitor
Probst Farms 2140 100 First Time Exhibitor
Simply Thick 2112 200


Sugar Association 2115 200


Thrive Culinary Algae Oil 2138 100


USDA NAL FNIC 2128 100


Vegetarian Resource Group, The 2132 100


World of chia 2146 100 First Time Exhibitor
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Sharon A Cox, MA, RDN, LDN, FAND


Section 9
Exhibiting As Booth Number Booth Size Notes


Betsy's Best 1643 100


New Classic Cooking LLC / Garden Lites 1645 100


DRINKmaple 1647 100


Nutricia North America 1703 100


Protexin 1705 100 First Time Exhibitor
Naturlax 1706 200 First Time Exhibitor
North American Society for the Study of Celiac 


Disease 1709 100


LifeWay Foods Inc. 1710 100


AEProbio 1711 100 First Time Exhibitor
Good Idea™ 1714 100


MVW Nutritionals, Inc. 1716 100 First Time Exhibitor
L-Nutra 1718 100


Zevia 1726 200


Beanfields 1730 100 First Time Exhibitor
Dr. Praeger's Sensible Foods 1732 100 First Time Exhibitor
Peanut Butter & Co. 1734 100


Munk Pack, Inc. 1742 100


Bakery On Main 1744 100


Biena Snacks 1746 100
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Susan Brantley, MS, RDN, LDN, CNSD, FAND


Section 11
Exhibiting As Booth Number Booth Size Notes


ADM/Matsutani LLC 1918 100


Diversified Foods 1914 200


ELISA Technologies, Inc. 1802 100 First Time Exhibitor
Explore Cuisine 1835 100


FODMAP Friendly 1908 100


FODY Low FODMAP Food Co. 1810 100


Global Health Products 1920 100


GoMacro 1831 200


Helm Publishing 1827 100


Mass Probiotics, Inc. 1815 100


Monash University Low FODMAP Diet 1808 100


Rachel Pauls Food 1809 100


Simmons College School of Nursing & 


Health Science 1806 100


Soulfull Project 1910 100 First Time Exhibitor
SUNFIBER 1819 200


The a2 Milk Company 1811 100


Healthy Gut Pavilion 


Supporter
thinkThin 1817 100


Tufts University - Friedman School of 


Nutrition Science and Policy 1804 100


VEGGIE FRIES 1829 100
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Diane W Heller, MMSc, RDN, LD, FAND


Section 15
Exhibiting As Booth Number Booth Size Notes


Almond Board of California 2209 300


Arizona State University Online 2245 100


Barukas Inc 2244 100 First Time Exhibitor
Cargill 2227 200 Signature Supporter
Doctor Yum Project 2145 100 First Time Exhibitor
doTERRA Essential Oils 2233 100


Egg Nutrition Center 2214 200


Flatout 2127 400


FlavaNaturals 2147 100 First Time Exhibitor
HPSI 2133 100


Jones & Bartlett Learning 2218 200


MatrixCare 2141 100


Nona Lim 2139 100 First Time Exhibitor
NuGo Nutrition 2243 100


nutpods 2135 100 First Time Exhibitor
RC Fine Foods 2235 100


SmartyPants Vitamins 2231 100


Tomato Products Wellness Council 2217 100


USA Rice Federation 2219 100
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 WA LT E R  E .  WA S H I N G T O N  C O N V E N T I O N  C E N T E R  -  E X H I B I T  H A L L S  A - B


F N C E ®  2 0 1 8  E X P O  H A L L  E V E N T S


9 a.m. – 2 p.m.


11:30 a.m. – 12:15 p.m.


12:30 p.m. – 1:15 p.m.


2 p.m. – 2:45 p.m.


Poster Sessions
Professional Skills; Nutrition 
Assessment & Diagnosis; Medical 
Nutrition Therapy


Culinary Studio Demonstration
Celebrating Asian Flavors without all 
the Calories


Expo Hall Learning Center Briefing
Bone Health: Why Brittle Bone 
Concerns are just as Important for 
Men as Women 


Culinary Studio Demonstration 
Eat Like a Champion: Meal Prep for 
Athletic Performance


9 a.m. – 2 p.m.


11:30 a.m. - 12:15 p.m.


11:45 a.m. – 12:30 p.m.


12:45 p.m. – 1:30 p.m.


D O NAT E  TO DAY  TO  T H E  S E C O N D  
C E N T U RY  C A M PA I G N !


Visit the Foundation booth located in the Grand Lobby of the 


Walter E. Washington Convention Center. Donate $20 to receive 


a limited edition Second Century tote bag, or fill out a pledge 


card and become a member of the Second Century Giving 


Society. Your gift empowers RDNs to solve the greatest food and 


nutrition challenges now and in the future!


Poster Sessions
Science of Food and Nutrition; 
Education, Training and Counseling; 
Business and Management; Food 
Service Systems and Culinary Arts; 
Research and Grants; Innovations in 
Nutrition and Dietetics Practice or 
Education Abstracts


Culinary Studio Demonstration
Food Shouldn’t Go to Waste: Strategies 
to Reduce Food Waste at Home


Expo Hall Learning Center Briefing
A “Sweet” Approach to Great-Tasting, 
Reduced Calorie Foods and 
Beverages


Expo Hall Learning Center Briefing
The Omega-3 Conundrum: 
Deciphering Science to Support 
Better Health


9 a.m. – 3:30 p.m.


9 a.m. – 12 p.m.


9 a.m. – 3:30 p.m.


Center for Career Opportunities


DPG & MIG Showcase  


Member Product Marketplace


E A R N  C P E  W H E N  YO U  V I S I T  T H E  
E X P O  H A L L  
One Continuing Professional Education Unit (CPEU) is 


equivalent to one contact hour. A maximum of 15 CPEUs for 


Registered Dietitian Nutritionists and 10 CPEUs for Nutrition 


and Dietetic Technicians, Registered are allowed during each 


five-year recertification cycle.


S TAY. . .  J U S T  A  L I T T L E  B I T  L O N G E R
Yes, stay until the end of Closing Session. Why? 


Because you have the opportunity to attend FNCE® 2019 in 
Philadelphia, PA on us!  All you have to do is get your badge 
scanned as you ENTER the Closing Session.


TWO lucky attendees selected randomly from the Closing 
Session audience will receive full registration to FNCE® 2019!  
You will also have the opportunity to be selected to receive the 
GRAND PRIZE of a full-week registration, airfare, and housing at 
a FNCE® hotel!


The drawing will take place at the end of Closing Session and 
YOU MUST BE PRESENT TO WIN!


Visit the ANDPAC booth located in the Grand Lobby of the 
Walter E. Washington Convention Center.  Help amplify our 
voice in the halls of the U.S. Congress and contribute today! 
ANDPAC contributes to Congressional candidates who support 
the Academy’s food, nutrition, health, agriculture and food 
security policy priorities. If dietetics is your profession, make 
policy your passion! 


S U N DAY,  O C T O B E R  2 1 M O N DAY,  O C T O B E R  2 2 M O N DAY,  O C T O B E R  2 2  ( C O N T )


9 a.m. – 1 p.m. Poster Sessions
Wellness and Public Health


T U E S DAY,  O C T O B E R  2 3


Academy Pavilion- Monday Only
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Wheeled Carts, Strollers 
and Bags
For safety reasons, rolling 
carts, rolling bags, strollers 
and bags with wheels are 
not permitted on the show 
floor during show hours. 
Coat check is available to 
store these items.


This policy does not apply to 
participants with medically 
necessary mobility 
equipment.


NAT U R A L  &  O RG A N I C  PAV I L I O N


H E A LT H Y  G U T  
PAV I L I O N


W E L L N E S S  &  
P R E V E N T I O N  PAV I L I O N
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E X P O  H A L L  H O U R S
Sunday, 9 a.m. - 3:30 p.m.
Monday, 9 a.m. - 3:30 p.m.
Tuesday, 9 a.m. - 1 p.m.







Culinary Studio Demonstration Schedule 
Sunday, October 21, 2018 


 
11:30 a.m. – 12:15 p.m.  


Celebrating Asian Flavors without all the Calories 


Come watch an experienced research chef, team up with nationally recognized registered 
dietitian nutritionist to show you how to make a three course Asian meal with less added 
sugars and a lot less calories! You will be inspired and learn the techniques to create flavorful 
Asian dishes made with stevia sweeteners in place of sugar; along with other clever calorie-
reducing tips. The featured appetizer will be the grand prize winning recipe from the Food & 
Culinary Professionals Practice Group’s 2018 SPLENDA® Sweet Bites Challenge contest. 


Presented by FNCE® Signature Supporter: SPLENDA® Sweeteners 


2:00 – 2:45 p.m. 


Eat Like a Champion: Meal Prep for Athletic Performance 


Want to dive deeper into nutrition recommendations for optimal athletic performance and find 
inspiration for putting those recommendations into practice? This culinary demonstration will 
provide participants with creative and practical examples of pre-, during and post-exercise 
meals with a particular emphasis on the use of potatoes in meal preparation. 


Presented by FNCE® Culinary Studio Supporter: Potatoes USA 


 


Monday, October 22, 2018 


11:30 a.m. – 12:15 p.m.  


Food Shouldn’t Go to Waste: Strategies to Reduce Food Waste at Home  


Food waste is one of the most pressing public health issues of our time with 1.3 billion tons   
of food produced for human consumption wasted each year across the global food supply 
chain. Join this presentation and culinary demo to learn how we can reduce food loss and 
waste from the farm to our kitchens and practical ways you can cut back through meal plans 
at home.  


Presented by FNCE® Culinary Studio Supporter: Campbell Soup Company 







Expo Hall Learning Center 
 


Sunday, October 21, 2018 


12:30 – 1:15 p.m. 


Bone Health: Why Brittle Bone Concerns are just as Important for Men as Women 


Women’s bone health has been discussed for years, but not many people realize that men 
should be concerned too. In fact, for men over 50, developing an osteoporotic fracture is 
higher than the risk of developing prostate cancer. This briefing will explore the latest 
research on the benefits of prunes on bone health, including new research in the male 
population. The practical nature of counseling men on this issue, including barriers to be 
aware of and strategies to make bone health an easy part of a daily routine, will also be 
discussed. 


Presented by FNCE® Exhibitor Signature Supporter: Sunsweet Growers 


Monday, October 22, 2018 


11:45 a.m. – 12:30 p.m. 


A “Sweet” Approach to Great-Tasting, Reduced Calorie Foods and Beverages 


Consumers have a love for sweetness but, at the same time, are seeking more low-sugar, 
low-calorie foods and beverages. According to a recent International Food and Information 
Council (IFIC) Foundation survey, 77 percent of consumers said they were trying to limit or 
avoid sugars in general.  This session focuses on stevia as a key player in the market for 
reduced sugar products and how it is changing consumer perception about sweetness.   
 
Presented by FNCE® Exhibitor Signature Supporter: Cargill 


12:45 – 1:30 p.m. 


The Omega-3 Conundrum: Deciphering Science to Support Better Health 


As a group committed to educating others about optimal nutrition, the Global Nutrition and 
Health Alliance (GNHA) sought to understand the discrepancy between consumers’ 
perception about the amount of Omega-3 (O3) consumed in their diets and the actual 
biomarker of O3 status in their blood, called the O3-Index. This session will share study 
findings, and address variances in studies across the Omega-3 field to discuss what the 
implications are for healthcare professionals and what the findings mean to consumers in the 
quest to ensure optimal health and chronic disease prevention. 


Presented by FNCE® Exhibitor Signature Supporter: Global Nutrition & Health Alliance 







Academy Sponsors at FNCE® 2018 (10) 
 


Academy National Sponsor 


National Dairy Council® #1219 
 


Premier Sponsor 


Abbott #803 
 


2018 FNCE® Signature Supporters 


Cargill #2227 


Global Nutrition & Health Alliance #2342 


SPLENDA® Sweeteners #2308 


Sunsweet Growers #2411 


 
2018 FNCE® Healthy Gut Pavilion Supporters 


 
The a2 Milk Company™ #1811 


 
BENEO Institute #809 


 
 


2018 FNCE® Culinary Studio Supporters 
 


Campbell Soup Company #1419 
 


Potatoes USA #2444 
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NAT U R A L  & 
O RG A N I C


Be a part of the largest 


pavilion at the Food & 


Nutrition Conference 


& Expo™ – the Natural 


& Organic pavilion. 


Highlight  your products along with other specialty 


and natural grocery produce, dry snacks, beverages, 


and leading organic producers and manufacturers.


T E C H N O L O G Y 
F O R  P R A C T I C E 
Technology is changing 


the way dietitians practice 


and when used properly 


can make patient/client 


care more efficient and 


effective. FNCE® attendees are looking for technology 


and apps to help clients with screening, assessment 


and personalized nutrition. This pavilion is ideal for 


integrative approaches to nutrition technology and for 


companies who sell EMR/ EHR solutions, informatics, 


telehealth, mobile apps, and software/hardware tools 


needed for effective practice.


H E A LT H Y  G U T  


More than ever, food 


and beverages are 


loaded with probiotics 


and wellness-oriented 


ingredients. In the 


coming year, there will 


be more of an emphasis on plant-based probiotics 


and the use of prebiotics and other functional foods 


to improve digestion and overall health. Be part of 


this popular pavilion at FNCE® by showcasing your 


products and solutions for optimal gut health.


W E L L N E S S  & 
P R E V E N T I O N 


FNCE® attendees consult 


clients on how to stay 


healthy and active. They 


are constantly on the 


search for advances and 


trends in exercise, sports nutrition, health coaching 


and genetic factors essential for health promotion 


and disease prevention.


Feature your products and services in one of our specialty pavilions.


E X P O  P A V I L I O N S
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2018 FNCE Expo - Board Assignments.pdf



included on the attachments. 

A paper copy of the final Board FNCE schedule will be included in your on-arrival packet which

will be delivered to your hotel room the day you arrive in Washington, DC. Also included in

your packet will be your FNCE badge, ribbon(s), House of Delegates meeting agenda, a copy of

your exhibitor assignments and the FNCE 2018 leader remarks. A paper copy of the script will

also be included with instructions for those Board members (Donna Martin, Susan Brantley, Cathy

Christie, Kevin Concannon, Sharon Cox, Jo Jo Dantone-DeBarbieris, Dianne Polly, Mary Russell,

Kevin Sauer) introducing Medallion recipients during the Honors Breakfast on Sunday, October

21. 

 

If you have any questions, please contact me.

 

 

See you soon!

 

Joan

 

 

Joan Schwaba, MS, RDN, LDN

 

Director, Strategic Management 

 Academy of Nutrition and Dietetics 

 120 S. Riverside Plaza, Suite 2190 

 Chicago, Illinois 60606-6995 

 Phone: 312-899-4798 

 Fax number: 312-899-4765 

 Email: jschwaba@eatright.org
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7. Request your SPLENDA® Professional Toolkit

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Jul 11, 2018 10:06:06

Subject: Request your SPLENDA® Professional Toolkit

Attachment:

Splenda Trouble viewing this email? Click here.  

Thank you for your continued support of Today's Dietitian. Below is information from one of our

sponsors.  

What's so natural in SPLENDA® Naturals Stevia Sweeteners? Everything.

SPLENDA® Naturals Stevia Sweetener Products are made with stevia leaf extract and are 100%

natural. Plus, unlike other stevia sweeteners you may have tried, SPLENDA® Naturals has no

bitter aftertaste. And we're proud to introduce the only 100% natural stevia cup-for-cup sweetener:

SPLENDA® Naturals Sweetener, Granulated.
  

Sign Up For The SPLENDA® Exchange!

Make sure to sign up for our newsletter to receive updates on the latest product news, peer-

reviewed research, recipes, and more. You'll also receive our new HCP toolkit with product

samples, patient education materials, coupons, and more.
  
 

                              
 
Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  
 
You may unsubscribe or change your contact details at any time. 

Page 16



•

•

•

•

•

•

8. ANC 18' Right Start Foods Booth#1958 - New Pre Packaged Breakfast Items

From: Right Start Foods <info@globalfoodsolutions.co>

To: dmartin@burke.k12.ga.us

Sent Date: Jul 10, 2018 11:05:12

Subject: ANC 18' Right Start Foods Booth#1958 - New Pre Packaged Breakfast Items

Attachment:

Stop by our booth at ANC 2018' #1958 to sample and see our new whole grain breakfast items for

school food service! 

Looking for something NEW to serve for Breakfast?! Stop by booth #1958 at ANC! 
 

Right Start Breakfast Foods has an extensive portfolio of successful breakfast food products. From

100% wholegrain rich options to individually wrapped items for healthy meals on the go, we

provide everything you have been looking for in one place. Explore our products and discover the

many ways Right Start Foods conveniently delivers tasty nutrition in every bite. 
 

We only use premium ingredients and innovative production techniques to produce unique and

delicious products that your customers, patients, and students will enjoy eating. We always serve

a “fresh from the griddle” taste, while providing quality, consistency, and ease in preparation. 
 

Clean Labeled 

2oz. Grain Equivalent per serving for Child Nutrition Programs (51% WG) 

Enhances your breakfast program, easy to thaw and serve &is a Kid Favorite 

Made with Real Fruit Flavor 

Muffin + Pancake = Fun new kid-friendly products!  

Made From Scratch!  
 

No Nuts Ever! 

Nut Free Production Always! Never any Peanuts or Tree Nuts in our products as we adhere to

strict food safety policies at our production facility. We believe it in so much so we have a Nut Free

logo on the front of each and every package + the case label!  

Real Sugar! 

We only use real sugar, never anything artificial. NEVER, High Fructose Corn Syrup, Corn Syrup,

Fructose, Invert Sugar, Dextrose, Stivia, Splenda, or any others. Only REAL SUGAR!  

Real Protein! 

Each Muffin Flat™ provides a good source of protein per serving. We only use whole eggs in our

product where the protein is derived from. Never any whey or added proteins. We average around

6g of protein per serving (1 muffin flat).  
Email us for more information!
Visit our website

Global Food Solutions | 159 Adams Ave, Hauppauge, NY 11788 Unsubscribe

dmartin@burke.k12.ga.us Update Profile | About our service provider Sent by
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info@globalfoodsolutions.co in collaboration with Try it free today 
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9. RE: flavoring infant formula

From: NoReply@webauthor.com

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jun 25, 2018 12:34:18

Subject: RE: flavoring infant formula

Attachment:

Mail All PNPG Member Community - RE: flavoring infant formula View Post  Message Hey Kelly,  

 

I have not personally recommended this but have worked with several GI doctors who recommend

this. I also know of some GI MDs and RDs that recommend using Splenda as well. I'm not very

comfortable with this so like I said, I've never recommended it. Usually I see it done in older babies

who tend to already sort of have established 'taste preferences' and when transitioning from, for

instance, breastmilk to an amino acid formula and usually only as a last resort.  

Rebecca Feges 

Your notifications are set to Real-Time, if you would like to change this, log into the portal and

update your preferences under My Profile. 
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10. FOOD & BEVERAGE WEEKLY NEWSLETTER

From: Food & Beverage Magazine <newsletter@fb101.com>

To: dmartin@burke.k12.ga.us

Sent Date: Jun 05, 2018 10:32:59

Subject: FOOD & BEVERAGE WEEKLY NEWSLETTER

Attachment:

Food&Beverage Newsletter 

  View On The Web      A NEW LEGEND IS BORN WITH- SPLENDA Naturals Stevia Sweetener 

Sometimes it takes a legend to reinvent the entire landscape. In the case of the SPLENDA®

Brand, they are raising the bar on sweeteners with a new 100 percent natural and great tasting

product: SPLENDA® Naturals Stevia Sweetener. Consumers are loud and clear as they demand

more natural foods, and now natural meets delicious with SPLENDA® Naturals. The stevia plant is

noted for producing a product that is 200 times sweeter than sugar yet has zero calories and does

not raise blood sugar. Unlike other stevia

   Food Safety Starts In The Front Of The House  

Earning an “A” sanitation rating is exciting; after all the hard work that goes into starting up a

restaurant, the “A” can be the icing on the cake by leading new customers to the establishment.

But maintaining that rating throughout the year can become a chore, especially during the summer

months when things start heating up and tourism increases But, there are simple steps managers

can take to make sure the front of the house remains clean.

   The Licensing Revolution: VNUE’s Soundstr 

The next time you enjoy dinner or a drink or a latte, you might just want to thank someone who

may be invisible to you but just happens to be changing the very music you hear at public venues

across the nation. Every time you spend some quality town in a restaurant, bar or café, or in mall,

hotel or casino, you’re probably hearing music, but until now, the way this music is licensed has

been anything but transparent – or fair.  
  

The Adirondack Mountains: Whiteface Lodge Introduces Peak 47

 

The 46 “High Peaks” of the Adirondack Mountains have long been a draw to outdoor enthusiasts.

Now, explorers (and non-adventurers, alike) can add a stop at Peak 47, the redesigned dining

lounge of Whiteface Lodge, a Forbes Four-Star, AAA Four-Diamond resort in Lake Placid, N.Y.A

casual, welcoming retreat from the four-season appeals of the Adirondacks, Peak 47—formerly

called Kanu Lounge.

   Dillas Quesadillas Joint Venture to Bring 10 Locations to Louisiana Dillas Quesadillas

announced today that it has entered into an agreement with Pete John a prominent restaurateur in

Shreveport, to establish the Primeaux Restaurant Group. Primeaux Restaurant Group will be

responsible for developing and growing the Dillas brand in Louisiana and East Texas. Plans are

already underway for the first of ten locations which will bring an estimated 500 new jobs to the

area. “This is a great step forward for the Dillas brand as we make our market entry into
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Louisiana.”   ATP Hygiene Monitoring Systems Do Not Produce Consistent Test Results 

3M Food Safety today announced the results of a new scientific study conducted by the

ZERO2FIVE Food Industry Centre at Cardiff Metropolitan University in Wales, U.K. comparing the

performance of nine ATP hygiene monitoring systems. The research concluded the 3M™ Clean-

Trace™ Hygiene Monitoring and Management System was the only system to provide stable and

consistent results across time and temperature.

   

Alain Ducasse to be crowned International Chef

 The Craft Guild of Chefs will crown Michelin star legend Alain Ducasse as International Chef.

Ducasse will be presented with the prestigious award during the Guild’s 25th awards ceremony on

Monday 4th June, taking place at Grosvenor House Hotel, London. Alain Ducasse will attend the

award ceremony to pick up the award, along with a star-studded group of industry luminaries.

including MasterChef: The Professionals judge Monica Galetti.   

Margaritaville Holdings Upscale Boutique Select-Service Hotel Brand

 Margaritaville Holdings, the global lifestyle brand synonymous with fun and escapism, today

announced the debut of its new upscale boutique select-service hotel brand. Designed to help

travelers relax, rejuvenate and escape the everyday, COMPASS by Margaritaville Hotels and

Resorts thoughtfully points owners in a new direction, with an economically efficient select-service

model that connects travelers with the original lifestyle brand.   

2018 Austin Ice Cream Festival - Tickets now on sale for June 23

 Tickets for the 12th Annual Austin Ice Cream Festival on Saturday, June 23 are now on sale for

both the daytime event and After Dark party featuring Lee Fields &The Expressions and others;

2018 sponsors announced (AUSTIN, TEXAS – May 16, 2018; source: Juice Consulting) – The 12

th Annual Austin Ice Cream Festival has announced that tickets for both the Daytime event and

After Dark at Austin’s Ice Cream Festival are now on sale.   “Kotkamills En Route To A Plastic

Free World – One Coffee Cup At A Time 

Duo cups an integral part of the circular economy and makes sure that the valuable wood fibre can

be reused. The world is changing at a rapid pace towards a plastic free future. Development

requires new and innovative solutions that can answer to new demands. Consumption and

recycling are consumer's choices, but it is up to manufacturers to provide products that answer to

these challenges. Kotkamills' ISLA® Duo answers to these specific challenges.

   

Impact Group Strengthens Presence with Three Independent Food Brokers

 

Impact Group, a leading sales and marketing agency that provides innovative services to more

than 700 consumer packaged goods (CPG) brands, announced today that it has acquired three

independent food brokerage companies in Minnesota and Wisconsin: Impact Sales &Associates,

Ritt-Beyer &Weir (RBW), and WJ Pence. As well-respected food brokers, Impact Sales

&Associates, RBW, and WJ Pence reinforce Impact Group’s coverage in key markets, and in the

Midwest, in particular. 
  
• Adult Beverage E-commerce Leader Drizly To Open San Francisco Tech Hub
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 • 6 Fail-Safe Foodie Father’s Day Gifts   This email was sent to you from Food &Beverage

Magazine. You are receiving this email because you   

subscribe to us. © 2018 Food &Beverage Magazine | NY, NY  

 

 
unsubscribe
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11. FCP: April 2018 On the Menu

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Apr 10, 2018 15:33:16

Subject: FCP: April 2018 On the Menu

Attachment:

Email not displaying correctly? View it in your browser. 

       April 2018 On the Menu 

Featured Selection 

Congratulations to the SPLENDA® Naturals Recipe Contest Winners! 

  

Congratulations to the SPLENDA® Naturals Recipe Contest winners! There were many

inspirational and creative recipes submitted for this recipe contest. We would like to thank all of the

participants for submitting their original recipes! 

  

GRAND PRIZE WINNER: Sweet and Sour Shrimp Cups by Melinda Boyd, MPH, MHR, RD 

APPETIZER Category Runner-Up: Date and Ricotta Cheese Polenta Bites by Pam Aughe, RD 

SNACK Category Runner-Up: Pumpkin Spice Cornbread by Ashleigh Pharis, BS 

DESSERT Category Runner-Up: Rich Peanut Butter and Chocolate Mousse by Margie Mansure,

MS, RD  

HOLIDAY Treat Category Runner-Up: Triple Ginger Pumpkin Bites by Kim Beavers, MS, RD,

CDE

 

The Grand Prize Winner received a $1,000 Visa gift card and the four runner ups each received a

$250 Zingerman gift card. Check out the winning recipes here!  

 

A La Carte 

Join the April Webinar: Antibiotics in Animal Agriculture 

  

Today’s consumers are concerned about antibiotic resistance and are asking how the use of

antibiotics in food animals may affect human health. This webinar will help you gain a better

understanding of the regulations in place for antibiotic use in food animals to ensure food safety

and will address the complex issues surrounding responsible antibiotic use in animal agriculture.

Learn from a professor in the Department of Veterinary Clinical Sciences at Kansas State

University and voting member of the Presidential Advisory Council on Combating Antibiotic

Resistant Bacteria, Dr. Michel Apley, and family farmers, US Farmers and Ranchers Alliance

board chairman, Brad Greenway and his wife Peggy, a Common Ground volunteer. Join the

webinar Friday April 27th at 9am PST/12pm EST.  
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Register here.

 

Dessert 

FNCE® 2018 is Around the Corner!  

 

October is just around the corner, which means FNCE® 2018 will be here before we know it! Mark

your calendars: registration and housing open on May 1st, so be sure to sign up early. And as you

begin to build your calendar for the conference, save room for our FCP events. We will have

events on Friday evening, two local DC tours on Saturday and our not-to-miss Networking event

on Sunday evening at a very exciting location (info coming soon!). Check our website to updates

for registration details as we get closer.

 

Small Bites 

Mark Your Calendars for Our 2019 Culinary Adventure in Nashville 

  

Miss our international trip to Italy this year? Or looking for something a little closer to home?

You’re in luck! Next year, our culinary adventure will take us to Nashville, TN. The town is abuzz

with culture—from country music to hot chicken. Check back on our website and keep a watch on

your email to find out more!  

 

Connect with FCP! 

 

Learn more about Supermarket/Retail, Food Safety, Restaurant/Hospitality or Agriculture and

connect with fellow FCP members by joining any or all the subgroups and their electronic mailing

lists (EMLs) here.  

 

Stay connected! Be sure to like us on Facebook and follow us on Twitter for updates on

Academy and FCP activities as well as the latest in food, culinary, and agriculture news. We’re

also on Instagram! Follow us at FCPDPG and tag your food photos and culinary creations with

#FCPDPG. We’d love to share your best food pictures!

 

And if you’re not subscribed to one (or more) of our electronic mailing lists or subgroups, you can

do that here.

    Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic

practice group of the Academy of Nutrition and Dietetics.  

 

If you would like to change your email, please make the necessary changes through the

Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  
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Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  

 

Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 

 

 

Page 25



12. Elderly face problems with loneliness, food insecurity, isolation

From: Nutrition and Dietetics SmartBrief <eatrightpro@smartbrief.com>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Mar 21, 2018 11:11:31

Subject: Elderly face problems with loneliness, food insecurity, isolation

Attachment:

Nutrition and Dietetics SmartBrief 

Research links red, processed meat consumption to insulin resistance, NAFLD | Dietitians say

nutrition is a key part of recovery from substance abuse | RDN: Self-compassion leads to healthy

habits 

Created for DMartin@Burke.k12.ga.us |  Web Version March 21, 2018 Connect with the

Academy News for food, nutrition and health professionals SIGN UP    FORWARD Healthy Start 
Research links red, processed meat consumption to insulin resistance, NAFLD 

A study in the Journal of Hepatology revealed that adults with high consumption of total meat and

red and/or processed meat were at an increased risk of developing insulin resistance and

nonalcoholic fatty liver disease, compared with those with low meat consumption. Israeli

researchers conducted a cross-sectional study and found that an increased risk of insulin

resistance was independently associated with high intake of meat that was fried or grilled and

contained heterocyclic amines. 
Physician's Briefing/HealthDay News (3/20)  
    
Crohn's Study Indicates Splenda's Benefits 
A new study confirms Splenda is a safe and effective tool for weight management. Additionally,
researchers confirmed that Splenda does not impact glucose or worsen gut inflammation in mice
with Crohn's-like disease. Read more.ADVERTISEMENT Dietary Health 
Dietitians say nutrition is a key part of recovery from substance abuse 

Boston Medical Center dietitian Tracey Burg, who runs the hospital's demonstration kitchen,

teaches patients recovering from addiction how to choose and prepare healthy foods. Registered

dietitian Ginger Hultin said substance abuse often is connected to poor nutrition, and she and Burg

noted limited access to food or a way to prepare it can lead to disordered eating. 
Slate (3/20)  
    
RDN: Self-compassion leads to healthy habits 

Research shows self-compassion is linked to healthy habits while emotional reactivity, isolation,

self-judgment and unhealthy perfectionism are tied to depression, stress and a poorer quality of

life, writes registered dietitian nutritionist Carrie Dennett. Mindfulness and self-kindness are

associated with self-compassion, and Dennett says people can be kind to themselves and nurture

their body with exercise or a healthy meal. 
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The Washington Post (tiered subscription model) (3/20)  
    
Science &Research 
Glycemic control tied to fatty acid composition in patients with diabetes, CVD 

Researchers evaluated 74 patients with type 2 diabetes and atherosclerotic cardiovascular

disease and found similar composition of saturated and monounsaturated fatty acids in serum

phospholipids among patients with A1C of less than 7.0% and those with at least 7.0%. The

findings in Cardiovascular Diabetology revealed that worse glycemic control was associated with

diabetes duration, high-sensitivity C-reactive protein and n-6/n-3 polyunsaturated fatty acid ratio. 
Endocrinology Advisor (3/20)  
    
Omega-6 fatty acids may reduce mortality risk, study shows 

Finnish researchers found that men with the highest blood levels of linoleic acid, an omega-6 fatty

acid, had a 43% reduced mortality risk, as well as a lower risk of death from cardiovascular

disease and other causes, compared with those who had the lowest levels. The findings in The

American Journal of Clinical Nutrition, based on 2,480 men, ages 42 to 60, showed a similar, but

weaker, pattern between blood levels of arachidonic acid and a lower mortality risk. 
Medical News Today (3/20)  
    
Maternal prepregnancy waist size may increase odds of autism in children 

Researchers found that youths whose mothers had a waist circumference of at least 31.5 inches

prior to pregnancy had a 65% increased likelihood of developing autism, compared with those

whose mothers had smaller prepregnancy waist sizes. The findings, presented at the Endocrine

Society's annual meeting, were based on data involving more than 36,000 US mothers who gave

birth from 2007 to 2008. 
HealthDay News (3/20)  
    
Study IDs new genetic variants tied to lower type 2 diabetes risk 

UK researchers evaluated data from the UK Biobank study involving 451,000 individuals with

overweight or obesity and found 14 genetic variants, 7 of which are new, that are associated with

obesity but a reduced risk of type 2 diabetes. The findings, presented at the Diabetes UK

Professional Conference, revealed that the 5% of people who carry the most number of "favorable

adiposity" alleles would have an almost 40% lower risk of type 2 diabetes, 10% reduced risk of

hypertension and 10% lower heart disease risk, compared with the 5% of those with the lowest

number of such alleles. 
Medscape (free registration) (3/19)  
    
Prevention &Well-Being 
Elderly face problems with loneliness, food insecurity, isolation 

Speakers at Thomas Jefferson University's Population Health Colloquium said the elderly face

chronic problems with loneliness, social isolation and food insecurity, which can affect health and

increase health care costs. A Humana program that screens patients for food insecurity and refers

them to resources found people were willing to receive guidance on federal food programs and

local food banks, according to Dr. Andrew Renda, director of the insurer's "Bold Goal" initiative. 
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MedPage Today (free registration) (3/20)  
    
Institutional Foodservice 
"Boost Bags" help curb weekend hunger 

(US Department of Agriculture/Flickr) 

Some students in Boston receive "Boost Bags" filled with food on Fridays. Principal Sam Varano

says he has seen first-hand how the bags help relieve anxiety for at-risk students. 
WBZ-TV (Boston) (3/19)  
    

  
Recipe of the Day 

Simple Moroccan-spiced lamb 

The Moroccan influence of this recipe comes to life with herbs, spices, chickpeas and dried fruit.

Food &Nutrition Magazine
    
Academy News 

Coming soon: The Academy's Journal Review added to SmartBrief 

Starting March 23, the Academy's Journal Review articles will be featured every Wednesday and

Friday in SmartBrief. The Journal Review will include links to articles from science-based

publications on the practice and science of food, nutrition and dietetics. Content will consist of

high-quality original research, research briefs, systematic reviews, narrative reviews, case studies

and commentaries on nutrition-related aspects of various topics. 
    

Academy Foundation Chair's March Message 

Foundation Chair Martin M. Yadrick, MS, MBI, RDN, FAND, wishes Academy members a happy

National Nutrition March in his March Message. 
    
    Research shows that a healthy dose of self-compassion actually helps us form habits that
support good health. RDN Carrie Dennett, as quoted by The Washington Post 
    

    Learn more about Academy: eatrightPRO |  About the Academy |  Academy Membership  

Advocacy |  eatrightSTORE News and editorial content for this brief is curated by SmartBrief

editors, and is not selected by the Academy of Nutrition and Dietetics, with the exception of the

Academy News section. Sign Up SmartBrief offers 200+ newsletters Advertise Learn more about

the SmartBrief audience Subscriber Tools: 
Manage Subscriptions 
Update Your Profile 
Unsubscribe 
Send Feedback 
Archive 
Search 

Contact Us: 

Advertising  -  Chris Warne 
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13. Obesity and exercise rates increase in US, report shows

From: Nutrition and Dietetics SmartBrief <eatrightpro@smartbrief.com>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Mar 20, 2018 11:25:37

Subject: Obesity and exercise rates increase in US, report shows

Attachment:

Nutrition and Dietetics SmartBrief 

Obesity and exercise rates increase in US, report shows | Lawmakers raise concerns about SNAP

provisions in Farm Bill | Eating high-energy breakfast may benefit people who are obese with

diabetes 

Created for DMartin@Burke.k12.ga.us |  Web Version March 20, 2018 Connect with the

Academy News for food, nutrition and health professionals SIGN UP    FORWARD Healthy Start 
Obesity and exercise rates increase in US, report shows 

A National Center for Health Statistics report that included self-reported data found that while

31.4% of Americans are obese, 54.8% met federal guidelines for aerobic activity. Obesity and

exercise rates both showed increases over time, but there were some variations by gender, race

and age. 
MedPage Today (free registration) (3/16)  
    
Low Calorie Sweeteners Approved for Diabetics 
The American Heart Association, American Diabetes Association and British Dietetic Association
recommend the use of low and no calorie sweeteners for people with diabetes as they do not raise
blood glucose or insulin levels, and when used to replace sugar, can help lower carbohydrate
intake.ADVERTISEMENT Dietary Health 
Lawmakers raise concerns about SNAP provisions in Farm Bill 

Lawmakers have expressed concern with the ability to pass a new farm bill that includes

provisions to tighten work requirements for welfare and food assistance programs, with savings

going to expand state employment and training programs. Some legislators say the changes could

lead to SNAP beneficiaries being removed from the program. 
Agweek (3/19)  
    
Gain the Most In Demand Skills in Health Care 
GW's School of Medicine Health Sciences connects you with leading authorities in policy and
health care in Washington, D.C. With programs in clinical research, health care quality and
regulatory affairs, you gain the most in demand skills. Learn MoreADVERTISEMENT Science
&Research 
Eating high-energy breakfast may benefit people who are obese with diabetes 

Israeli researchers used a cohort of 29 individuals with obesity and type 2 diabetes who were

treated with insulin, mean age of 69, and found that those who ate a high-energy breakfast, a

medium-sized lunch and a small dinner daily lost 11 pounds and reduced their fasting glucose
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levels from 161 to 107 at three months compared with the control group, which gained 3 pounds

and reduced fasting glucose levels from 164 to 141. The findings, presented at the Endocrine

Society's annual meeting, showed that those in the three-meal diet group also needed significantly

less insulin and felt fewer cravings and less hunger than the control group. 
United Press International (3/19)  
    
Researchers link semaglutide to weight loss in obesity 

Eighty-three percent of adults with obesity but without diabetes who received daily injections of 0.4

mg of semaglutide achieved at least 5% weight loss at 52 weeks, compared with 66% and 23% of

those in the liraglutide and placebo groups, according to a study presented at the Endocrine

Society annual meeting. Researchers used a cohort of 957 individuals with a mean age of 47 and

found that the 0.4-mg semaglutide group had an estimated mean weight loss of -13.8%, compared

with -7.8% in the liraglutide group and -2.3% in the placebo group. 
Healio (free registration)/Endocrine Today (3/18)  
    
Research links sweetener to potential Crohn's disease problems 

A study published in the journal Inflammatory Bowel Diseases found mice with a Crohn's-like

disease that were fed the artificial sweetener Splenda had an overgrowth of E. coli in their

intestines, while healthy mice did not. Case Western Reserve University researcher Alex

Rodriguez-Palacios said the sweetener may cause inflammation or Crohn's disease flare-ups by

changing gut wall immune cell reactivity and gut bacteria. 
Newsweek (3/16)  
    

. Featured Content Sponsored content from Unilever 
Partner with Unilever to Unlock Growth with Purpose 
Unilever's Sustainable Living brands delivered more than 60% of our growth in 2016. We are on a
mission to make food that Tastes Good, Does Good, and Doesn't Cost the Earth, and we're asking
business leaders like you to join us.  
Click to hear more about our sustainable nutrition initiatives from Unilever leaders. 

Click here to learn more about Featured Content  
Prevention &Well-Being 
Poorer heart health in whites narrows racial disparity gap 

Decreasing rates of optimal cardiovascular health among whites in the US, as measured by a 10

or higher score on the Life's Simple 7 list, have reduced the CV racial disparity gap, according to a

study in the Annals of Internal Medicine. Researchers found optimal CV rates are below 40% for

whites, 25% for Mexican Americans and 15% for African-Americans. 
MedPage Today (free registration) (3/19)  
    
Institutional Foodservice 
Pizza loaded with veggies is a hit with Md. students 

A National Nutrition Month outreach initiative from Carroll Hospital and the Partnership for a

Healthier Carroll County in Maryland got Francis Scott Key High School students to eat flatbread

pizza loaded with vegetables. Diabetes educator and registered dietitian Laura Lienhard said the

idea of combining healthy food with pizza was not a turn-off for students and she was pleased with
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the participation. 
Carroll County Times (Westminster, Md.) (3/19)  
    
Recipe of the Day 

Mini chicken empanadas 

This easy empanada recipe can be frozen ahead of time and popped into the oven a few minutes

before guests arrive. Food &Nutrition Magazine
    
Academy News 

My global table: Zimbabwe 

Guest editor Cordialis Msora-Kasago, MA, RD, invites readers to take a seat at the table and learn

about her culture's cuisine. Read the full article in Food &Nutrition. 
    

Advance malnutrition care at your organization 

The Academy and Avalere Health are enrolling participants for the 2018 Malnutrition Quality

Improvement Initiative Learning Collaborative. The Collaborative brings together leading hospitals

and health systems to support acceleration and dissemination of malnutrition best practices

including the use of malnutrition electronic clinical quality measures for hospitalized patients. 
    
    Kids have a reputation for not liking veggies, so something healthy might be a turn off to them,
but it hasn't been. RD and diabetes educator Laura Lienhard, as quoted by the Carroll County
Times 
    

    Learn more about Academy: eatrightPRO |  About the Academy |  Academy Membership  

Advocacy |  eatrightSTORE News and editorial content for this brief is curated by SmartBrief

editors, and is not selected by the Academy of Nutrition and Dietetics, with the exception of the

Academy News section. Sign Up SmartBrief offers 200+ newsletters Advertise Learn more about

the SmartBrief audience Subscriber Tools: 
Manage Subscriptions 
Update Your Profile 
Unsubscribe 
Send Feedback 
Archive 
Search 

Contact Us: 

Advertising  -  Chris Warne 

P: 646.462.4647 

Editor  -  Kathryn Doherty 

Mailing Address:  

SmartBrief, Inc.®, 555 11th ST NW, Suite 600, Washington, DC 20004 

© 1999-2018 SmartBrief, Inc.®  

Privacy policy |  Legal Information 
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14. Daily Skimm: Who run the world

From: theSkimm <dailyskimm@morning7.theskimm.com>

To: dmartin@burke.k12.ga.us

Sent Date: Mar 08, 2018 06:16:42

Subject: Daily Skimm: Who run the world

Attachment:

Skimm'd while getting behind The Girl Generation. Happy International Women's Day

MARCH 8, 2018

 
READ IN BROWSER

 

Skimm'd while getting behind The Girl Generation. Happy International Women's Day

   QUOTE OF THE DAY   

"We're aware of this and working to fix it" - Amazon, confirming that Alexa is randomly laughing at

people. Don't worry, they said. Robots can't take over the world, they said.

 

GET YOUR AFFAIRS IN ORDER

 

The Story
 

The Department of Veterans Affairs is in the hot seat.

 

What's happening?
 

Yesterday, the department's watchdog issued a report that - for years - leadership failings have

put patients at risk at a major medical center. Think: things like a lack of medical supplies,

unsterile conditions, and canceled surgeries after patients were already under anesthesia. VA

Secretary David Shulkin says he's overhauling senior leadership around the country. Good idea.

 

This sounds familiar...
 

Because you've been hearing reports about issues at VA hospitals for years. Like this waitlist

scandal from a few years ago. And it comes at a bad time for Shulkin, who's been under fire after

using taxpayer dollars for his wife to join him on a 10-day European trip last summer.

 

theSkimm
 

There are millions of vets in the US who rely on VA healthcare. And for years, they haven't been

getting the treatment they deserve.
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REPEAT AFTER ME...

 

What to say when you hear Florida is trying to make Daylight Saving Time a year-
long thing...
 

It's also trying to make this happen. Yesterday, Florida's lawmakers passed a rare gun-control bill

and sent it to the governor to sign. Last month, a gunman stormed a school in Parkland, FL, killing

17 people. Survivors quickly launched a major national campaign to end gun violence. But some

local lawmakers have been under pressure from the National Rifle Association to resist gun-

control efforts. Days after the attack, lawmakers refused to consider a bill that would ban assault

rifles. But yesterday, they passed a bill that would do some other things the NRA hasn't signed off

on. Like raise the age to buy guns from 18 to 21 and ban bump stocks - which make guns fire

faster. It's now up to the governor - who's been pro-NRA - to sign off.

 

What to say when your friend judges you for using Splenda...
 

It's not poison. But this is. Yesterday, British police said that an Russian ex-spy was poisoned.

Years ago, the spy defected to the UK - and got caught. He was imprisoned in Russia, but later

freed and sent to the UK as part of a swap. This week, he and his daughter were found

unconscious on a bench and sent to the hospital. They're in critical condition. The UK is still

investigating what went down, and won't say exactly what the poison was. But they're calling it

attempted murder. And giving Russia a dirty look. This isn't the first time a former Russian spy was

poisoned in the UK.

 

What to say when you're feeling like a chocolate croissant...
 

Oh, bonjour. Yesterday, France told companies they have to close the gender pay gap or face

fines. Fun reminder: women on average make less money than men all over the world. And in

France, women get nine percent less. Now, the country's saying 'enough.' Over the next few

years, companies with more than 50 employees have to install software that monitors any

employee pay gaps. If a gap isn't justified, the company has three years to get its bureaucratic sh*t

together or pay the price. Oui, oui.

 

What to say when your coworker still has your iPhone charger...
 

Cough it up. Yesterday, the US Holocaust Museum took back an award it had given Myanmar

leader Aung San Suu Kyi. For years, Suu Kyi took on the country's military dictatorship and

became a symbol of resistance. She got a bunch of awards, including the Nobel Peace Prize and

the Holocaust Museum's Elie Wiesel Award. But last summer, Myanmar's military cracked down

on Rohingya, a Muslim minority group. They destroyed villages and brutally killed thousands of

people. Hundreds of thousands were forced to flee to neighboring Bangladesh, where they are
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living in makeshift homes that are threatened by monsoon season. As the country's leader, Suu

Kyi did nothing. Instead, she's been accused of spreading hate against Rohingya and refusing to

let the UN and journalists investigate. Now, the Holocaust Museum's telling her 'you don't deserve

nice things.'

 

What to say when you hear "Cat Person" wants to give you goosebumps...
 

So spoooky. The author of this NYT article has other reasons to freak.

 

What to say to your friend who uses the upside-down smiley emoji...
 

McDonald's is also flipping the script.

 

SKIMM MD: REPRODUCTIVE HEALTH

 

Today is International Women's Day. Part of our goal this week has been to help millennial women

feel smarter about some areas of their reproductive health. We've talked birth control, fertility

options and struggles, and now we're talking birth. Whether you want to be a party of one or a

table for ten, here are some things to know...

 
 

Pitocin: It's a man-made version of a hormone that can help speed up labor. Some (like the

WHO) think healthcare providers are too quick to reach for this.

 
 

Epidural: We see your labor pains and we raise you the epidural. It's an injection that delivers

anesthetics into your spine so you don't have to feel the feels. Some swear by it, others swear

against it.

 
 

Placenta: The organ attached to your uterus that nourishes the baby and more. After you push

out a person, surprise: you're not done. Still gotta deliver the placenta.

 
 

PS: There are a number of ways to electively have a child. You could adopt, have a surrogate,

foster, etc. Do you.

 
 

There's more Skimm...

 

* Hear from women who've been through some of the above
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* Read more on all of the above

 

SKIMM LIFE

 

For when your BFF gets a promotion...

 

Like a boss. Skimm HQ is all about women doing big things in the workplace. Say hi to Stitch Fix

founder Katrina Lake. She's making your life a looot easier by sending you clothes based on your

fit, budget, and style. Plus you get a personal stylist. Casual...or fancy, if that's more your thing.

Bonus: Skimm'rs get a little something off the price tag. Get in on it here.*

 
 

For your friend who says 'my body is a temple'...

 

Treat your temple to some vitamins. This will do the trick. It sends you specific vitamins and

supplements you need in Insta-worthy packaging. Answer a few Qs about your lifestyle and it'll

deliver. In more ways than one. Plus prenatal ones for all the soon-to-be mamas. Bonus: Skimm'rs

get a discount off their first order. Take the quiz and get started here.*

 
 

For when you want to help on International Women's Day...

 
 

Skimm'r of the Week Lyndsey Jefferson (Indianapolis, IN) has an idea. She works at The Girl

Generation, a global non-profit fighting to end female genital mutilation. Half a million women in

the US are affected by it. Plus 200 million worldwide. Learn more here.

 

*PS This is an affiliate partner, which means if you purchase or sign up theSkimm may get

something in return. Thanks.

 

SKIMM SHARE

 

Skimm HQ watched too much live TV this week. Share theSkimm with your friend who did, too.

 Or use this referral link theskimm.com/?r=34DDY 

SKIMM BIRTHDAYS

 
* indicates Skimm'bassador. Make a wish.

 

Jordan Castleman PA, Allegra Ben-Amotz MX, Harvey Klein NJ, *Danielle Krabbe IL, *Callie

Norton CA, *Sarah Stauber MD, *Sarah Kuehl OH, *Sarah O'Rourke TN, *Lauren Harvey TX,

*Mary Lou Pridgeon TX, *Hailey Green SC, *Brittany Quick-Warner OR, *Caroline Milliken

OH, *Michael Trimm FL, *Jamie Hillman AL, *Lorena Palacios DC, *Danielle Keyser LA,

*Madeline King AL, *Rebecca Sherman ON, *Sunita Ramnarinesingh FL, Nicole Milobar OH,
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Missy Ervin PA, Abu Hamza Naeem, Kate Drolet IL, Mike Ottrando NY, Tedi Dorman MI,

Judith Hamill IL, Randall Perry CA, Heidi Perreault CA, Gloria Bauer PA, Cherryh Cansler

MO, Crystal Zellar OH, Susan Turner KS, Zena Ghanney PA, Jessica Rosen NY, Carla Wall

SC, Natalie Fisk IL, Cait Ryan MA, Ashley Kuhl Piwowarski IL, Lexi Chavin SC, Nancee

Martin FL, Kirbi Walters SC, Caroline Hearn SC, Maria Karukas CT, Jane Scheiner NY,

Eileen Wolejsza NY, Krysten Martinez FL, Hanna Johnson CA, Trenton Wilhelm OK, Julie

Pinchak CA, Nora Rioux CO, John Cangelose FL

 

Skimm'd something we missed?
skimmthis@theSkimm.com

 

Issues?
help@theSkimm.com

 

Copyright (c) 2018 theSkimm, All rights reserved. 

Our mailing address is:

 

theSkimm Inc. 50 West 23rd Street, Suite 5B

 

New York, NY, 10010, United States

 
Update Profile | Unsubscribe

 

theSkimm Inc.50 West 23rd Street, Suite 5B New York, NY, 10010, United States Update Profile
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15. FCP:  February 2018 On The Menu (with critical, time-sensitive dates)

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Feb 13, 2018 18:32:26

Subject: FCP:  February 2018 On The Menu (with critical, time-sensitive dates)

Attachment:

Email not displaying correctly? View it in your browser. 

       

February 2018 On the Menu  

 

Featured Selection 

 

Let Your Voice be Heard: Vote for Academy Leadership NOW! 

 

  

The 2018 Academy elections are taking place February 1st through February 15th.   

 

Have you voted?  Currently 22.69% of FCP members have.  FCP is currently in 4th place in DPG

voting.  Follow our progress here.  

 

FCP members on the national ballot are listed below.  Learn more about the candidates

here. 

 

-  President-elect: Terri Raymond, MA, RDN, CDN, FAND  

-  Treasurer-elect: Barbara Ivens, MS, RDN, FADA, FAND  

-  Director-at-Large: Ellen Shanley, MBA, RDN, CDN, FAND  

-  House of Delegates Speaker-elect: Diane W. Heller, MMSc, RDN, LD, FAND  

-  Nominating Committee (National Leader): Eileen Myers, MPH, RDN, LDN, FADA, FAND  

-  Nominating Committee (National Leader w/Board Experience): Jessie Pavlinac, MS, RDN, CSR,

LD  

-  Commission on Dietetic Registration: Mary Beth Ohlms, MEd, RDN, LD 
 
FCP 2018 ballot slate for officers (term beginning June 1): 
The Food and Culinary Professionals DPG Nominating Committee is pleased to present the slate
of candidates for office for the 2018-19 year:  
 
Chair-elect:   
- Kerry Neville, MS, RD  
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Secretary: (select 1)  
- Sarah Martin, MPP, RD, LDN  
- Amy Peick, RD, LD  
 
Nominating Committee Chair-elect and member: (select 2)  
- Karen Buch, RDN, LDN  
- Alyson Fendrick, RD, LD  
- Rachel Huber, MPH, RDN  
- Shari Steinbach, MS, RDN  
 
A La Carte 
 
 
Start 2018 on a Sweet Note with FCP’s Sweet Bites Challenge Recipe Contest! 
  
What better way to start the new year than developing sweet treats that are low in sugar? Enter
FCP’s Sweet Bites Challenge recipes contest using SPLENDA® Naturals Stevia Sweetener,
Tabletop Jar or SPLENDA® Naturals Sugar and Stevia Blend. The recipes should make a plate of
small bites with 10 ingredients or less and fall in one of four categories- appetizer, snack, holiday
treat or dessert. Find out more about the contest here and be sure to submit your recipes by
February 16th for a chance to win the grand prize of $1,000 or be one of four runners-up who win
a $250 Zingerman’s gift card.  
 
 
Speaking of Recipes....Join us for our Webinar This Friday! 
 
Friday, February 16th - 9 a.m. PT (10 MT, 11 CT, Noon ET)  
Recipe Development:  Do's and Don'ts  
 
Our speaker is Cynthia Nims.  She is the author/co-author of over a dozen cookbooks!  
Learn more here.  Register here.  
 
 
Dessert 
 
Go Further with Food this National Nutrition Month  
  
This year’s National Nutrition Month® will focus on the theme, " Go Further with Food." There are
many great resources available including tip sheets and handouts, event ideas and ways to get
involved, games, a reading list and even helpful tips for blogging. You can follow NNM® on
Facebook.  
 
 
Small Bites 
 
Renew your Academy Membership Now 
 
  

Page 39



Renewal for 2018-19 Academy of Nutrition &Dietetics membership is now open. As an Academy
member, you have access to a variety of career enhancing benefits such as free CPE, dietetic
practice groups (DPGs) and member interest groups (MIGs), the Evidence Analysis Library®,
Food &Nutrition Magazine®, the Journal of the Academy of Nutrition and Dietetics, and many
more. Find out more online at www.eatrightPRO.org/renew, or you can call the Academy’s
Member Service Center at 800/877-1600, ext. 5000, weekdays 8 a.m. – 5 p.m., CST. International
callers can reach us at +1-312/899-0040, ext. 5000. Feel free to e-mail membership@eatright.org
if you have any questions. 

  

Connect with FCP! 

  

Learn more about Supermarket/Retail, Food Safety, Restaurant/Hospitality or Agriculture and

connect with fellow FCP members by joining any or all the subgroups and their electronic mailing

lists (EMLs) here.  

 

Stay connected! Be sure to like us on Facebook and follow us on Twitter for updates on Academy

and FCP activities as well as the latest in food, culinary, and agriculture news. We’re also on

Instagram! Follow us at FCPDPG and tag your food photos and culinary creations with #FCPDPG.

We’d love to share your best food pictures!  

 

And if you’re not subscribed to one (or more) of our electronic mailing lists or subgroups, you can

do that here. 

 

   Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic

practice group of the Academy of Nutrition and Dietetics.  

 

If you would like to change your email, please make the necessary changes through the

Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  

 

Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  

 

Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 
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16. FCP:  Member Time-Critical Opportunities

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Feb 08, 2018 13:33:04

Subject: FCP:  Member Time-Critical Opportunities

Attachment:

Email not displaying correctly? View it in your browser. 

       Academy and FCP Voting is Open - Take the Time! 

 

 

The 2018 Academy elections began last week and run through February 15th. If you have not had

a chance to review the candidates, do so here.  

 

On the national ballot, we encourage you to consider fellow FCP members.  Learn more

about the candidates via this flyer which has statements from each national ballot FCP

member candidate - there are 7! 

 

 

Just 15.41% of FCP members have voted!  And only 6% of all members.  We can do better -

last year 33.39% of members voted.  Let's work to hit at least 50%! 

 

Please make a difference and vote.  It's your voice.  

 

 

Submit a recipe for our Sweet Bites Challenge!  

 

A reminder to enter our recipe contest with SPLENDA® Naturals! 

 

Prizes: 

One grand prize winner will a $1,000 VISA gift card  

Four runner ups will receive a $250 Zingerman’s gift card (one winner for each category)  

 

The recipe guidelines are simple: 

-Must use either SPLENDA® Naturals Stevia Sweetener, Tabletop Jar OR SPLENDA® Naturals

Sugar and Stevia Blend.  

-Must use natural or minimally processed ingredients  

-The plate of small bites should deliver a meaningful reduction in calories from added sugar  

-Must generally fit into a healthy lifestyle  
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-Must use 10 ingredients of less  

-Prep time must not exceed 30 minutes  

-Must be an original recipe  

-Any category – appetizer, snack, holiday treat, dessert  

 

Learn more about the contest and watch a short video to start your creative thoughts here.  

 

Download the submission form here.  

 

Recipes are due on or before Friday, February 16th - don't delay!

   Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic

practice group of the Academy of Nutrition and Dietetics.  

 

If you would like to change your email, please make the necessary changes through the

Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  

 

Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  

 

Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 
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17. Re: Post on FB called: Big news: I’m kissing my dietitian license goodbye

From: Patricia Babjak <PBABJAK@eatright.org>

To: DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>,

peark02@outlook.com <peark02@outlook.com>, Lucille Beseler

<lbeseler_fnc@bellsouth.net>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 25, 2018 12:22:32

Subject: Re: Post on FB called: Big news: I’m kissing my dietitian license goodbye

Attachment: image001.png
image002.png
image003.png
image004.png
image005.png
image006.png
image007.png
image008.png

The responses are very interesting . This is when Leah McGrath shines since she gets at the core

of why Cassie is really upset. 

Pat  

 

Patricia M. Babjak 

Chief Executive Officer 

Academy of Nutrition and Dietetics 

120 South Riverside Plaza, Suite 2190  

Chicago, Illinois 60606 

312-899-4856 |  pbabjak@eatright.org |  www.eatright.org
 
On Jan 25, 2018, at 11:18 AM, Patricia Babjak <PBABJAK@eatright.org> wrote:  
 

Doris, Chris and I have discussed Becky’s email. We all agree that a response from you other than

“thank you for your feedback” isn’t fitting since this individual, Cassie, was posting on a personal

Facebook page to which you are not privy. We also are not aware of the circumstances related to

the licensure board investigation. Any comments may be taken out of context and could potentially

pit us against a licensure board investigation and action. The Academy supports public protection

through CDR and licensure and yet Becky seems to sympathize with, if not support, Cassie’s

decision. See Doris’ intel below. 

 

Pat

 

Page 44





image001.png


Mary Beth McCue Dietitian CassieCongrats for
getting througn all you have and arriving at where.
you are at. | completely understand your position,
but i do not understand how your state organization
could legally do what they did. DOt they have to
answer to CDR 2 And hasn't AND and CDR
endorsed the highly esteemed IFNA

(wwnw fnacademy.com/ awesome program) where |
am getting my most recent cert /credential ?How
can the politcs of this field do what they are doing
tous 222 To the health of our culture | We work
hard to learn outside the politcal box - we help
people transform every area of heir ives. We
create our liveiinood !

© 1 January 21 at 3:42pm - Edited

§i Dietitian Cassie Thank you, and neither do
111 From my experience, they are ssparate.
from CDR and they have their own set of
“rules.” (I cannot answer your question
about IFNA, as | am not familiar with it)

© 1 January 22 at 1024am

[y Lori Bryngelson Taylor Dietten Cassie
aslong as you are practicing inside your
scope and are being as evidence-based as
You can - | can't understand why they
would care. Im sorry it has been so
dificutt
January 22 at 8:43pr

i Dietitian Cassie Lori Bryngelson Taylor
‘That's what | thought tool | have been very
confused throughout this whole process,
and | am stll not entirely sure what
diettians are allowed to express, and what
they are not, as those seemed to be
moving goal posts throughout my litigation.
January 23 at1




image002.png


Katelyn Engel Im concerned about your,
disparaging statements about the distefics license
and our board. | agree with many of the points you
make about current nutrition guidelines. However
most of these are not decided by the MN board of
dietetics. The LD credential was created 1o lftup
diettians as the experts in food and nutrtion, and
‘separate us from those who took a few hour oniine
course on nuttition. Be careful that your crtiques of
our licensing board don't discredit our profession
as a whole.

O©5 - January 21 a8

pm

J Dietitian Cassie The sad thing is that each
state's board has the abilty and power to
determine vinat is acceptable, and what is
not. While the LD may separate those who
have gone through years of schooling from
those who have taken a few hours of an
online course in nutrtion, in many cases
(mine included) we are told to teach
outdated information that is not based on
substantiated scientific findings. | hate that
this is the case because the day | eamed
my certfication as a Licensed Dietitian was
one of the most important days of my
career | was SO proud: I studied hard,
followed the rules, and becoming a dietitian
tooka LOT of work.(Inmy class, only 50%
of the students passed their exams and got
an inteship to become 3 disttian. | was
one of them. | don't take this lightl.) But
overall, I've leamed that it not the fime
spent, it the information and approach that
matters the most. | id not seek out to give.
up my license. | was told by the board to
stop teaching my approach — the very one.
that has help thousands of people. | fought
for over 5 years vith the board to be able to
kesp my harg-eamed credentials while il
teaching what | know works for my clients
Sadly, they refused. And while | could have
continued to fight, since that very license
isn't aligned with what | stand for | have.
decided to give it up

©5 - January 22 at 10:2¢am
G5 Rachel Sepulveda What was your
approach?

January 22 at 3:48pm

[ Lori Bryngelson Taylor | don't know ifyou
can do i, but | would love to see any of the
letters they sent you_ | really don't
understand why they would have an issue
with evidence-based practice!

January 22 at 8:50pm



image003.png


‘Sarah Barts In the state of MN, you can't legally
perform nutrition counseling without a license. How.
are you getiing around that?

January 22 at 8:11am

Dietitian Cassie My scope of practice does
not actually require state licensure (and
there are actually many people providing
nutition education who are not LD's)

©3- sanuary 22 at 1022am

‘Sarah Barts Thanks for the reply. 'm just
curious. 'm part of the Diettians for
Professional Integrity and have many of
the same challenges/conces

©2- January 22 at 10:30am
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;'

Kat Ruyle Queston: are you going to et your RON
Iapse as wel atyour 5 year period? Willyou stop
With CEUs and al that? Aren't we all RDIRDN, but
Some sates requre licensure? KS coss, but work
for the VA uhere v dont need LD, federal
Anywiay scary and exhiarating at th same tmell
love your approach and Insta stoies &

© 1 sanuary 22 at 1:14pm

i Diettan Cassie Great questons that
wish | had clar cut answiers tl Each
state’s board hasthe abilty and power to
determine wihat s aceplable, and wnat s
not. Thank you or your words &

©1- sanuary 2
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Maddy Ranshaw | know youve been hurtbut s
ot nice of you to discred dieifans s a whole,
Who are practicing in an updated manner. You have
diettans working for you corect ? Bashing
diettans collctely is nota very respectiul way to
express yourself my dear. You are great bt please
be caretul of your word choice

©7- sanuary 22t o

3pm

§i Dietitian Cassie rm sony ifyou feltike |
am against all detitians — that is certainly
notthe case. As | continue to hire more
diettians to join my team, | am flooded with
applications from thousands of dietitians
that DO teach evidence-based concepts,
and 1 am so happy to see ths.

January 23 at8:12am
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a

Ayla Charissa I'm so sorry for your struggle, may |
ask an honest question? Not trying to argue, but

I curious as to these ‘rules” you mention
diettians are told to follow. What are they exactly?
/s a RD | agree vith practicing what | believe in
and | don'tfeel ke my education put me into this
box you are referring to. I've heard a lot of diettians
‘speaking out against our credentials lately and its
interesting to me because my schooling was 50
much difierent than these experiences. Of course, |
wias taught that it alviays bestto use food first but
also that there are always exceptions and to create.
treatment plans tailored to each indvidual. Maybe
I've graduated more recently? Again, I'm sorry
Youve had this experience.

©11-21ns

Julie Empey This s my experience as well
I asked the same question and am curious
to hear the answer | presume there might
be more to this situation than we are aware
of

O1-1ins

PP Cindy Dallow I've been a dettan for 30
years and have never followed any “rules”.
We aren't taught ‘Tules” or expected to
follow any rules 5o I'm not sure wihere she.
gets that idea. We are taught basic
physiology, biochemistry, food science and
many other science-based classes but are
never presented with rules. Re weight loss,
its sad that Cassie thinks we are only
taught one way to help make that happen
with clients. We are taught what ressarch
has found but also told that research in
ANY nutrtion-related area is ongoing and
not writien i stone. Too bad she sees it
the way she does. Thats ot of hard work
down the drain. One more thing, to blame
your dad's health on “diettian rules” is
absurd and a cop out.

©2-11ns
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Laura Jacob I'm a registered and licensed
diettian. My clients do quite well. Please do not put
statements out there that bring down the
profession.

©2-13nis

§i Dietitian Cassie rm sory that you feel that
way. This s not a statement of putting down
the profession. As | continue to hire more
diettians to join my team, | am flooded with
applications from thousands of dietitians
that DO teach evidence-based concepts,
and | am so happy to see this, butin
general, | am very disappointed in the.
‘governing body for RDs. And to be clear, |
did not *seek out* to give up my license that
| worked S0 hard for. The board came for
me, they told me what | could and could not
say, and | have been fighting for the past 5
% years to keep my license and stil teach
our holistic approach that has helped
thousands of people get their health and lfe
back.Since posting my announcement, |
have come to realize that there s a vast
disparity across our nation in regards to
wihatis taught in the classroom (especially
from when | was in school and foday) as
well as how the bureaucracy works from
state to state. My experience was that | was
told to stop what 'm doing or give up my.
credentials. | chose to give up my
credenials (after ighting for over 5 years)
50 that | can continue to teach what | know
works for my clients because | have their
best interest at heart,

©2-12nrs

P Cindy Dallow Dietfian Cassie Your post is
clearly putting down the profession but you
have the right o do that. | just think its too
bad you felt you had to follow rules. I've
never fel that way and love being a RD. |
don't agree with everything the AND does
but who cares, they provide s of
resources for RDs and awesome
conferences.
10hrs
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Patricia M. Babjak

 

Chief Executive Officer 

 Academy of Nutrition and Dietetics 

 120 S. Riverside Plaza, Suite 2190 

 Chicago, Illinois 60606-6995 

 Phone: 312/899-4856 

 Email: pbabjak@eatright.org 

 

+++++++++++++++++

 

 

From: Doris Acosta  

Sent: Thursday, January 25, 2018 10:34 AM 

 To: Patricia Babjak <PBABJAK@eatright.org> 

 Cc: Chris Reidy <CREIDY@eatright.org>; Jeanne Blankenship <JBlankenship@eatright.org> 

 Subject: Fw: Post on FB called: Big news: I’m kissing my dietitian license goodbye

 

 

Hi Pat, 

The post is getting some traction on Facebook ... 

From: Liz Spittler 

 Sent: Thursday, January 25, 2018 10:17 AM 

 To: Doris Acosta 

 Subject: Fwd: Post on FB called: Big news: I’m kissing my dietitian license goodbye 

 

The Facebook post has 51 shares and 112 comments. Here’s a link to it:

 
https://www.facebook.com/dietitiancassie/photos/a.275140859229761.62863.249290111814836/1
564485620295272/?type=3&theater

 
Dietitian Cassie

 
www.facebook.com

 

I’ve got a big announcement for 2018, one that might come as a shock but totally feels like it’s in

alignment with what I believe and what I stand for. I'M KISSING MY DIETITIAN LICENSE

GOODBYE....

 

 

 

I gather this has more to do with her state’s licensure rules than the Academy, but we are being

pulled in. Some comments you see below are in defense of the Academy/RDNs. There also are
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screenshots at the bottom (one of which calls out being a member of DFPI, who will undoubtedly

latch on to this) that are worth reading in context so I left them together. Finally, there’s a comment

from Leah regarding complaining about Cassie’s ethics:

 

 

 

Alissa Lorchick Good for you! As a dietitian who aligns with reality and science, not what “big

food” wants us to, I commend you! If only the organization would change their position...they

poison our reputation, unfortunately.

 

 

Ellen Shay Wow! Thank you for sharing your story. Wellness is more than nutrition. Big

Government can be problematic! I also hate the influence of big food industries. Consumers have

the right to clear and fair health advice, not big food/pharm backed government guidelines.

Wellness is more than nutrition. I am going to keep following you! Good luck and I love your

confidence!

 

 

Megan Barriger This is why as a fellow registered dietitian I do not belong to AND and will never

attend FNCE. Keep up your great work helping people meet their goals. <image001.png>

 

 

 

Krystal Scott This is the exact reason why I was hesitant to apply to an internship. I graduated

top of my class in dietetics but decided to go for masters in occupational therapy instead. I started

following you a couple years ago because your values and insight aligned with what I've learned

and believe as far as nutrition goes. I'm still super passionate about nutrition but Seeing your post

only makes me glad I didn't waste my time or money on an internship, going further in my

education for something I didn't agree with.

 

 

 
Dietitian Cassie That's a fair question! But, no. My scope of practice does not actually require
state licensure (and there are actually many people providing nutrition education who are not
LD’s.)

 

 

Andrew Hindmarch Good for you. 100% agree with your stance. It's not just USA though, it's also

UK, Australia, New Zealand, Canada... the list goes on.

 

 

Andrew Hindmarch Would this be the same Minnesota Board of Dietetics and Nutrition that says

you have to follow the guidelines of the Academy of Nutrition and Dietietics? I think the only
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surprise is that you stayed with them this long! https://nutritionfacts.org/.../academy-of-nutrition-

and.../

 

 

Carol Ann McGlynn Well done &congratulations. The world needs more people like you who are

not afraid to stand up for their values and what's best for people especially when these values fly

in the face of the global big food companies who act in the best interests of their shareholders

whilst pushing their heavily processed foods. Here's to breaking more rules!

 

 

Leslie Powell Schilling Lots of RDs feel this way - AND doesn't represent all of us... I agree it's

pretty embarrassing.

 

 
Dietitian Cassie Overall, they did not think I should be talking about thyroid, hormones,
supplements… or really anything other than just food. Problem is, you can’t get results unless you
look at the whole picture of health. That’s how we get the results we have.  
 Overall, I have been very confused throughout this whole process, and I am still not entirely sure
what dietitians are allowed to express, and what they are not, as those seemed to be moving goal
posts throughout this litigation process.

 

 

 

Leah McGrath @Meg - translation.... many people complained about her ethics and the things

she promoted. .... I know I did. e.g raw milk

 

 

Stephanie Scott Good for you Cassie, I'm so sorry to hear about how you were treated by AND.

As a fellow RD seeing clients reap the benefits of ancestral nutrition I share so much of your

frustration. I also remain confused about how the RD's running the Integrative and Functional

Nutrition Academy are not also under fire. (I believe one or both of the founders is on the AND

board? Could be mistaken...). Either way there are obviously a lot of fellow RD's and fans who are

supporting your decision and I applaud you for remaining true to yourself in the face of so much

controversy. I believe we will continue to see a paradigm shift in health care and those leading the

revolution will receive the recognition they deserve in time. You're fighting a good fight.

 

 

Jennifer Scheinman Beautifully written and as a fellow RD I can certainly relate to much of what

you said. I struggle each year that Academy dues are due as I hate putting money in Big Food's

pocket. I know so many RD's who feel similarly...how do we unite to effect positive change and

bridge the divide that runs within the profession?
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Marlene Hillyer First off, I’m also completely appalled by the influence of big food on our

profession. It’s embarrassing and seriously needs addressing which you’re helping it to get, so

thank you! But it’s the licensing board of your RD credential, not your LD, that accepts money and

is heavily influenced by big food companies like Pepsi, McDonalds, Nestle, etc. Giving up your LD

doesn’t make a stand against your moral objection to the Academy of Nutrition and Dietetics. If

that’s the reason you’re doing it, why then are you keeping your RD???
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++++++++++++++++++++++++++++++++++ 

  

-----Original Message----- 

 From: Becky Dorner [mailto:becky@beckydorner.com]  

Sent: Thursday, January 25, 2018 7:15 AM 

 To: Patricia Babjak <PBABJAK@eatright.org>; DMartin@Burke.k12.ga.us; peark02@outlook.com

; Lucille Beseler <lbeseler_fnc@bellsouth.net> 

 Subject: Post on FB called: Big news: I’m kissing my dietitian license goodbye
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Hope all is well with you! First, thank you for all you do to lead our profession. It can be

challenging, especially when people don’t keep up with current information and make their own

interpretations without having all the background details. I Wanted you to be aware of this. It is

being shared on groups in FB. This was posted on Dietitians in virtual practice:

 

 

Some of you may have seen this announcement by Dietitian Cassie and I think her situation points

to the potential of some big shifts and may be a foreshadowing of a growing divide in our

profession over the next 5-10 years as the landscape of both telehealth and functional nutrition

continues to grow and expand. 

 

So here is my question to this group - 

 

If you were running a thriving virtual practice and felt solid in your ethics in the information and

services your were providing and you were challenged by your state or even CDR to change your

business,  would you be willing to drop your license on either state or even national level? 

 

Knowing that if you bent to their decision that it would either 

 

A. cost you your business or B- significantly impact your income and way of life. 

 

And go! 

 

P.S. - Let's NOT turn this conversation into a discussion about Cassie and her practice as she is

not in this group and we do not know the full story.

 

 

From Dietitian Cassie:

 

 

I’ve got a big announcement for 2018, one that might come as a shock but totally feels like it’s in

alignment with what I believe and what I stand for.

 

 

I'M KISSING MY DIETITIAN LICENSE GOODBYE.

 

 

Here’s the full story:
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The day I earned my certification as a Licensed Dietitian was one of the most important days of

my career. I was SO proud: I’d studied hard, followed the rules, and earned the esteemed "L.D."

Becoming a dietitian took a lot of work. In my class, only 50% of the students passed their exams

and got an internship to become a dietitian. I was one of them. 

 

Which is why today is so important: I’ve made the decision to kiss that license goodbye. 

 

Why? I’ll tell you. 

 

I've shared for a while how I learned the hard way that the old "rules" about food and weight

loss—the very ones I was trained on as a dietitian—don’t work. They’re the rules that caused me

to gain 20+ pounds in dietitian school. Those rules also did nothing to protect my father, who I

thought was the picture of health, from emergency heart surgery. They’ve led our country to

become the sickest and most overweight we’ve ever been. And those rules have been the source

of so much pain for my clients, who come to me after being frustrated beyond measure that they

can’t lose weight, despite following every food and weight loss rule to a T.

 

 

Since hanging my shingle as a dietitian, my team and I have helped thousands of people lose

weight and keep it off. The results speak for themselves, and each year my business grows by at

least 30%.

 

 

Here’s the thing though…

 

 

The approaches that have worked for all of these people fly in the face of traditional dietitian

training. Yup—it’s only when we bucked those outdated rules that their weight fell off, and their

lives changed. 

 

But, the Minnesota Board of Dietetics and Nutrition didn’t like this. At all. 

 

The board said that they don’t agree with the principles and approach that I use. They don’t think I

should be talking about thyroid, hormones, supplements… or really anything other than food.

Problem is, you can’t get results unless you look at the whole picture of health. That’s why we do

it—and how we get the results we have. 

 

So here’s what happened:

 

 

The results I got for clients, in the end, didn’t matter. They wanted me to stick to "the rules." And

so I had a choice: I could change how and what I teach, or I could relinquish my license. 
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Now, this didn’t happen overnight. I fought this battle with the board for a while—five long years, to

be exact. We’re talking lawyers (and lawyer fees), court dates, mediation, negotiation,

interrogation… for five years! I fought because I’ve built my brand on the authority that I believed

my dietitian license gave me. I worked hard for those credentials, and for a while I wanted to keep

them. 

 

But in this process, I did some soul searching. I asked myself if I was going to keep fighting, or

simply let it go. The choice became clear. I’ve chosen the latter. Because in those still, quiet

moments, when I thought of surrendering this license, I experienced a newfound sense of peace

and lightness that warmed my heart and made me feel faithful, connected and authentic. This is

where I want to live and everything I do, and every decision that I make, I want to flow from this

space. The choice suddenly didn’t even feel like a choice, but more of a welcomed step toward

transcendence, and opening up to newer, greater opportunities. 

 

Even though this was not an easy decision (I call myself "Dietitian Cassie" for crying out loud!), in

the end, I had to ask myself, if that license stands for all of the things I don’t agree with, why would

I hang onto it? It’s not aligned with what I believe or how I run my business. It’s not aligned with

what I know works. 

 

When I told the board what I decided, they were shocked. They couldn’t believe I would give up

the credentials. They expected a longer battle. Nope. 

 

I’ve always held myself to the highest standards of service and care, and I wouldn’t want you to

settle for anything less. 

 

So here are the main reasons I’ve relinquished my license, and what I’ve learned in the process,

since there are things you can take away from my experience as you search for answers in your

own journey, too:

 

 

*REASON #1: I’d rather get results than follow rules.*

 

 

You know me—I hate rules for their own sake. Makes no sense to me. I believe more in results

than in what someone is paid to believe, and while I certainly wouldn’t be the professional I am

without my education (since it essentially taught me what not to do), what this license represents

doesn’t jive with what I believe and have seen to be true.

 

 

Sure, it’s impressive to have letters after your name, I get it—but if losing those little letters means

that I’m able to provide the support, insight, and advice I know works—without being at war with
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an organization and dragged into court by my peers—so be it. 

 

*REASON #2: I want to be free from any advice or education that’s brought to you by Big Food

influence. *

 

 

Imagine your doctor’s license to practice medicine was paid for by McDonald’s. Would you be

surprised if you got a prescription for a Big Mac? And yet that is exactly what is happening in the

world of nutrition. When I attended my first dietitian conference, I was shocked to see an entire

tent set up by Pepsi, who was sponsoring a calorie-counting campaign. 

 

I’m sorry, what? 

 

It’s true. As I’ve said many times before, the food industry does not have our best interests at

heart. We know this. They’re profit, not people, centered. 

 

One thing that doesn’t work in weight loss? Calorie counting. But have you ever wondered why

this myth persists? Because if we treat all calories as created equal, then it doesn’t actually matter

what you eat—and that means you can pretend you’re giving good, sound advice...while taking

sponsorship dollars from companies whose products you can "safely" consume as long as it

comes under your caloric limit (looking at you, Diet Pepsi). 

 

If we all recognize that the type of calorie, and not the sheer number, mattered, then no one could

possibly say that this snack or that soda "fits" into a healthy diet. And there goes that stream of

income. Calorie blindness happens for a reason: Because it keeps some organizations in

business. 

 

Likewise, much of the education for nutritionists and dietitians is similarly flawed. 

 

To this day, the very board that certifies dietitians is sponsored by Splenda, the Dairy Council,

sugar producers, a milk company and more. Dietitians need to complete 75 hours of continuing

education units (CEUs) every five years in order to maintain their credentials, and companies like

Coca-Cola, General Mills, and McDonald’s offer continuing education courses that are approved

by the board! Nonsense.

 

 

*REASON #3: I believe a certification is only worth keeping if it’s aligned with your values.*

 

 

Quite frankly, I’m relieved to finally get this weight off my shoulders. And the truth is I won't miss

that license because I never really felt aligned with it to begin with. The rules behind it attempted to

put me in the very box I’ve been telling you to break free from. I couldn’t do it anymore. 
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And, just sharing this with you, letting this go, and beginning a new chapter is incredibly freeing. I

feel more connected to myself, my heart and my calling than I ever have. The weight that’s been

lifted now allows me to put 100% of my time, focus, and energy into the practice that has proven

results, rather than fighting the system that does not. It feels so good and SO right.

 

 

So, how does this affect you? 

 

Honestly, it doesn’t. 

 

Apart from adjusting to the fact that I’ll be changing the name (to my actual name!) and updating

my social media handles and the website, this will not affect you. 

 

I still hold my credentials with the national Commission on Dietetic Registration (CDR). However, I

have made the decision to let go of my state license with the Minnesota Board of Dietetics and

Nutrition. 

 

And, frankly, this is really more a matter of branding for me; nothing will change in the way I

provide insight and support to you. None of our programs will change. Everything stays the same,

except for some exciting new branding changes that you’ll see happening moving forward. My

proven methodology remains what it is—rooted in science that has been proven time and again to

be transformational and super effective at helping thousands of people lose weight and keep it off. 

 

The reason I even felt compelled to tell you is because it was a big decision and one you should

know about since you’ve a loyal follower of mine!

 

 

I’m always telling you to question the old rules and to break any of them that don’t serve you.

Rules for rules’ sake are a waste of time. I’ve asked you to take risks and a leap of faith and

abandon old rules, old habits, old ways of doing, even when they were more comfy than effective

(read: not effective at all!). 

 

The way I see it, if I’m going to ask you to take that leap of faith, then I need to take one, too. I

need to break with the rules that no longer serve me—along with the ruling bodies that never

served me or you to begin with. 

 

So, today marks the beginning of a new, exciting era! I appreciate you for growing with me up to

this point, and am so excited to have you with me as we continue our growth together and take

everything to the next level. While change can be hard, it can also be really, really good.
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Here’s to starting 2018 fresh and free. And thanks, as always, for being so receptive, open, and

brave. 

 

Let’s go break some more rules while we’re at it! 

 

xo Cassie

 

 

Warmest regards,

 

 

Becky

 

 

Becky Dorner, RDN, LD, FAND

 

President, Becky Dorner &Associates, Inc.

 

Alumni, National Pressure Ulcer Advisory Panel www.beckydorner.com 

Page 54



18. Re: Post on FB called: Big news: I’m kissing my dietitian license goodbye

From: Patricia Babjak <PBABJAK@eatright.org>

To: Becky Dorner <becky@beckydorner.com>

Cc: DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>,

peark02@outlook.com <peark02@outlook.com>, Lucille Beseler

<lbeseler_fnc@bellsouth.net>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 25, 2018 12:19:46

Subject: Re: Post on FB called: Big news: I’m kissing my dietitian license goodbye

Attachment:

Thank you for sharing, Becky. We have read through the posts and the variety of pro and con

responses are interesting. Leah McGrath's posting about what the licensure board was in fact

investigating sheds some light on Cassie's decision.  

Pat  

 

Patricia M. Babjak 

Chief Executive Officer 

Academy of Nutrition and Dietetics 

120 South Riverside Plaza, Suite 2190  

Chicago, Illinois 60606 

312-899-4856 |  pbabjak@eatright.org |  www.eatright.org
 
On Jan 25, 2018, at 7:15 AM, Becky Dorner <becky@beckydorner.com> wrote:  
 

Hope all is well with you! First, thank you for all you do to lead our profession. It can be

challenging, especially when people don’t keep up with current information and make their own

interpretations without having all the background details. I Wanted you to be aware of this. It is

being shared on groups in FB. This was posted on Dietitians in virtual practice:  

 

Some of you may have seen this announcement by Dietitian Cassie and I think her situation points

to the potential of some big shifts and may be a foreshadowing of a growing divide in our

profession over the next 5-10 years as the landscape of both telehealth and functional nutrition

continues to grow and expand.  

 

So here is my question to this group -  

 

If you were running a thriving virtual practice and felt solid in your ethics in the information and

services your were providing and you were challenged by your state or even CDR to change your

business,  would you be willing to drop your license on either state or even national level?  
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Knowing that if you bent to their decision that it would either  

 

A. cost you your business or B- significantly impact your income and way of life.  

 

And go!  

 

P.S. - Let's NOT turn this conversation into a discussion about Cassie and her practice as she is

not in this group and we do not know the full story.  

 

From Dietitian Cassie:  

 

I’ve got a big announcement for 2018, one that might come as a shock but totally feels like it’s in

alignment with what I believe and what I stand for.  

 

I'M KISSING MY DIETITIAN LICENSE GOODBYE.  

 

Here’s the full story:  

 

The day I earned my certification as a Licensed Dietitian was one of the most important days of

my career. I was SO proud: I’d studied hard, followed the rules, and earned the esteemed "L.D."

Becoming a dietitian took a lot of work. In my class, only 50% of the students passed their exams

and got an internship to become a dietitian. I was one of them.  

 

Which is why today is so important: I’ve made the decision to kiss that license goodbye.  

 

Why? I’ll tell you.  

 

I've shared for a while how I learned the hard way that the old "rules" about food and weight

loss—the very ones I was trained on as a dietitian—don’t work. They’re the rules that caused me

to gain 20+ pounds in dietitian school. Those rules also did nothing to protect my father, who I

thought was the picture of health, from emergency heart surgery. They’ve led our country to

become the sickest and most overweight we’ve ever been. And those rules have been the source

of so much pain for my clients, who come to me after being frustrated beyond measure that they

can’t lose weight, despite following every food and weight loss rule to a T.  

 

Since hanging my shingle as a dietitian, my team and I have helped thousands of people lose

weight and keep it off. The results speak for themselves, and each year my business grows by at

least 30%.  

 

Here’s the thing though…  

 

The approaches that have worked for all of these people fly in the face of traditional dietitian
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training. Yup—it’s only when we bucked those outdated rules that their weight fell off, and their

lives changed.  

 

But, the Minnesota Board of Dietetics and Nutrition didn’t like this. At all.  

 

The board said that they don’t agree with the principles and approach that I use. They don’t think I

should be talking about thyroid, hormones, supplements… or really anything other than food.

Problem is, you can’t get results unless you look at the whole picture of health. That’s why we do

it—and how we get the results we have.  

 

So here’s what happened:  

 

The results I got for clients, in the end, didn’t matter. They wanted me to stick to "the rules." And

so I had a choice: I could change how and what I teach, or I could relinquish my license.  

 

Now, this didn’t happen overnight. I fought this battle with the board for a while—five long years, to

be exact. We’re talking lawyers (and lawyer fees), court dates, mediation, negotiation,

interrogation… for five years! I fought because I’ve built my brand on the authority that I believed

my dietitian license gave me. I worked hard for those credentials, and for a while I wanted to keep

them.  

 

But in this process, I did some soul searching. I asked myself if I was going to keep fighting, or

simply let it go. The choice became clear. I’ve chosen the latter. Because in those still, quiet

moments, when I thought of surrendering this license, I experienced a newfound sense of peace

and lightness that warmed my heart and made me feel faithful, connected and authentic. This is

where I want to live and everything I do, and every decision that I make, I want to flow from this

space. The choice suddenly didn’t even feel like a choice, but more of a welcomed step toward

transcendence, and opening up to newer, greater opportunities.  

 

Even though this was not an easy decision (I call myself "Dietitian Cassie" for crying out loud!), in

the end, I had to ask myself, if that license stands for all of the things I don’t agree with, why would

I hang onto it? It’s not aligned with what I believe or how I run my business. It’s not aligned with

what I know works.  

 

When I told the board what I decided, they were shocked. They couldn’t believe I would give up

the credentials. They expected a longer battle. Nope.  

 

I’ve always held myself to the highest standards of service and care, and I wouldn’t want you to

settle for anything less.  

 

So here are the main reasons I’ve relinquished my license, and what I’ve learned in the process,

since there are things you can take away from my experience as you search for answers in your
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own journey, too:  

 

*REASON #1: I’d rather get results than follow rules.*  

 

You know me—I hate rules for their own sake. Makes no sense to me. I believe more in results

than in what someone is paid to believe, and while I certainly wouldn’t be the professional I am

without my education (since it essentially taught me what not to do), what this license represents

doesn’t jive with what I believe and have seen to be true.  

 

Sure, it’s impressive to have letters after your name, I get it—but if losing those little letters means

that I’m able to provide the support, insight, and advice I know works—without being at war with

an organization and dragged into court by my peers—so be it.  

 

*REASON #2: I want to be free from any advice or education that’s brought to you by Big Food

influence. *  

 

Imagine your doctor’s license to practice medicine was paid for by McDonald’s. Would you be

surprised if you got a prescription for a Big Mac? And yet that is exactly what is happening in the

world of nutrition. When I attended my first dietitian conference, I was shocked to see an entire

tent set up by Pepsi, who was sponsoring a calorie-counting campaign.  

 

I’m sorry, what?  

 

It’s true. As I’ve said many times before, the food industry does not have our best interests at

heart. We know this. They’re profit, not people, centered.  

 

One thing that doesn’t work in weight loss? Calorie counting. But have you ever wondered why

this myth persists? Because if we treat all calories as created equal, then it doesn’t actually matter

what you eat—and that means you can pretend you’re giving good, sound advice...while taking

sponsorship dollars from companies whose products you can "safely" consume as long as it

comes under your caloric limit (looking at you, Diet Pepsi).  

 

If we all recognize that the type of calorie, and not the sheer number, mattered, then no one could

possibly say that this snack or that soda "fits" into a healthy diet. And there goes that stream of

income. Calorie blindness happens for a reason: Because it keeps some organizations in

business.  

 

Likewise, much of the education for nutritionists and dietitians is similarly flawed.  

 

To this day, the very board that certifies dietitians is sponsored by Splenda, the Dairy Council,

sugar producers, a milk company and more. Dietitians need to complete 75 hours of continuing

education units (CEUs) every five years in order to maintain their credentials, and companies like
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Coca-Cola, General Mills, and McDonald’s offer continuing education courses that are approved

by the board! Nonsense.  

 

*REASON #3: I believe a certification is only worth keeping if it’s aligned with your values.*  

 

Quite frankly, I’m relieved to finally get this weight off my shoulders. And the truth is I won't miss

that license because I never really felt aligned with it to begin with. The rules behind it attempted to

put me in the very box I’ve been telling you to break free from. I couldn’t do it anymore.  

 

And, just sharing this with you, letting this go, and beginning a new chapter is incredibly freeing. I

feel more connected to myself, my heart and my calling than I ever have. The weight that’s been

lifted now allows me to put 100% of my time, focus, and energy into the practice that has proven

results, rather than fighting the system that does not. It feels so good and SO right.  

 

So, how does this affect you?  

 

Honestly, it doesn’t.  

 

Apart from adjusting to the fact that I’ll be changing the name (to my actual name!) and updating

my social media handles and the website, this will not affect you.  

 

I still hold my credentials with the national Commission on Dietetic Registration (CDR). However, I

have made the decision to let go of my state license with the Minnesota Board of Dietetics and

Nutrition.  

 

And, frankly, this is really more a matter of branding for me; nothing will change in the way I

provide insight and support to you. None of our programs will change. Everything stays the same,

except for some exciting new branding changes that you’ll see happening moving forward. My

proven methodology remains what it is—rooted in science that has been proven time and again to

be transformational and super effective at helping thousands of people lose weight and keep it off.  

 

The reason I even felt compelled to tell you is because it was a big decision and one you should

know about since you’ve a loyal follower of mine!  

 

I’m always telling you to question the old rules and to break any of them that don’t serve you.

Rules for rules’ sake are a waste of time. I’ve asked you to take risks and a leap of faith and

abandon old rules, old habits, old ways of doing, even when they were more comfy than effective

(read: not effective at all!).  

 

The way I see it, if I’m going to ask you to take that leap of faith, then I need to take one, too. I

need to break with the rules that no longer serve me—along with the ruling bodies that never

served me or you to begin with.  
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So, today marks the beginning of a new, exciting era! I appreciate you for growing with me up to

this point, and am so excited to have you with me as we continue our growth together and take

everything to the next level. While change can be hard, it can also be really, really good.  

 

Here’s to starting 2018 fresh and free. And thanks, as always, for being so receptive, open, and

brave.  

 

Let’s go break some more rules while we’re at it!  

 

xo Cassie  

 

Warmest regards,  

 

Becky  

 

Becky Dorner, RDN, LD, FAND  

President, Becky Dorner &Associates, Inc.  

Alumni, National Pressure Ulcer Advisory Panel  

www.beckydorner.com 
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19. RE: Post on FB called: Big news: I’m kissing my dietitian license goodbye

From: Patricia Babjak <PBABJAK@eatright.org>

To: DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>,

peark02@outlook.com <peark02@outlook.com>, Lucille Beseler

<lbeseler_fnc@bellsouth.net>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 25, 2018 12:19:38

Subject: RE: Post on FB called: Big news: I’m kissing my dietitian license goodbye

Attachment: image001.png
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image008.png

Doris, Chris and I have discussed Becky’s email. We all agree that a response from you other than

“thank you for your feedback” isn’t fitting since this individual, Cassie, was posting on a personal

Facebook page to which you are not privy. We also are not aware of the circumstances related to

the licensure board investigation. Any comments may be taken out of context and could potentially

pit us against a licensure board investigation and action. The Academy supports public protection

through CDR and licensure and yet Becky seems to sympathize with, if not support, Cassie’s

decision. See Doris’ intel below. 

 

Pat

 

Patricia M. Babjak

 

Chief Executive Officer 

 Academy of Nutrition and Dietetics 

 120 S. Riverside Plaza, Suite 2190 

 Chicago, Illinois 60606-6995 

 Phone: 312/899-4856 

 Email: pbabjak@eatright.org 

 

+++++++++++++++++

 

 

From: Doris Acosta  

Sent: Thursday, January 25, 2018 10:34 AM 
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i Dietitian Cassie Lori Bryngelson Taylor
‘That's what | thought tool | have been very
confused throughout this whole process,
and | am stll not entirely sure what
diettians are allowed to express, and what
they are not, as those seemed to be
moving goal posts throughout my litigation.
January 23 at1
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Katelyn Engel Im concerned about your,
disparaging statements about the distefics license
and our board. | agree with many of the points you
make about current nutrition guidelines. However
most of these are not decided by the MN board of
dietetics. The LD credential was created 1o lftup
diettians as the experts in food and nutrtion, and
‘separate us from those who took a few hour oniine
course on nuttition. Be careful that your crtiques of
our licensing board don't discredit our profession
as a whole.

O©5 - January 21 a8

pm

J Dietitian Cassie The sad thing is that each
state's board has the abilty and power to
determine vinat is acceptable, and what is
not. While the LD may separate those who
have gone through years of schooling from
those who have taken a few hours of an
online course in nutrtion, in many cases
(mine included) we are told to teach
outdated information that is not based on
substantiated scientific findings. | hate that
this is the case because the day | eamed
my certfication as a Licensed Dietitian was
one of the most important days of my
career | was SO proud: I studied hard,
followed the rules, and becoming a dietitian
tooka LOT of work.(Inmy class, only 50%
of the students passed their exams and got
an inteship to become 3 disttian. | was
one of them. | don't take this lightl.) But
overall, I've leamed that it not the fime
spent, it the information and approach that
matters the most. | id not seek out to give.
up my license. | was told by the board to
stop teaching my approach — the very one.
that has help thousands of people. | fought
for over 5 years vith the board to be able to
kesp my harg-eamed credentials while il
teaching what | know works for my clients
Sadly, they refused. And while | could have
continued to fight, since that very license
isn't aligned with what | stand for | have.
decided to give it up

©5 - January 22 at 10:2¢am
G5 Rachel Sepulveda What was your
approach?

January 22 at 3:48pm

[ Lori Bryngelson Taylor | don't know ifyou
can do i, but | would love to see any of the
letters they sent you_ | really don't
understand why they would have an issue
with evidence-based practice!

January 22 at 8:50pm
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‘Sarah Barts In the state of MN, you can't legally
perform nutrition counseling without a license. How.
are you getiing around that?

January 22 at 8:11am

Dietitian Cassie My scope of practice does
not actually require state licensure (and
there are actually many people providing
nutition education who are not LD's)

©3- sanuary 22 at 1022am

‘Sarah Barts Thanks for the reply. 'm just
curious. 'm part of the Diettians for
Professional Integrity and have many of
the same challenges/conces

©2- January 22 at 10:30am
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Kat Ruyle Queston: are you going to et your RON
Iapse as wel atyour 5 year period? Willyou stop
With CEUs and al that? Aren't we all RDIRDN, but
Some sates requre licensure? KS coss, but work
for the VA uhere v dont need LD, federal
Anywiay scary and exhiarating at th same tmell
love your approach and Insta stoies &

© 1 sanuary 22 at 1:14pm

i Diettan Cassie Great questons that
wish | had clar cut answiers tl Each
state’s board hasthe abilty and power to
determine wihat s aceplable, and wnat s
not. Thank you or your words &

©1- sanuary 2
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Maddy Ranshaw | know youve been hurtbut s
ot nice of you to discred dieifans s a whole,
Who are practicing in an updated manner. You have
diettans working for you corect ? Bashing
diettans collctely is nota very respectiul way to
express yourself my dear. You are great bt please
be caretul of your word choice

©7- sanuary 22t o

3pm

§i Dietitian Cassie rm sony ifyou feltike |
am against all detitians — that is certainly
notthe case. As | continue to hire more
diettians to join my team, | am flooded with
applications from thousands of dietitians
that DO teach evidence-based concepts,
and 1 am so happy to see ths.

January 23 at8:12am
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a

Ayla Charissa I'm so sorry for your struggle, may |
ask an honest question? Not trying to argue, but

I curious as to these ‘rules” you mention
diettians are told to follow. What are they exactly?
/s a RD | agree vith practicing what | believe in
and | don'tfeel ke my education put me into this
box you are referring to. I've heard a lot of diettians
‘speaking out against our credentials lately and its
interesting to me because my schooling was 50
much difierent than these experiences. Of course, |
wias taught that it alviays bestto use food first but
also that there are always exceptions and to create.
treatment plans tailored to each indvidual. Maybe
I've graduated more recently? Again, I'm sorry
Youve had this experience.

©11-21ns

Julie Empey This s my experience as well
I asked the same question and am curious
to hear the answer | presume there might
be more to this situation than we are aware
of

O1-1ins

PP Cindy Dallow I've been a dettan for 30
years and have never followed any “rules”.
We aren't taught ‘Tules” or expected to
follow any rules 5o I'm not sure wihere she.
gets that idea. We are taught basic
physiology, biochemistry, food science and
many other science-based classes but are
never presented with rules. Re weight loss,
its sad that Cassie thinks we are only
taught one way to help make that happen
with clients. We are taught what ressarch
has found but also told that research in
ANY nutrtion-related area is ongoing and
not writien i stone. Too bad she sees it
the way she does. Thats ot of hard work
down the drain. One more thing, to blame
your dad's health on “diettian rules” is
absurd and a cop out.

©2-11ns
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Laura Jacob I'm a registered and licensed
diettian. My clients do quite well. Please do not put
statements out there that bring down the
profession.

©2-13nis

§i Dietitian Cassie rm sory that you feel that
way. This s not a statement of putting down
the profession. As | continue to hire more
diettians to join my team, | am flooded with
applications from thousands of dietitians
that DO teach evidence-based concepts,
and | am so happy to see this, butin
general, | am very disappointed in the.
‘governing body for RDs. And to be clear, |
did not *seek out* to give up my license that
| worked S0 hard for. The board came for
me, they told me what | could and could not
say, and | have been fighting for the past 5
% years to keep my license and stil teach
our holistic approach that has helped
thousands of people get their health and lfe
back.Since posting my announcement, |
have come to realize that there s a vast
disparity across our nation in regards to
wihatis taught in the classroom (especially
from when | was in school and foday) as
well as how the bureaucracy works from
state to state. My experience was that | was
told to stop what 'm doing or give up my.
credentials. | chose to give up my
credenials (after ighting for over 5 years)
50 that | can continue to teach what | know
works for my clients because | have their
best interest at heart,

©2-12nrs

P Cindy Dallow Dietfian Cassie Your post is
clearly putting down the profession but you
have the right o do that. | just think its too
bad you felt you had to follow rules. I've
never fel that way and love being a RD. |
don't agree with everything the AND does
but who cares, they provide s of
resources for RDs and awesome
conferences.
10hrs
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 To: Patricia Babjak <PBABJAK@eatright.org> 

 Cc: Chris Reidy <CREIDY@eatright.org>; Jeanne Blankenship <JBlankenship@eatright.org> 

 Subject: Fw: Post on FB called: Big news: I’m kissing my dietitian license goodbye

 

 

Hi Pat, 

The post is getting some traction on Facebook ... 

From: Liz Spittler 

 Sent: Thursday, January 25, 2018 10:17 AM 

 To: Doris Acosta 

 Subject: Fwd: Post on FB called: Big news: I’m kissing my dietitian license goodbye 

 

The Facebook post has 51 shares and 112 comments. Here’s a link to it:

 
https://www.facebook.com/dietitiancassie/photos/a.275140859229761.62863.249290111814836/1
564485620295272/?type=3&theater

 
Dietitian Cassie

 
www.facebook.com

 

I’ve got a big announcement for 2018, one that might come as a shock but totally feels like it’s in

alignment with what I believe and what I stand for. I'M KISSING MY DIETITIAN LICENSE

GOODBYE....

 

 

 

I gather this has more to do with her state’s licensure rules than the Academy, but we are being

pulled in. Some comments you see below are in defense of the Academy/RDNs. There also are

screenshots at the bottom (one of which calls out being a member of DFPI, who will undoubtedly

latch on to this) that are worth reading in context so I left them together. Finally, there’s a comment

from Leah regarding complaining about Cassie’s ethics:

 

 

 

Alissa Lorchick Good for you! As a dietitian who aligns with reality and science, not what “big

food” wants us to, I commend you! If only the organization would change their position...they

poison our reputation, unfortunately.

 

 

Ellen Shay Wow! Thank you for sharing your story. Wellness is more than nutrition. Big

Government can be problematic! I also hate the influence of big food industries. Consumers have

the right to clear and fair health advice, not big food/pharm backed government guidelines.
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Wellness is more than nutrition. I am going to keep following you! Good luck and I love your

confidence!

 

 

Megan Barriger This is why as a fellow registered dietitian I do not belong to AND and will never

attend FNCE. Keep up your great work helping people meet their goals. 

 

 

 

Krystal Scott This is the exact reason why I was hesitant to apply to an internship. I graduated

top of my class in dietetics but decided to go for masters in occupational therapy instead. I started

following you a couple years ago because your values and insight aligned with what I've learned

and believe as far as nutrition goes. I'm still super passionate about nutrition but Seeing your post

only makes me glad I didn't waste my time or money on an internship, going further in my

education for something I didn't agree with.

 

 

 
Dietitian Cassie That's a fair question! But, no. My scope of practice does not actually require
state licensure (and there are actually many people providing nutrition education who are not
LD’s.)

 

 

Andrew Hindmarch Good for you. 100% agree with your stance. It's not just USA though, it's also

UK, Australia, New Zealand, Canada... the list goes on.

 

 

Andrew Hindmarch Would this be the same Minnesota Board of Dietetics and Nutrition that says

you have to follow the guidelines of the Academy of Nutrition and Dietietics? I think the only

surprise is that you stayed with them this long! https://nutritionfacts.org/.../academy-of-nutrition-

and.../

 

 

Carol Ann McGlynn Well done &congratulations. The world needs more people like you who are

not afraid to stand up for their values and what's best for people especially when these values fly

in the face of the global big food companies who act in the best interests of their shareholders

whilst pushing their heavily processed foods. Here's to breaking more rules!

 

 

Leslie Powell Schilling Lots of RDs feel this way - AND doesn't represent all of us... I agree it's

pretty embarrassing.
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Dietitian Cassie Overall, they did not think I should be talking about thyroid, hormones,
supplements… or really anything other than just food. Problem is, you can’t get results unless you
look at the whole picture of health. That’s how we get the results we have.  
 Overall, I have been very confused throughout this whole process, and I am still not entirely sure
what dietitians are allowed to express, and what they are not, as those seemed to be moving goal
posts throughout this litigation process.

 

 

 

Leah McGrath @Meg - translation.... many people complained about her ethics and the things

she promoted. .... I know I did. e.g raw milk

 

 

Stephanie Scott Good for you Cassie, I'm so sorry to hear about how you were treated by AND.

As a fellow RD seeing clients reap the benefits of ancestral nutrition I share so much of your

frustration. I also remain confused about how the RD's running the Integrative and Functional

Nutrition Academy are not also under fire. (I believe one or both of the founders is on the AND

board? Could be mistaken...). Either way there are obviously a lot of fellow RD's and fans who are

supporting your decision and I applaud you for remaining true to yourself in the face of so much

controversy. I believe we will continue to see a paradigm shift in health care and those leading the

revolution will receive the recognition they deserve in time. You're fighting a good fight.

 

 

Jennifer Scheinman Beautifully written and as a fellow RD I can certainly relate to much of what

you said. I struggle each year that Academy dues are due as I hate putting money in Big Food's

pocket. I know so many RD's who feel similarly...how do we unite to effect positive change and

bridge the divide that runs within the profession?

 

 

Marlene Hillyer First off, I’m also completely appalled by the influence of big food on our

profession. It’s embarrassing and seriously needs addressing which you’re helping it to get, so

thank you! But it’s the licensing board of your RD credential, not your LD, that accepts money and

is heavily influenced by big food companies like Pepsi, McDonalds, Nestle, etc. Giving up your LD

doesn’t make a stand against your moral objection to the Academy of Nutrition and Dietetics. If

that’s the reason you’re doing it, why then are you keeping your RD???
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++++++++++++++++++++++++++++++++++ 

  

-----Original Message----- 

 From: Becky Dorner [mailto:becky@beckydorner.com]  

Sent: Thursday, January 25, 2018 7:15 AM 

 To: Patricia Babjak <PBABJAK@eatright.org>; DMartin@Burke.k12.ga.us;

peark02@outlook.com; Lucille Beseler <lbeseler_fnc@bellsouth.net> 

 Subject: Post on FB called: Big news: I’m kissing my dietitian license goodbye

 

 

Hope all is well with you! First, thank you for all you do to lead our profession. It can be

challenging, especially when people don’t keep up with current information and make their own

interpretations without having all the background details. I Wanted you to be aware of this. It is

being shared on groups in FB. This was posted on Dietitians in virtual practice:

 

 

Some of you may have seen this announcement by Dietitian Cassie and I think her situation points

to the potential of some big shifts and may be a foreshadowing of a growing divide in our

profession over the next 5-10 years as the landscape of both telehealth and functional nutrition

continues to grow and expand. 

 

So here is my question to this group - 

 

If you were running a thriving virtual practice and felt solid in your ethics in the information and

services your were providing and you were challenged by your state or even CDR to change your

business,  would you be willing to drop your license on either state or even national level? 

 

Knowing that if you bent to their decision that it would either 

 

A. cost you your business or B- significantly impact your income and way of life. 

 

And go! 

 

P.S. - Let's NOT turn this conversation into a discussion about Cassie and her practice as she is

not in this group and we do not know the full story.
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From Dietitian Cassie:

 

 

I’ve got a big announcement for 2018, one that might come as a shock but totally feels like it’s in

alignment with what I believe and what I stand for.

 

 

I'M KISSING MY DIETITIAN LICENSE GOODBYE.

 

 

Here’s the full story:

 

 

The day I earned my certification as a Licensed Dietitian was one of the most important days of

my career. I was SO proud: I’d studied hard, followed the rules, and earned the esteemed "L.D."

Becoming a dietitian took a lot of work. In my class, only 50% of the students passed their exams

and got an internship to become a dietitian. I was one of them. 

 

Which is why today is so important: I’ve made the decision to kiss that license goodbye. 

 

Why? I’ll tell you. 

 

I've shared for a while how I learned the hard way that the old "rules" about food and weight

loss—the very ones I was trained on as a dietitian—don’t work. They’re the rules that caused me

to gain 20+ pounds in dietitian school. Those rules also did nothing to protect my father, who I

thought was the picture of health, from emergency heart surgery. They’ve led our country to

become the sickest and most overweight we’ve ever been. And those rules have been the source

of so much pain for my clients, who come to me after being frustrated beyond measure that they

can’t lose weight, despite following every food and weight loss rule to a T.

 

 

Since hanging my shingle as a dietitian, my team and I have helped thousands of people lose

weight and keep it off. The results speak for themselves, and each year my business grows by at

least 30%.

 

 

Here’s the thing though…

 

 

The approaches that have worked for all of these people fly in the face of traditional dietitian

training. Yup—it’s only when we bucked those outdated rules that their weight fell off, and their
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lives changed. 

 

But, the Minnesota Board of Dietetics and Nutrition didn’t like this. At all. 

 

The board said that they don’t agree with the principles and approach that I use. They don’t think I

should be talking about thyroid, hormones, supplements… or really anything other than food.

Problem is, you can’t get results unless you look at the whole picture of health. That’s why we do

it—and how we get the results we have. 

 

So here’s what happened:

 

 

The results I got for clients, in the end, didn’t matter. They wanted me to stick to "the rules." And

so I had a choice: I could change how and what I teach, or I could relinquish my license. 

 

Now, this didn’t happen overnight. I fought this battle with the board for a while—five long years, to

be exact. We’re talking lawyers (and lawyer fees), court dates, mediation, negotiation,

interrogation… for five years! I fought because I’ve built my brand on the authority that I believed

my dietitian license gave me. I worked hard for those credentials, and for a while I wanted to keep

them. 

 

But in this process, I did some soul searching. I asked myself if I was going to keep fighting, or

simply let it go. The choice became clear. I’ve chosen the latter. Because in those still, quiet

moments, when I thought of surrendering this license, I experienced a newfound sense of peace

and lightness that warmed my heart and made me feel faithful, connected and authentic. This is

where I want to live and everything I do, and every decision that I make, I want to flow from this

space. The choice suddenly didn’t even feel like a choice, but more of a welcomed step toward

transcendence, and opening up to newer, greater opportunities. 

 

Even though this was not an easy decision (I call myself "Dietitian Cassie" for crying out loud!), in

the end, I had to ask myself, if that license stands for all of the things I don’t agree with, why would

I hang onto it? It’s not aligned with what I believe or how I run my business. It’s not aligned with

what I know works. 

 

When I told the board what I decided, they were shocked. They couldn’t believe I would give up

the credentials. They expected a longer battle. Nope. 

 

I’ve always held myself to the highest standards of service and care, and I wouldn’t want you to

settle for anything less. 

 

So here are the main reasons I’ve relinquished my license, and what I’ve learned in the process,

since there are things you can take away from my experience as you search for answers in your
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own journey, too:

 

 

*REASON #1: I’d rather get results than follow rules.*

 

 

You know me—I hate rules for their own sake. Makes no sense to me. I believe more in results

than in what someone is paid to believe, and while I certainly wouldn’t be the professional I am

without my education (since it essentially taught me what not to do), what this license represents

doesn’t jive with what I believe and have seen to be true.

 

 

Sure, it’s impressive to have letters after your name, I get it—but if losing those little letters means

that I’m able to provide the support, insight, and advice I know works—without being at war with

an organization and dragged into court by my peers—so be it. 

 

*REASON #2: I want to be free from any advice or education that’s brought to you by Big Food

influence. *

 

 

Imagine your doctor’s license to practice medicine was paid for by McDonald’s. Would you be

surprised if you got a prescription for a Big Mac? And yet that is exactly what is happening in the

world of nutrition. When I attended my first dietitian conference, I was shocked to see an entire

tent set up by Pepsi, who was sponsoring a calorie-counting campaign. 

 

I’m sorry, what? 

 

It’s true. As I’ve said many times before, the food industry does not have our best interests at

heart. We know this. They’re profit, not people, centered. 

 

One thing that doesn’t work in weight loss? Calorie counting. But have you ever wondered why

this myth persists? Because if we treat all calories as created equal, then it doesn’t actually matter

what you eat—and that means you can pretend you’re giving good, sound advice...while taking

sponsorship dollars from companies whose products you can "safely" consume as long as it

comes under your caloric limit (looking at you, Diet Pepsi). 

 

If we all recognize that the type of calorie, and not the sheer number, mattered, then no one could

possibly say that this snack or that soda "fits" into a healthy diet. And there goes that stream of

income. Calorie blindness happens for a reason: Because it keeps some organizations in

business. 
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Likewise, much of the education for nutritionists and dietitians is similarly flawed. 

 

To this day, the very board that certifies dietitians is sponsored by Splenda, the Dairy Council,

sugar producers, a milk company and more. Dietitians need to complete 75 hours of continuing

education units (CEUs) every five years in order to maintain their credentials, and companies like

Coca-Cola, General Mills, and McDonald’s offer continuing education courses that are approved

by the board! Nonsense.

 

 

*REASON #3: I believe a certification is only worth keeping if it’s aligned with your values.*

 

 

Quite frankly, I’m relieved to finally get this weight off my shoulders. And the truth is I won't miss

that license because I never really felt aligned with it to begin with. The rules behind it attempted to

put me in the very box I’ve been telling you to break free from. I couldn’t do it anymore. 

 

And, just sharing this with you, letting this go, and beginning a new chapter is incredibly freeing. I

feel more connected to myself, my heart and my calling than I ever have. The weight that’s been

lifted now allows me to put 100% of my time, focus, and energy into the practice that has proven

results, rather than fighting the system that does not. It feels so good and SO right.

 

 

So, how does this affect you? 

 

Honestly, it doesn’t. 

 

Apart from adjusting to the fact that I’ll be changing the name (to my actual name!) and updating

my social media handles and the website, this will not affect you. 

 

I still hold my credentials with the national Commission on Dietetic Registration (CDR). However, I

have made the decision to let go of my state license with the Minnesota Board of Dietetics and

Nutrition. 

 

And, frankly, this is really more a matter of branding for me; nothing will change in the way I

provide insight and support to you. None of our programs will change. Everything stays the same,

except for some exciting new branding changes that you’ll see happening moving forward. My

proven methodology remains what it is—rooted in science that has been proven time and again to

be transformational and super effective at helping thousands of people lose weight and keep it off. 

 

The reason I even felt compelled to tell you is because it was a big decision and one you should

know about since you’ve a loyal follower of mine!
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I’m always telling you to question the old rules and to break any of them that don’t serve you.

Rules for rules’ sake are a waste of time. I’ve asked you to take risks and a leap of faith and

abandon old rules, old habits, old ways of doing, even when they were more comfy than effective

(read: not effective at all!). 

 

The way I see it, if I’m going to ask you to take that leap of faith, then I need to take one, too. I

need to break with the rules that no longer serve me—along with the ruling bodies that never

served me or you to begin with. 

 

So, today marks the beginning of a new, exciting era! I appreciate you for growing with me up to

this point, and am so excited to have you with me as we continue our growth together and take

everything to the next level. While change can be hard, it can also be really, really good.

 

 

Here’s to starting 2018 fresh and free. And thanks, as always, for being so receptive, open, and

brave. 

 

Let’s go break some more rules while we’re at it! 

 

xo Cassie

 

 

Warmest regards,

 

 

Becky

 

 

Becky Dorner, RDN, LD, FAND

 

President, Becky Dorner &Associates, Inc.

 

Alumni, National Pressure Ulcer Advisory Panel www.beckydorner.com 
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20. Post on FB called: Big news: I’m kissing my dietitian license goodbye

From: Becky Dorner <becky@beckydorner.com>

To: Pat Babjak <PBABJAK@eatright.org>, Donna Martin

<DMartin@Burke.k12.ga.us>, Mary Russell <peark02@outlook.com>, Lucille

Beseler <lbeseler_fnc@bellsouth.net>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 25, 2018 08:16:08

Subject: Post on FB called: Big news: I’m kissing my dietitian license goodbye

Attachment:

Hope all is well with you! First, thank you for all you do to lead our profession. It can be

challenging, especially when people don’t keep up with current information and make their own

interpretations without having all the background details. I Wanted you to be aware of this. It is

being shared on groups in FB. This was posted on Dietitians in virtual practice:

 

Some of you may have seen this announcement by Dietitian Cassie and I think her situation points

to the potential of some big shifts and may be a foreshadowing of a growing divide in our

profession over the next 5-10 years as the landscape of both telehealth and functional nutrition

continues to grow and expand.

 

So here is my question to this group -

 

If you were running a thriving virtual practice and felt solid in your ethics in the information and

services your were providing and you were challenged by your state or even CDR to change your

business,  would you be willing to drop your license on either state or even national level?

 

Knowing that if you bent to their decision that it would either

 

A. cost you your business or B- significantly impact your income and way of life.

 

And go!

 

P.S. - Let's NOT turn this conversation into a discussion about Cassie and her practice as she is

not in this group and we do not know the full story.

 

From Dietitian Cassie:

 

I’ve got a big announcement for 2018, one that might come as a shock but totally feels like it’s in

alignment with what I believe and what I stand for.
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I'M KISSING MY DIETITIAN LICENSE GOODBYE.

 

Here’s the full story:

 

The day I earned my certification as a Licensed Dietitian was one of the most important days of

my career. I was SO proud: I’d studied hard, followed the rules, and earned the esteemed "L.D."

Becoming a dietitian took a lot of work. In my class, only 50% of the students passed their exams

and got an internship to become a dietitian. I was one of them.

 

Which is why today is so important: I’ve made the decision to kiss that license goodbye.

 

Why? I’ll tell you.

 

I've shared for a while how I learned the hard way that the old "rules" about food and weight

loss—the very ones I was trained on as a dietitian—don’t work. They’re the rules that caused me

to gain 20+ pounds in dietitian school. Those rules also did nothing to protect my father, who I

thought was the picture of health, from emergency heart surgery. They’ve led our country to

become the sickest and most overweight we’ve ever been. And those rules have been the source

of so much pain for my clients, who come to me after being frustrated beyond measure that they

can’t lose weight, despite following every food and weight loss rule to a T.

 

Since hanging my shingle as a dietitian, my team and I have helped thousands of people lose

weight and keep it off. The results speak for themselves, and each year my business grows by at

least 30%.

 

Here’s the thing though…

 

The approaches that have worked for all of these people fly in the face of traditional dietitian

training. Yup—it’s only when we bucked those outdated rules that their weight fell off, and their

lives changed.

 

But, the Minnesota Board of Dietetics and Nutrition didn’t like this. At all.

 

The board said that they don’t agree with the principles and approach that I use. They don’t think I

should be talking about thyroid, hormones, supplements… or really anything other than food.

Problem is, you can’t get results unless you look at the whole picture of health. That’s why we do

it—and how we get the results we have.

 

So here’s what happened:

 

The results I got for clients, in the end, didn’t matter. They wanted me to stick to "the rules." And

so I had a choice: I could change how and what I teach, or I could relinquish my license.
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Now, this didn’t happen overnight. I fought this battle with the board for a while—five long years, to

be exact. We’re talking lawyers (and lawyer fees), court dates, mediation, negotiation,

interrogation… for five years! I fought because I’ve built my brand on the authority that I believed

my dietitian license gave me. I worked hard for those credentials, and for a while I wanted to keep

them.

 

But in this process, I did some soul searching. I asked myself if I was going to keep fighting, or

simply let it go. The choice became clear. I’ve chosen the latter. Because in those still, quiet

moments, when I thought of surrendering this license, I experienced a newfound sense of peace

and lightness that warmed my heart and made me feel faithful, connected and authentic. This is

where I want to live and everything I do, and every decision that I make, I want to flow from this

space. The choice suddenly didn’t even feel like a choice, but more of a welcomed step toward

transcendence, and opening up to newer, greater opportunities.

 

Even though this was not an easy decision (I call myself "Dietitian Cassie" for crying out loud!), in

the end, I had to ask myself, if that license stands for all of the things I don’t agree with, why would

I hang onto it? It’s not aligned with what I believe or how I run my business. It’s not aligned with

what I know works.

 

When I told the board what I decided, they were shocked. They couldn’t believe I would give up

the credentials. They expected a longer battle. Nope.

 

I’ve always held myself to the highest standards of service and care, and I wouldn’t want you to

settle for anything less.

 

So here are the main reasons I’ve relinquished my license, and what I’ve learned in the process,

since there are things you can take away from my experience as you search for answers in your

own journey, too:

 

*REASON #1: I’d rather get results than follow rules.*

 

You know me—I hate rules for their own sake. Makes no sense to me. I believe more in results

than in what someone is paid to believe, and while I certainly wouldn’t be the professional I am

without my education (since it essentially taught me what not to do), what this license represents

doesn’t jive with what I believe and have seen to be true.

 

Sure, it’s impressive to have letters after your name, I get it—but if losing those little letters means

that I’m able to provide the support, insight, and advice I know works—without being at war with

an organization and dragged into court by my peers—so be it.

 

*REASON #2: I want to be free from any advice or education that’s brought to you by Big Food
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influence. *

 

Imagine your doctor’s license to practice medicine was paid for by McDonald’s. Would you be

surprised if you got a prescription for a Big Mac? And yet that is exactly what is happening in the

world of nutrition. When I attended my first dietitian conference, I was shocked to see an entire

tent set up by Pepsi, who was sponsoring a calorie-counting campaign.

 

I’m sorry, what?

 

It’s true. As I’ve said many times before, the food industry does not have our best interests at

heart. We know this. They’re profit, not people, centered.

 

One thing that doesn’t work in weight loss? Calorie counting. But have you ever wondered why

this myth persists? Because if we treat all calories as created equal, then it doesn’t actually matter

what you eat—and that means you can pretend you’re giving good, sound advice...while taking

sponsorship dollars from companies whose products you can "safely" consume as long as it

comes under your caloric limit (looking at you, Diet Pepsi).

 

If we all recognize that the type of calorie, and not the sheer number, mattered, then no one could

possibly say that this snack or that soda "fits" into a healthy diet. And there goes that stream of

income. Calorie blindness happens for a reason: Because it keeps some organizations in

business.

 

Likewise, much of the education for nutritionists and dietitians is similarly flawed.

 

To this day, the very board that certifies dietitians is sponsored by Splenda, the Dairy Council,

sugar producers, a milk company and more. Dietitians need to complete 75 hours of continuing

education units (CEUs) every five years in order to maintain their credentials, and companies like

Coca-Cola, General Mills, and McDonald’s offer continuing education courses that are approved

by the board! Nonsense.

 

*REASON #3: I believe a certification is only worth keeping if it’s aligned with your values.*

 

Quite frankly, I’m relieved to finally get this weight off my shoulders. And the truth is I won't miss

that license because I never really felt aligned with it to begin with. The rules behind it attempted to

put me in the very box I’ve been telling you to break free from. I couldn’t do it anymore.

 

And, just sharing this with you, letting this go, and beginning a new chapter is incredibly freeing. I

feel more connected to myself, my heart and my calling than I ever have. The weight that’s been

lifted now allows me to put 100% of my time, focus, and energy into the practice that has proven

results, rather than fighting the system that does not. It feels so good and SO right.
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So, how does this affect you?

 

Honestly, it doesn’t.

 

Apart from adjusting to the fact that I’ll be changing the name (to my actual name!) and updating

my social media handles and the website, this will not affect you.

 

I still hold my credentials with the national Commission on Dietetic Registration (CDR). However, I

have made the decision to let go of my state license with the Minnesota Board of Dietetics and

Nutrition.

 

And, frankly, this is really more a matter of branding for me; nothing will change in the way I

provide insight and support to you. None of our programs will change. Everything stays the same,

except for some exciting new branding changes that you’ll see happening moving forward. My

proven methodology remains what it is—rooted in science that has been proven time and again to

be transformational and super effective at helping thousands of people lose weight and keep it off.

 

The reason I even felt compelled to tell you is because it was a big decision and one you should

know about since you’ve a loyal follower of mine!

 

I’m always telling you to question the old rules and to break any of them that don’t serve you.

Rules for rules’ sake are a waste of time. I’ve asked you to take risks and a leap of faith and

abandon old rules, old habits, old ways of doing, even when they were more comfy than effective

(read: not effective at all!).

 

The way I see it, if I’m going to ask you to take that leap of faith, then I need to take one, too. I

need to break with the rules that no longer serve me—along with the ruling bodies that never

served me or you to begin with.

 

So, today marks the beginning of a new, exciting era! I appreciate you for growing with me up to

this point, and am so excited to have you with me as we continue our growth together and take

everything to the next level. While change can be hard, it can also be really, really good.

 

Here’s to starting 2018 fresh and free. And thanks, as always, for being so receptive, open, and

brave.

 

Let’s go break some more rules while we’re at it!

 

xo Cassie

 

Warmest regards,
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Becky

 

Becky Dorner, RDN, LD, FAND

President, Becky Dorner & Associates, Inc.

Alumni, National Pressure Ulcer Advisory Panel

www.beckydorner.com 
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21. FCP:  Remember to enter our Sweet Bites Challenge Recipe Contest!

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 22, 2018 10:32:23

Subject: FCP:  Remember to enter our Sweet Bites Challenge Recipe Contest!

Attachment:

Email not displaying correctly? View it in your browser. 

       

SPLENDA ® Naturals Recipe Contest: Sweet Bites Challenge  

 

 

 

A reminder to enter our newest recipe contest with SPLENDA® Naturals!  

 

Prizes: 

One grand prize winner will a $1,000 VISA gift card  

Four runner ups will receive a $250 Zingerman’s gift card (one winner for each category)  

 

The recipe guidelines are simple: 

-Must use either SPLENDA® Naturals Stevia Sweetener, Tabletop Jar OR SPLENDA® Naturals

Sugar and Stevia Blend.  

-Must use natural or minimally processed ingredients  

-The plate of small bites should deliver a meaningful reduction in calories from added sugar  

-Must generally fit into a healthy lifestyle  

-Must use 10 ingredients of less  

-Prep time must not exceed 30 minutes  

-Must be an original recipe  

-Any category – appetizer, snack, holiday treat, dessert  

 

Learn more about the contest and watch a short video to start your creative thoughts here.  

 

Download the submission form here.  

 

Recipes are due on or before Friday, February 16th - don't delay!

   Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic

practice group of the Academy of Nutrition and Dietetics.  
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If you would like to change your email, please make the necessary changes through the

Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  

 

Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  

 

Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 
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22. FCP:  January 2018 On The Menu

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 10, 2018 08:31:56

Subject: FCP:  January 2018 On The Menu

Attachment:

Email not displaying correctly? View it in your browser. 

       

January 2018 On the Menu  

 

Happy New Year from your Food &Culinary Professionals Executive Committee!  

 

Featured Selection 

 

Join January’s FCP Webinar: The Savvy Dietitian’s Guide to Modern Agriculture 

  

Many people’s view of agriculture doesn’t fit with the realities of modern agriculture, much of which

relies on technology-driven tools and tough business decisions to successfully compete in a global

marketplace. Join Amy Myrdal Miller, MS, RDN, FAND to learn how to address complex issues

related to food production with a better understanding of the business of modern agriculture, and a

greater appreciation of the pressures farmers and ranchers are facing from consumer demands

that may have significant consequences on the availability and affordability of food in this country.

The webinar is Friday, January 26th at 9am PST/12pm EST. Register here and be sure to follow

and share your insights via Twitter using #FCPLearn during the webinar.  

 

 

A La Carte 

 

Start 2018 on a Sweet Note with FCP’s Sweet Bites Challenge Recipe Contest! 

  

What better way to start the new year than developing sweet treats that are low in sugar? Enter

FCP’s Sweet Bites Challenge recipes contest using SPLENDA® Naturals Stevia Sweetener,

Tabletop Jar or SPLENDA® Naturals Sugar and Stevia Blend. The recipes should make a plate of

small bites with 10 ingredients or less and fall in one of four categories- appetizer, snack, holiday

treat or dessert. Find out more about the contest here and be sure to submit your recipes by

February 16th for a chance to win the grand prize of $1,000 or be one of four runners-up who win

a $250 Zingerman’s gift card.  
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Dessert 

 

Apply for the FCP Foundation Grant 

 

Apply for an FCP Foundation grant and you could receive financial help to attend FCP educational

events, FNCE ® or educational trips sponsored by other groups. The Food &Culinary

Professionals DPG created this fund to provide funding for two distinct purposes: to create and

support lectureships and to provide awards to support individuals with an interest in the mission of

FCP in their participation in culinary learning educational experiences. Applications are due

February 1st. Learn more about the grants and submit your application here.  

  

Now Accepting Applications for Academy's Spokesperson Program  

 

The Academy is seeking outgoing, knowledgeable registered dietitian nutritionists with experience

working with the news media to apply to join the Academy's Spokesperson Program.  Members

who have been RDNs for more than five years and have at least two years of media experience

are encouraged to apply.  Numerous topic areas and gographical markets are available.  

The application deadline is February 2, 2018.  

  

  

Small Bites 

 

FNCE® Call for Abstracts 

  

Have you conducted research in nutrition and/or dietetics? Do you have a unique program or

project you would like to feature? Consider presenting your original research at FNCE®! The 2018

Food &Nutrition Conference &Expo™ (Oct. 20-23 in Washington D.C.) will feature new research in

an array of nutrition topics to be presented during poster sessions in the following categories:  

 

(1) Research  

(2) Project or program reports  

(3) Innovations in nutrition and dietetics practice or education  

 

Some abstracts may qualify for special recognition and awards!  

Abstracts will be accepted for peer review January 1 through February 15, 2018. Acceptance

notifications will be emailed in April. Visit http://www.eatrightfnce.org/fnce/abstractsubmission/ for

complete instructions, descriptions of each category or to submit your abstract. 
 
Connect with FCP! 
  
Learn more about Supermarket/Retail, Food Safety, Restaurant/Hospitality or Agriculture and
connect with FCP members by joining any or all of the subgroups and electronic mailing lists by
linking here.  
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Stay connected! Be sure to like us on Facebook and follow us on Twitter for updates on
Academy and FCP activities as well as the latest in food, culinary, and agriculture news. We’re
also on Instagram! Follow us at FCPDPG and tag your food photos and culinary creations with
#FCPDPG. We’d love to share your best food pictures!  
 

And if you’re not subscribed to one (or more) of our electronic mailing lists or subgroups, you can

do that here. 

   Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic

practice group of the Academy of Nutrition and Dietetics.  

 

If you would like to change your email, please make the necessary changes through the

Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  

 

Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  

 

Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 
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23. Fwd: Message from KM_364e

From: Patricia Babjak <PBABJAK@eatright.org>

To: DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 02, 2018 15:21:51

Subject: Fwd: Message from KM_364e

Attachment:

The sage minds at the Academy have reviewed your email. Please forward the attachment to

Doris to check out if it's legit.  Thanks! 

Pat  

 

Patricia M. Babjak 

Chief Executive Officer 

Academy of Nutrition and Dietetics 

120 South Riverside Plaza, Suite 2190  

Chicago, Illinois 60606 

312-899-4856 |  pbabjak@eatright.org |  www.eatright.org
 
Begin forwarded message:  
 

From: Paul Mifsud <PMifsud@eatright.org>  

Date: January 2, 2018 at 1:52:12 PM CST  

To: Mary Beth Whalen <Mwhalen@eatright.org>  

Cc: Patricia Babjak <PBABJAK@eatright.org>, Joan Schwaba <JSchwaba@eatright.org>, Doris

Acosta <dacosta@eatright.org>, Dante Turner <dturner@eatright.org>  

Subject: RE: Message from KM_364e 

 

It could be.  I also know, last year, we had a lawsuit brought forward in Florida due to a FOIA!

 

 

P

 

 

From: Mary Beth Whalen  

Sent: Tuesday, January 02, 2018 1:41 PM 

 To: Paul Mifsud <PMifsud@eatright.org> 

 Cc: Patricia Babjak <PBABJAK@eatright.org>; Joan Schwaba <JSchwaba@eatright.org>; Doris

Acosta <dacosta@eatright.org>; Dante Turner <dturner@eatright.org> 

 Subject: Re: Message from KM_364e
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Didn’t this come up when Kay was on the board? It was a FOIA request that came to her because

of her role at Ohio State but since she was using her OSU address for the Academy all of that

communication was searchable. It was after that that she suggested All board members use an

alternative address.

 

Sent from my iPhone

 
 
On Jan 2, 2018, at 11:23 AM, Paul Mifsud <PMifsud@eatright.org> wrote:

 

Pat,

 

 

I have not.  Somewhere a while back, I think this came up.  It was a long time ago. For the life of

me, I can’t recall with whom?  It is one of the dangers of sending emails or correspondence to a

“governmental organization” like a school or university.  Anyone can make a “public records”

request under the Freedom of information Act.  I do think the rules are different in each state (but,

don’t quote me).   I would expect that Donna is working with her institution to answer this

correctly.  

 

I will see if I can find anything from the last time.  Even if I don’t, I will forward onto Paula to make

sure we get her take on it and provide guidance to our members, if we can.

 

 

If I am missing something, let me know.

 

 

Paul

 

 

From: Patricia Babjak  

Sent: Tuesday, January 02, 2018 12:38 PM 

 To: Joan Schwaba <JSchwaba@eatright.org>; Mary Beth Whalen <Mwhalen@eatright.org>;

Doris Acosta <dacosta@eatright.org>; Paul Mifsud <PMifsud@eatright.org> 

 Cc: Dante Turner <dturner@eatright.org> 

 Subject: Fwd: Message from KM_364e

 

 

Please see below. Has anyone else received a similar inquiry? Thanks!
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Pat 

  

Patricia M. Babjak 

 Chief Executive Officer 

 Academy of Nutrition and Dietetics 

 120 South Riverside Plaza, Suite 2190 

 Chicago, Illinois 60606 

 312-899-4856 | pbabjak@eatright.org | www.eatright.org

 
 
Begin forwarded message:

 

From: Patricia Babjak <PBABJAK@eatright.org> 

 Date: January 2, 2018 at 12:36:17 PM CST 

 To: "DMartin@Burke.k12.ga.us" <DMartin@Burke.k12.ga.us> 

 Subject: Re: Message from KM_364e

 

Hi, Happy New Year! I'm asking around if anyone else received a similar request since I haven't

heard anything. I'll get back to you on it.

 

Pat 

  

Patricia M. Babjak 

 Chief Executive Officer 

 Academy of Nutrition and Dietetics 

 120 South Riverside Plaza, Suite 2190 

 Chicago, Illinois 60606 

 312-899-4856 | pbabjak@eatright.org | www.eatright.org

 
 
On Jan 2, 2018, at 10:25 AM, Donna Martin <DMartin@burke.k12.ga.us> wrote:

 

Pat,  Happy New Year.  Just wanted to let you know that I got an open records request dating

back to 2013.  They specifically requested correspondence to or from me for the Academy,

Splenda, Heartland Food Products, Tate and Lyle, Abbott, Ingredion AND, Pepsi, Cocoa Cola and

the American Beverage Association.  I should not have any correspondence with any of these

companies with the exception of the Academy and possibly Abbott with Sue Finn.  Not particularly

worried about it, but wanted you to know.  Did anyone else get one of these?  Thanks! 

  

Donna S. Martin, EdS, RDN, LD, SNS, FAND 

 Director, School Nutrition Program 

 Burke County Board of Education 
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 789 Burke Veterans Parkway 

 Waynesboro, GA  30830 

 work - 706-554-5393 

 fax - 706-554-5655 

 President of the Academy of Nutrition and Dietetics 2017-2018 

  

________________________________________ 

 From: sys admin 

 Sent: Tuesday, January 2, 2018 12:27 PM 

 To: Donna Martin 

 Subject: Message from KM_364e 

  

Scanned from a Pollock Company device

 

<SKM_364e18010212270.pdf>
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24. FCP:  Announcing our SPLENDA® Naturals Sweet Bites Challenge Recipe Contest!

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 02, 2018 14:32:26

Subject: FCP:  Announcing our SPLENDA® Naturals Sweet Bites Challenge Recipe

Contest!

Attachment:

Email not displaying correctly? View it in your browser. 

       

SPLENDA ® Naturals Recipe Contest: Sweet Bites Challenge  

 

 

 

FCP is excited to announce the launch of our newest recipe contest with SPLENDA® Naturals!  

 

Prizes: 

One grand prize winner will a $1,000 VISA gift card  

Four runner ups will receive a $250 Zingerman’s gift card (one winner for each category)  

 

The recipe guidelines are simple: 

-Must use either SPLENDA® Naturals Stevia Sweetener, Tabletop Jar OR SPLENDA® Naturals

Sugar and Stevia Blend.  

-Must use natural or minimally processed ingredients  

-The plate of small bites should deliver a meaningful reduction in calories from added sugar  

-Must generally fit into a healthy lifestyle  

-Must use 10 ingredients of less  

-Prep time must not exceed 30 minutes  

-Must be an original recipe  

-Any category – appetizer, snack, holiday treat, dessert  

 

Learn more about the contest and watch a short video to start your creative thoughts here.  

 

Download the submission form here.  

 

Recipes are due on or before Friday, February 16th - don't delay!

   Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic
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practice group of the Academy of Nutrition and Dietetics.  

 

If you would like to change your email, please make the necessary changes through the

Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  

 

Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  

 

Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 
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25. Re: Message from KM_364e

From: Patricia Babjak <PBABJAK@eatright.org>

To: DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Jan 02, 2018 13:36:58

Subject: Re: Message from KM_364e

Attachment:

Hi, Happy New Year! I'm asking around if anyone else received a similar request since I haven't

heard anything. I'll get back to you on it. 

Pat  

 

Patricia M. Babjak 

Chief Executive Officer 

Academy of Nutrition and Dietetics 

120 South Riverside Plaza, Suite 2190  

Chicago, Illinois 60606 

312-899-4856 |  pbabjak@eatright.org |  www.eatright.org
 
On Jan 2, 2018, at 10:25 AM, Donna Martin <DMartin@burke.k12.ga.us> wrote:  
 

Pat,  Happy New Year.  Just wanted to let you know that I got an open records request dating

back to 2013.  They specifically requested correspondence to or from me for the Academy,

Splenda, Heartland Food Products, Tate and Lyle, Abbott, Ingredion AND, Pepsi, Cocoa Cola and

the American Beverage Association.  I should not have any correspondence with any of these

companies with the exception of the Academy and possibly Abbott with Sue Finn.  Not particularly

worried about it, but wanted you to know.  Did anyone else get one of these?  Thanks!  

 

Donna S. Martin, EdS, RDN, LD, SNS, FAND  

Director, School Nutrition Program  

Burke County Board of Education  

789 Burke Veterans Parkway  

Waynesboro, GA  30830  

work - 706-554-5393  

fax - 706-554-5655  

President of the Academy of Nutrition and Dietetics 2017-2018  

 

________________________________________  

From: sys admin  

Sent: Tuesday, January 2, 2018 12:27 PM  

To: Donna Martin  
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Subject: Message from KM_364e  

 

Scanned from a Pollock Company device  

<SKM_364e18010212270.pdf> 
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26. Fw: Message from KM_364e

From: Donna Martin <DMartin@burke.k12.ga.us>

To: Patricia Babjak <PBABJAK@eatright.org>

Sent Date: Jan 02, 2018 11:26:06

Subject: Fw: Message from KM_364e

Attachment: SKM_364e18010212270.pdf

Pat,  Happy New Year.  Just wanted to let you know that I got an open records request dating

back to 2013.  They specifically requested correspondence to or from me for the Academy,

Splenda, Heartland Food Products, Tate and Lyle, Abbott, Ingredion AND, Pepsi, Cocoa Cola and

the American Beverage Association.  I should not have any correspondence with any of these

companies with the exception of the Academy and possibly Abbott with Sue Finn.  Not particularly

worried about it, but wanted you to know.  Did anyone else get one of these?  Thanks!

 

Donna S. Martin, EdS, RDN, LD, SNS, FAND

Director, School Nutrition Program

Burke County Board of Education

789 Burke Veterans Parkway

Waynesboro, GA  30830

work - 706-554-5393

fax - 706-554-5655

President of the Academy of Nutrition and Dietetics 2017-2018

 

________________________________________

From: sys admin

Sent: Tuesday, January 2, 2018 12:27 PM

To: Donna Martin

Subject: Message from KM_364e

 

Scanned from a Pollock Company device
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27. Continuing Education Opportunities

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Dec 27, 2017 11:06:01

Subject: Continuing Education Opportunities

Attachment:

Today's Dietitian CE Learning Library e-Newsletter CE.TodaysDietitian.com  |    View this email in

a browser Happy Holidays from Your Friends at Today's Dietitian! Presenters and Session Titles

Are Now Available!  

We are happy to announce our incredible lineup of 2018 Spring Symposium 

 presenters and informative session topics, including:  

 

Toby Amidor, MS, RD, CDN 

Helping Clients in a Fad Crazed World  

Alex Caspero, MA, RD, CLT, RYT 

Creating and Mastering the Overhead Recipe Video  

Clancy Cash-Harrison, MS, RDN, FAND 

Find the Right Approach to Better Serve the Underserved  

Michelle Dudash, RDN, Chef 

Workshop: Culinary Boot Camp for Dietitians:  

Top 10 Cooking Mysteries Solved  

Keri Gans, MS, RDN, CDN 

Embracing Change: How Your Brand Can Evolve  

Along With Science and Technology  

Lauren Harris-Pincus, MS, RDN 

Simple Self-Publishing for Big Business Results  

Ginger Hultin, MS, RDN, CSO 

A Drink or Disaster? How (Almost) Anyone Can Fit Alcohol  

into a Healthy Lifestyle  

Marlene Koch, RDN 

Recipe Writing Done Right: The Top Ten Recipe Errors  

and Eight Trusted Writing Tools  

Mary Litchford, PhD, RDN, LDN 

Lab Assessment of Nutritional Status:  

Bridging Theory and Practice  

Annette Maggi, MS, RDN, LD, FAND 

Food Label Remodel: What Every RDN Needs to Know Ainsley Malone, MS, RD, LD, CNSC,

FAND, FASPEN 

Critical Care (Session Title TBA)  

Amy Myrdal Miller, MS, RDN, FAND 
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The Savvy Dietitian's Guide to Modern Animal Agriculture  

Kate Scarlata, RDN, LDN 

The State of the Science and Nutritional Implications  

for IBS, SIBO &IBD  

Rebecca Scritchfield, RDN 

Workshop: Ditching DIET from DIETITIAN:  

Creating Our Future Focused on Well-Being, Not Weight  

Deanna Segrave-Daly, RD 

Going Live in 3, 2, 1:  

How to Navigate the World of Live Streaming and Utilize to Promote Sound Nutrition and Your

Brand  

Toby Smithson, MSNW, RDN, LDN, CDE 

Generational Approach to Healthy Eating for People  

with Pre-Diabetes and Diabetes  

Rebecca Subbiah, RD 

How to Leverage Social Media to Stand out  

from the Crowd and Make a Difference  

Liz Weiss, MS, RDN 

Family Meals: Benefits that Last a Lifetime  

Kathleen Zelman, MS, RDN, LD, FAND 

Conflict or Consensus: Balancing Consumers’ Demands with Professional Ethics  

Holiday Registration Ends December 31  

Don’t miss the chance to register at our Holiday rate of $249 before it ends December 31! 

 

Registration includes*: 

    • All continuing education sessions and workshops offering upwards of 15 CPEUs  

    • Networking opportunities with peers and presenters  

    • Product sampling from our sponsors  

    • Keynote address  

    • Fitness activities  

    • Happy Hour  

*Registration does not include accommodations or travel to and from Austin.  

 

REGISTER NOW! Holiday Registration Only $249 Through December 31!  

Thank you to our 2018 Symposium Sponsors!  

 

  

To learn more about sponsorship opportunities, please contact Gigi Grillot at 646-942-2214 or

email ggrillot@gvpub.com. December CPE Monthly: 

Statins: What Dietitians Need to Know — Learn the History of the Use of Statin Medications, as

Well as the Role RDs Play in the Management of Patients With Hyperlipidemia 

This continuing education course examines the history of the use of statin medications, as well as

Page 92



•

•

•

•

•

the role RDs play in the management of patients with hyperlipidemia. It addresses food-drug

interactions, medication side effects, and complementary therapies to help manage patients at risk

of heart attack or stroke.  

 

Choosing Healthful Oils  

This continuing education course summarizes the current evidence about the health effects of

different fats and oils and provides RDs with guidance about how to advise clients/patients about

fats and oils.  

 

Prebiotics: Nourishing a Healthy Microbiome  

This continuing education course reviews the current research on prebiotics, including their impact

on digestion, inflammation, weight, and bone health. A Journey Through The Seasons — Making

The Most Out of Seasonal Produce And The Complimentary Herbs and Spices That Accompany

Them  

Journey with Dietitian Shayna Komar and Chef Nancy Waldeck through the seasons in this

unique 4-part webinar series! Each season they will provide you with recipes, tips, and ideas on

how to use seasonal produce with the right herbs and spices. Listen and learn why great chefs

and dietitians alike go to the garden to spice up their clients' kitchen! 

Part 1: Winter Wonderland – January 31, 2018, from 2-3 pm ET 

Part 2: Spring Fling – April 18, 2018, from 2-3 pm ET 

Part 3: Summer Sizzle – July 18, 2018, from 2-3 pm ET 

Part 4: Fall Fiesta – October 10, 2018, from 2-3 pm ET 

REGISTER FOR ALL 4 PARTS at a discounted rate of $60 by adding all 4 webinars to your

shopping cart and applying coupon code 4SEASONS at checkout! Please note: this discount

applies only to non-CE Club Members. 
Update: What’s New in the World of Carbohydrates 
In this complimentary 1 CEU recorded webinar, Joanne Slavin, PhD, RD, Professor, and prior
member of the Dietary Guidelines Advisory Committee, will provide an overview of the science
behind the carbohydrate recommendations of the DGAs. She will discuss the latest evidence
relating to appropriate carbohydrate consumption, together with practical strategies for counseling
patients and clients regarding the inclusion of healthful carbohydrates in their diets. Sponsored by
Barilla. 
 
Private Practice — What Are You Waiting For? 
Whether you're in private practice already or are considering it on a part-time basis, this 1 CEU
recorded webinar will provide essential tools and insight necessary for success. Susan Weiner,
MS, RDN, CDE, CDN, will address the tools and techniques required to ensure positive patients
outcomes while maintaining financial solvency. Specific topics include the nuts and bolts of
creating an appropriate practice environment, managing overhead costs, establishing a strong
referral base and pricing strategies. The concept of bolstering one's self confidence will be
prevalent throughout. If you are an RDN looking to supplement your income, and interested in
"exciting" assignments, this webinar is for you!  
 
Can Diet Help Prevent Alzheimer’s Disease? 
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 What Every Health Professional Needs to Know 
This 1.5 CEU recorded webinar, presented by Sue Stillman Linja, RDN, LD, and SeAnne Safaii-
Waite, PhD, RDN, LD, will provide a meta-analysis of the research behind the Alzheimer’s-Diet
connection, review other diets currently being touted for dementia prevention, and clearly outline
the science behind foods that can help nourish and protect the brain from AD. Registration for this
joint Today’s Dietitian and Becky Dorner &Associates recorded webinar takes place on the Becky
Dorner &Associates website. Registration prices for members and non-members are listed.  
 
Read Between the Headlines 
This complimentary 1 CEU recorded webinar presented by Keri Gans, MS, RDN, CDN, and
Yvette d’Entremont, MS (a.k.a. SciBabe), provides practical strategies for evaluating levels of
evidence and parsing headlines to identify questionable sources. They also share creative and
effective methods for communicating sound science to your clients and professional peers.
Sponsored by SPLENDA®. Save 20% on CE Club Memberships  
Now for only $40, our CE Club Membership will give you 50% off our entire library for one year
plus a year's subscription or renewal to Today's Dietitian magazine! Use coupon code
HOLIDAYCLUB at checkout. Offer expires on December 31, 2017, at 11:59 PM EST. Learn more
 »  
 
Save 30% on CEU Packages!  
Now through the end of December, we’re offering all of our CEU packages for 30% off! Use
coupon code PACK30 at checkout. Offer expires on December 31, 2017, at 11:59 PM EST. Learn
more » Recorded Webinar: An In-Depth Look Into the Dietary Guidelines 
This complimentary 1 CEU recorded webinar, presented by Toby Amidor, MS, RD, CDN, will
discuss what the first year of living with the 2015 Dietary Guidelines has revealed to Registered
Dietitians. She will also explore practical strategies for counseling patients and clients in order to
achieve the most current understanding of the Dietary Guidelines' recommendations. Sponsored
by Monsanto. Expires for credit on January 11, 2018, at 11:59 PM EST. 
 
Assessing Vegetarian Athletes’ Needs 
Like all athletes, vegetarian athletes seek dietary strategies that will maximize performance.
Counseling vegetarian athletes can be challenging because there is limited research on this
segment of the population. This continuing education 2 CEU course reviews the current science
relating to vegetarian diets and athletic performance. Guidance for performing a thorough nutrition
assessment of the vegetarian athlete is discussed, together with strategies and considerations for
providing appropriate individualized nutrition interventions to maximize the athlete's health and
performance. Expires for credit on January 13, 2018, at 11:59 PM EST. 
 
Recorded Webinar: What RDs Need to Know About Intermittent Fasting 
This 1 CEU recorded webinar, presented by Dr. Jo® (PhD nutritionist, registered dietitian, and
author of REBOOT — how to power up your energy, focus, and productivity), shares the
research behind the phenomenon of intermittent fasting, describes its origins, and details the most
popular consumer publications on fasting. Expires for credit on January 17, 2018, at 11:59 PM
EST.  
Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  
 
You may unsubscribe or change your contact details at any time. 
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28. Your December E-Newsletter

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Dec 15, 2017 10:03:48

Subject: Your December E-Newsletter

Attachment:

Today's Dietitian e-Newsletter View this email in a browser   |    Update your information  

 

 

December 2017 Connect with us  Sign up  |   Archive  |   Advertise Keeping the Weight Off This

Season  

 

While many clients will gain the proverbial 10 to 20 lbs this holiday season after overindulging in

an abundance of food, desserts, and drinks, RDs can pass on the good news that this doesn’t

necessarily have to happen.  

 

In this month’s E-News Exclusive, Today’s Dietitian ( TD) provides tips and appetizer recipes

dietitians can share with clients to help them keep many unwanted pounds at bay. After reading

the article, visit TD’s website at www.TodaysDietitian.com to read the digital edition of the

December issue, which includes articles on plant-based appetizers, nutrients for a sharp memory,

high-protein diets and weight loss, and vitamin E.  

 

Don’t forget to check out RDLounge.com where you can read and comment on blogs written by

RDs for RDs on timely topics. We’re welcoming new guest bloggers, so if you’re interested in

writing, please contact me at the e-mail listed below.  

 

Please enjoy the E-Newsletter and give us your feedback at TDeditor@gvpub.com, and don’t

forget to like us on Facebook and follow us on Twitter.  

 

— Judith Riddle, editor Celebrate the New Year Without Packing on Pounds  

By Abbie Gellman, MS, RD, CDN 

 

It’s hard to believe 2018 is right around the corner. The new year often means different things to

many people. It’s a time to reflect on where they’ve been, where they are, and perhaps where they

hope to be this time next year. Whether you or your clients shun the idea of making resolutions or

enter the new year with a laundry list of goals, we all have some areas of our lives we’d like to

improve. Not surprisingly, most resolutions focus on diet and exercise.  

 

The anticipation of gluttony over the holidays can strike fear in all of us, as though we’re doomed

to gain those dreaded holiday pounds. As nutrition professionals, we know gaining unwanted
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weight isn’t inevitable, and it will be important to regularly remind clients of this throughout this

festive season.  

 

In the spirit of celebrating this upcoming new year, I’m sharing some of my tried and true tips to

stay healthy during the holiday plus my favorite (and simple) appetizer recipes that are sure to

shine at any New Year’s Eve gathering.  

 

Full story »  
E-News Exclusive
Arkansas Kitchen Provides Nourishment for Needy
Report Highlights Increased Malnutrition in Africa
RD Lounge Blog
Field Notes
Continuing Education
Print Preview
Tech &Tools
Arkansas Kitchen Provides Nourishment  
for Needy  
The recently opened Riverview Hope Campus in Fort Smith, Arkansas, serves three meals per
day on a nominal budget to residents in need, the Greenwood Democrat reports.  
 
Report Highlights Increased Malnutrition  
in Africa  
A nutrition report released by the World Health Organization shows that undernutrition is still
persistent in Africa at large and the number of stunted children has increased. What’s on RDs’
Holiday Wish Lists?  
Mandy Enright, MS, RDN, RYT 
 
Dietitians tend to know what items are trending for the kitchen, fitness routines, and nutrition
businesses, which is why I asked my colleagues to share their holiday wish lists. These RDs have
been very, very good this year, spreading science-based nutrition wisdom, helping clients reach
their goals, and inspiring others with their work, so let’s hope they get to unwrap their must-haves
this holiday season.  
 
Read more » Smart Label Spots Food Spoilage Before It Happens  
 
A bite of bad yogurt or sip of spoiled milk could be a thing of the past thanks to a new sensor
developed by Silvana Andreescu, PhD. The innovative “smart label” is a low-cost, portable, paper-
based sensor that can determine when food or cosmetics spoil and has the ability to transform the
commercial marketplace.  
 
Through the use of nanostructures, the sensors catch and bind the predetermined compounds to
distinguish change. To test a sample, researchers simply add it to the reactive surface.  
 
How far beyond expiration the item is can be detected based on the intensity of the transformation,
which is emitted as a color or electrical change. It’s a simple innovation that could tell consumers
when the quality of the product changes—even if the item is past its “best before” date.  
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Read more » Learn about statin medications and the role RDs play in the management of patients
with hyperlipidemia in this month’s issue of Today’s Dietitian. Read the CPE Monthly article, take
the 10-question online test at CE.TodaysDietitian.com, and earn two CEUs!  
Save 20% on CE Club Memberships  
 
Now for only $40, our CE Club Membership will give you 50% off our entire library for one year
plus a year's subscription or renewal to Today's Dietitian magazine! Use coupon code
HOLIDAYCLUB at checkout. Offer expires on December 31, 2017, at 11:59 PM EST. Learn more
 »  
 
 
Recorded Webinar  
 
Read Between the Headlines 
This complimentary 1 CEU recorded webinar presented by Keri Gans, MS, RDN, CDN, and
Yvette d’Entremont, MS (aka SciBabe), will provide practical strategies for evaluating levels of
evidence and parsing headlines to identify questionable sources. They will also share creative and
effective methods for communicating sound science to your clients and professional peers.
Sponsored by SPLENDA®. Register Now »  
 
 
2018 Spring Symposium  
 
Join us for our 5th annual continuing education and networking event for dietitians and nutrition
professionals in Austin, Texas, May 20–23, 2018, at the Hyatt Regency!  
 
Presented by some of the foremost experts in dietetics and nutrition, our diverse program can earn
professionals 15 CEUs or more on session and workshop topics including Cancer, GMOs,
Sports Nutrition, Lab Assessment, Digestive Diseases, Food Sensitivities &Allergies, Gut
Microbiome, Culinary, Branding, Intuitive Eating, Mindfulness, and more.  
 
Visit TodaysDietitian.com/SS18 with the presenter lineup coming soon! 
 
Holiday Rate only $249 through December 31! REGISTER NOW!  
Registration does not include accommodations or travel to and from Austin, TX. Have a product or
service you want to market to dietitians and nutrition professionals or an open position that you
need to fill quickly? Today’s Dietitian offers many flexible advertising programs designed to
maximize your results. From print advertising to E-Newsletter sponsorships, website advertising to
direct mail opportunities, Today’s Dietitian helps achieve your goals. E-mail our experienced
account executives today for more information or call 800-278-4400!  
 
Coming up in our January 2018 issue is our Fresh Ideas Showcase. E-mail a sales
representative to be part of this unique advertising opportunity.  
 
AlliedHealthCareers.com is the premier online resource to recruit nutrition professionals. Post your
open positions, view résumés, and showcase your facility's offerings all at
AlliedHealthCareers.com! From messenger bags and tote bags to apparel and journals, the
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Today's Dietitian gift shop has the perfect gift for long-time professionals, recent grads, or even
the RD-to-be. Check out our secure online shop today or call toll-free 877-809-1659 for easy and
fast ordering.  In the January Issue  
 
 • Liquid Meal Replacements  
 • The Health Impact of Weight Stigma  
 • New Guidance for Using Parenteral Nutrition  
 • Role of RDs in Natural Disasters  
 • Farm-to-Fork Nutrition Education Custom Meal Plan Program  
PlateJoy is a service offering personalized meal plans based on customer preferences and needs
including tastes, health goals, dietary patterns, and time constraints. The service creates grocery
lists and recipes based on the meal plans for consumers, with the option for grocery delivery
through Instacart. Full nutrition information is available for every meal and can be synced with
Fitbit or Jawbone UP. Learn more »  
 
Better Meditation, Relaxation, and Sleep  
The Calm app ( www.calm.com), a subscription-based app available for Apple and Android,
enables users to manage stress through meditation, breathing, and relaxation exercises. The app
offers guided programs such as Walking Meditation, Body Scan, and Calming Anxiety, as well as
sleep programs including sleep and nature stories for adults and kids and sleep music. The app
also comes with access to nature sounds and scenes. Learn more » The nation's top employers
and recruiters of nutrition professionals advertise in  Today's Dietitian magazine and post their job
openings on AlliedHealthCareers.com. Check out the most recent opportunities that have been
submitted by employers from across the country! Have a dietetics-related question that you'd like
our expert Toby Amidor, MS, RD, CDN, to answer? Email TDeditor@gvpub.com or send a tweet
to @tobyamidor, and we may feature your query! A Secure, Anonymous Résumé Bank 
Job Alerts Sent to Your E-mail  
Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  
 
You may unsubscribe or change your contact details at any time. 
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29. Continuing Education Opportunities

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Nov 22, 2017 12:50:01

Subject: Continuing Education Opportunities

Attachment:

Today's Dietitian CE Learning Library e-Newsletter CE.TodaysDietitian.com  |    View this email in

a browser Since this month is all about the spirit of giving, we’ve extended our Advance

Registration rate of $199 for our 2018 Spring Symposium on May 20-23 in Austin, TX, through

the month of November! 

This will be the lowest registration rate offered. 

 

Presented by some of the foremost experts in dietetics and nutrition, our diverse program can earn

professionals 15 CEUs or more on session and workshop topics including Cancer, GMOs,

Sports Nutrition, Lab Assessment, Digestive Diseases, Food Sensitivities &Allergies, Gut

Microbiome, Culinary, Branding, Intuitive Eating, Mindfulness, and more. 

 

Our venue, the Hyatt Regency, is located on Lady Bird Lake and near the heart of downtown

Austin. By joining us this May, you will have ample opportunity for earning continuing education

credits, networking with nutrition professionals, engaging with our sponsors, enjoying fitness

activities, and experiencing the unique Austin food scene.  

 

Visit TodaysDietitian.com/SS18 with the presenter lineup and session titles coming in

December! 

 

REGISTER NOW! Advance Registration Entended Through November 30!  

Thank you to our 2018 Symposium Sponsors!  

 

  

To learn more about sponsorship opportunities, please contact Gigi Grillot at 646-942-2214 or

email ggrillot@gvpub.com. Buy 2 Courses, Get 1 FREE!  

Purchase any two weight loss or stress-related courses/webinars, and get one FREE!* Use

coupon code NOVEMBERBUY2 at checkout. Offer expires on November 30, 2017, at 11:59 PM

EST. View applicable course listings »  

 

40% Off Food Safety Courses  

Now through November 26, get 40% off foodservice/food safety courses and webinars!* Use

coupon code GIVETHANKS at checkout. Offer expires on November 26, 2017, at 11:59 PM EST. 

View applicable course listings »  
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* Offers cannot be combined with any other promotion. Can Diet Help Prevent Alzheimer's

Disease? 

 What Every Health Professional Should Know 

This 1.5 CEU joint webinar, presented on Thursday, December 7, 2017, from 2-3:30 PM EST,

by SeAnne Safaii-Waite, PhD, RDN, LD, and Sue Stillman Linja, RDN, LD, will provide a meta-

analysis of the research behind the Alzheimer’s-Diet connection, review other diets currently being

touted for dementia prevention, and clearly outline the science behind foods that can help nourish

and protect the brain from AD. Register Now »  

 

Private Practice — What Are You Waiting For? 

In this 1 CEU webinar presented on Wednesday, December 13, 2017, from 2-3 PM EST, Susan

Weiner, MS, RDN, CDE, CDN, will address the tools and techniques required to ensure positive

patients outcomes while maintaining financial solvency. Specific topics include the nuts and bolts

of creating an appropriate practice environment, managing overhead costs, establishing a strong

referral base and pricing strategies. The concept of bolstering one's self-confidence will be

prevalent throughout. If you are an RD looking to supplement your income, and interested in

"exciting" assignments, this webinar is for you! Register Now » Read Between the Headlines 

This complimentary 1 CEU recorded webinar presented by Keri Gans, MS, RDN, CDN, and

Yvette d’Entremont, MS (aka SciBabe), will provide practical strategies for evaluating levels of

evidence and parsing headlines to identify questionable sources. They will also share creative and

effective methods for communicating sound science to your clients and professional peers.

Sponsored by SPLENDA®. Register Now »  

 

Reimbursement: Removing the Mystery of Getting Paid for Nutrition Services 

In this 1 CEU recorded webinar presented by Mandy Enright, MS, RDN, RYT, participants will

assess the pros and cons of taking insurance and learn the processes for getting started with

credentialing, benefits verification, and claim submissions. Attendees will receive information on

resources and tools for reimbursement and troubleshooting tips for common roadblocks

encountered with insurance companies. This session will primarily focus on working with private

pay insurance companies, while addressing some Medicare basics. Register Now »  

 

Behind the Headlines: Ethical and Socially Responsible Communications 

This complimentary 1 CEU recorded webinar presented by Kathleen Zelman, MPH, RDN, LD, will

focus on navigating the challenges of professional ethics with a road map to responsible

communications, even if evidence conflicts with personal beliefs; including tips on translating

science into sensible sound bites and creating messages that resonate with consumers in a wide

range of outlets from television to social media to consumer communications. Sponsored and

accredited by Milk Means More (United Dairy Industry of Michigan). Register Now »  

 

Concepts and Controversy: Dietary Recommendations for Cardiovascular Disease 

This complimentary 1.5 CEU joint Becky Dorner &Associates and Today's Dietitian recorded

webinar presented by Penny Kris-Etherton, PhD, RD, FAHA, FNLA, FASN, CLS, will examine
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the most current dietary recommendations for the prevention of CVD, the science behind these

recommendations, discuss current controversies and the underlying science, the key strategies

that RDNs can implement to deal with controversies, and make food-based dietary

recommendations to translate to a healthy dietary pattern. Sponsored by The California

Strawberry Commission. Register Now » November CPE Monthly: 

Postbariatric Body Contouring Surgery — Learn About the Dietitian’s Important Role in Counseling

and Educating Patients 

This continuing education course explores the dietitian’s role in counseling and educating patients

considering body contouring procedures after bariatric surgery and/or massive weight loss.  

 

Choosing Healthful Oils 

This continuing education course summarizes the current evidence about the health effects of

different fats and oils and provides RDs with guidance about how to advise clients/patients about

fats and oils. Recorded Webinar: Evidence-Based Nutrition: The Problem of Proof 

This complimentary 1 CEU recorded webinar by Jeffrey B. Blumberg, PhD, FASN, FACN,

Professor at the Friedman School of Nutrition Science and Policy, provides an overview of the

common research strategies and provides RDs with relevant and practical skills for interpreting

data and evidence-based recommendations to patients and clients. Sponsored by Nature Made. 

Expires for credit on November 30, 2017, at 11:59 PM EST. 

 

Recorded Webinar: Measuring the Impact of Food Miles on Sustainability 

This 1 CEU recorded webinar by Sharon Palmer, RDN, explores the science and data on how far

food is traveling today to get to the plate. In doing so, she will explain how food travel affects

consumers’ carbon footprint and sustainability of the food system. RDs will be provided with

surprising revelations about the food system, together with bottom line advice to give to patients

and clients who express interest in making a difference with their forks. Expires for credit on

December 7, 2017, at 11:59 PM EST. 

 

Substance Abuse and Nutrition 

This 2 CEU continuing education course reviews the effects of substance abuse as they relate to

nutrition and health, and addresses the role RDs play during treatment to correct nutrition-related

deficiencies, address resulting health disparities, and improve the lives of addicts by providing

tools for lasting recovery. Expires for credit on December 9, 2017, at 11:59 PM EST.  

Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  

 

You may unsubscribe or change your contact details at any time. 
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30. Your November E-Newsletter

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Nov 21, 2017 15:33:48

Subject: Your November E-Newsletter

Attachment:

Today's Dietitian e-Newsletter View this email in a browser   |    Update your information  

 

 

November 2017 Connect with us  Sign up  |   Archive  |   Advertise Prepping Patients With Type 2

Diabetes for Holiday Parties  

 

The holidays are here, and along with them are the family gatherings and office parties featuring a

wide variety of foods and desserts that will tend to be high in fat, sugar, and sodium. For people

with diabetes, attending these soirées without having a plan in place could lead to overindulging in

these foods that aren’t kind to blood sugar control or A1c levels. One solution is to prepare

diabetes-friendly entrées, side dishes, and desserts they can eat at home and/or bring to holiday

parties.  

 

In this month’s E-News Exclusive, Today’s Dietitian ( TD) features two side salads and two

desserts suggested for those with type 2 diabetes. After reading the article, visit TD’s website at

www.TodaysDietitian.com to read the digital edition of the November issue, which includes articles

on RDs’ favorite holiday recipes, children and type 2 diabetes, choline’s important role in overall

health, and the latest trends in frozen desserts.  

 

Please enjoy the E-Newsletter and give us your feedback at TDeditor@gvpub.com, and don’t

forget to like us on Facebook and follow us on Twitter.  

 

And remember to check out RDLounge.com, where you can read and comment on blogs written

by RDs for RDs on timely topics. We’re welcoming new guest bloggers, so if you’re interested in

writing, please contact me at the e-mail above.  

 

— Judith Riddle, editor Healthful Holiday Recipes for Clients With Type 2 Diabetes  

By Abbie Gellman, MS, RD, CDN 

 

Ah, the holidays are upon us. Don’t you love ’em? I often find myself humming away to plenty a

holiday tune. While it can feel like the most wonderful time of the year, the holidays often are

overflowing with foods high in salt, sugar, and fat, which can make us feel, well, not so wonderful.

Whether it’s a family gathering, a friend’s party, or an office celebration that includes lots of food,

cakes, and cookies, the last few months of the year can be a challenge to even the most
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disciplined, healthful eater. Clients with type 2 diabetes will need to take special care to minimize

pitfalls during this time of year amid the many unhealthful foods that will cross their paths.  

 

To ensure the holidays are fun, enjoyable, and stress-free, RDs can help clients with type 2

diabetes develop a strategy and plan ahead so they can avoid eating too many unhealthful foods

that aren’t kind to keeping blood sugar and A1c levels under control.  

 

To get a head start on a more healthful holiday season, I’m sharing my favorite recipes that are

delicious, easy to make, and diabetes friendly.  

 

Full story » Study Examines Federal Blocking of Sugary Beverage Taxes  

 

Federal, state, and local governments all have roles to play in protecting health. Federal and state

governments, however, can alter or hinder state and local activity through a legal mechanism

called preemption—when a higher level of government blocks the action of a lower level of

government. An increase in state preemption of local food policies led a research team to assess

whether preemption of taxes on sugar-sweetened beverages (SSBs) by the federal government

would likely be based on Congress’ historical rationales for preempting taxes.  

 

SSBs are associated with obesity, diabetes, stroke, and heart disease. As of June 2017, eight US

cities have enacted SSB taxes aimed at reducing consumption, and several other states and

municipalities are considering them. Excise taxes can reduce consumption, improve health, and

raise revenue for budget-constrained governments.  

 

The research team, from New York University’s College of Global Public Health and the Friedman

School of Nutrition Science and Policy at Tufts, reviewed legislative histories of federal bills and

laws that had a central and express purpose of preempting state taxes. The goal was to determine

whether historical rationales for preempting taxes applied in the case of SSB taxes.  

 

Read more »  
E-News Exclusive
Why Do Nutrition Recommendations 
 Keep Changing?
Nutrition Training for Young Doctors 
 Lacks Bite
RD Lounge Blog
Field Notes
Continuing Education
Print Preview
Tech &Tools
Why Do Nutrition Recommendations  
Keep Changing?  
The American Council on Science and Health explains the volatile nature of nutrition research,
reporting, and recommendations.  
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Nutrition Training for Young Doctors  
Lacks Bite  
In spite of nutrition’s importance for disease prevention, most US medical schools don’t require
medical students to learn basic nutrition theory, The University of North Carolina at Chapel Hill
reports. An Easy Gluten-Free Thanksgiving  
Marlisa Brown, MS, RD, CDE, CDN 
 
At Thanksgiving, food is priority one. Of all American holidays, Turkey Day seems to be most
focused on the traditional meal. Although which foods are a favorite pastime vary from family to
family—perhaps Thanksgiving wouldn’t be the same without Aunt Millie’s sweet potato pie—there
are common staples that appear on almost everyone’s holiday menu.  
 
However, for those on special diets or with food intolerances or allergies, not being able to enjoy
these tasty traditions with family can be a source of frustration and disappointment.  
 
Imagine you’ve just been diagnosed with celiac disease—how do you face a Thanksgiving dinner?
Do you bring your own food, ask the host a million questions, or eat before you arrive? It’s safe to
say that all hosts want everyone to enjoy the meal, and not having food for a guest with special
dietary needs or accidentally making someone ill can ruin an otherwise perfect day. However,
simple planning and basic understanding of gluten-free foods and drinks can make the
Thanksgiving meal safe and enjoyable for everyone. The following are tips for ensuring those who
must eat gluten-free have something to enjoy at every point in the meal.  
 
Read more » In the December Issue  
 
 • Plant-Based Holiday Appetizers  
 • Examining Vitamin E  
 • Using Food as Lifestyle Medicine  
 • Nutrients for a Sharp Memory  
 • High-Protein Diets and Weight Loss Learn about postbariatric body contouring surgery in this
month’s issue of Today’s Dietitian. Read the CPE Monthly article, take the 10-question online
test at CE.TodaysDietitian.com, and earn two CEUs!  
Becky Dorner &Associates, Inc. Partner Page  
 
We are pleased to partner with Becky Dorner &Associates, Inc., your resource for healthy aging
and nutrition care of older adults. Enter here to access the Becky Dorner &Associates, Inc.
Partner Page. From here, you can explore all the resources on the BDA website. Use the code
TDFRIEND on your online orders and receive 10% off your order automatically!  
 
 
Buy 2 Courses, Get 1 FREE!  
 
Purchase any two weight loss or stress-related courses/webinars, and get one FREE!* Use
coupon code NOVEMBERBUY2 at checkout. Offer expires on November 30, 2017, at 11:59 PM
EST. View applicable course listings »  
 
40% Off Food Safety Courses  
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Now through November 26, get 40% off foodservice/food safety courses and webinars!* Use
coupon code GIVETHANKS at checkout. Offer expires on November 26, 2017, at 11:59 PM EST. 
View applicable course listings »  
 
* Offers cannot be combined with any other promotion.  
 
 
Upcoming Live Webinar  
 
Private Practice — What Are You Waiting For? 
In this 1 CEU webinar presented on Wednesday, December 13, 2017, from 2-3 PM EST, Susan
Weiner, MS, RDN, CDE, CDN, will address the tools and techniques required to ensure positive
patients outcomes while maintaining financial solvency. Specific topics include the nuts and bolts
of creating an appropriate practice environment, managing overhead costs, establishing a strong
referral base and pricing strategies. The concept of bolstering one's self-confidence will be
prevalent throughout. If you are an RD looking to supplement your income, and interested in
"exciting" assignments, this webinar is for you! Register Now »  
 
 
Recorded Webinars  
 
Read Between the Headlines 
This complimentary 1 CEU recorded webinar presented by Keri Gans, MS, RDN, CDN, and
Yvette d’Entremont, MS (aka SciBabe), will provide practical strategies for evaluating levels of
evidence and parsing headlines to identify questionable sources. They will also share creative and
effective methods for communicating sound science to your clients and professional peers.
Sponsored by SPLENDA®. Register Now »  
 
Reimbursement: Removing the Mystery of Getting Paid 
 for Nutrition Services 
In this 1 CEU recorded webinar presented by Mandy Enright, MS, RDN, RYT, participants will
assess the pros and cons of taking insurance and learn the processes for getting started with
credentialing, benefits verification, and claim submissions. Attendees will receive information on
resources and tools for reimbursement and troubleshooting tips for common roadblocks
encountered with insurance companies. This session will primarily focus on working with private
pay insurance companies, while addressing some Medicare basics. Register Now »  
 
 
2018 Spring Symposium  
 
Join us for our 5th annual continuing education and networking event for dietitians and nutrition
professionals in Austin, Texas, May 20–23, 2018, at the Hyatt Regency!  
 
Presented by some of the foremost experts in dietetics and nutrition, our diverse program can earn
professionals 15 CEUs or more on session and workshop topics including Cancer, GMOs,
Sports Nutrition, Lab Assessment, Digestive Diseases, Food Sensitivities &Allergies, Gut
Microbiome, Culinary, Branding, Intuitive Eating, Mindfulness, and more.  
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Visit TodaysDietitian.com/SS18 with the presenter lineup coming soon! 
 
Advance registration only $199 through November 30! REGISTER NOW!  
Registration does not include accommodations or travel to and from Austin, TX. For those who
cannot afford the registration rate, a limited number of scholarships are available for
complimentary registration. 
 
Click here to apply for a scholarship » Have a product or service you want to market to dietitians
and nutrition professionals or an open position that you need to fill quickly? Today’s Dietitian
offers many flexible advertising programs designed to maximize your results. From print
advertising to E-Newsletter sponsorships, website advertising to direct mail opportunities,
Today’s Dietitian helps achieve your goals. E-mail our experienced account executives today for
more information or call 800-278-4400!  
 
Coming up in our December issue is our Annual Resource Guide. E-mail a sales representative
to be part of this unique advertising opportunity.  
 
AlliedHealthCareers.com is the premier online resource to recruit nutrition professionals. Post your
open positions, view résumés, and showcase your facility's offerings all at
AlliedHealthCareers.com!  Blood Glucose Monitoring  
Without Finger-Sticking  
The FreeStyle Libre Flash glucose monitoring system for adults with diabetes, manufactured by
Abbott, has been approved by the FDA. It continuously measures glucose levels through a sensor
that can be stuck on the arm for up to two weeks. The device doesn’t require finger-sticking for
calibration, doesn’t interact with acetaminophen, can receive readings through clothing, and is
water resistant. Learn more »  
 
Stow-and-Go Water Bottle  
The Hydaway Bottle is a collapsible water bottle that enables users to have a reusable water bottle
handy wherever they go. Available in a variety of colors, the Hydaway Bottle is BPA-free,
dishwasher safe, and watertight. It comes in a 5.8 oz bottle for kids, 12-oz and 21-oz bottles for
older kids and adults, and a variety of packs and bundles. Learn more » The nation's top
employers and recruiters of nutrition professionals advertise in  Today's Dietitian magazine and
post their job openings on AlliedHealthCareers.com. Check out the most recent opportunities that
have been submitted by employers from across the country!  
 
Part-time/full-time Registered Dietitians 
Unidine, Nationwide Have a dietetics-related question that you'd like our expert Toby Amidor, MS,
RD, CDN, to answer? Email TDeditor@gvpub.com or send a tweet to @tobyamidor, and we may
feature your query! From messenger bags and tote bags to apparel and journals, the Today's
Dietitian gift shop has the perfect gift for long-time professionals, recent grads, or even the RD-to-
be. Check out our secure online shop today or call toll-free 877-809-1659 for easy and fast
ordering. A Secure, Anonymous Résumé Bank 
Job Alerts Sent to Your E-mail  
Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  
 
You may unsubscribe or change your contact details at any time. 
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31. Tomorrow's Webinar with Keri Gans & The SciBabe

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Nov 13, 2017 14:13:03

Subject: Tomorrow's Webinar with Keri Gans & The SciBabe

Attachment:

Webinars View this email in a browser   |    Update your email preferences In this webinar on

Tuesday, November 14, 2017, from 2-3 pm ET, Keri Gans, MS, RDN, CDN, and Yvette

d’Entremont, MS (aka SciBabe) will provide practical strategies for evaluating levels of evidence

and parsing headlines to identify questionable sources. They will also share creative and effective

methods for communicating sound science to your clients and professional peers.  

 

Learning Objectives  

After completing this continuing education activity, nutrition professionals should be better

able to: 

Evaluate levels of evidence and utilize this knowledge to locate the best available evidence. 

Dissect nutrition-related headlines by identifying common examples of misinformation. 

Provide patients and clients with tools to help them critique headlines. 

Creatively employ and disseminate evidence-based nutrition science to debunk junk science. 

1 CPEU FREE Suggested CDR Learning Needs Codes: 1090, 4000, 9020, 9050  

Performance Indicators: 2.1.4, 4.1.2, 6.1.9, 6.2.5  

Level: 2 Register Now About Our Presenters  

Yvette d’Entremont, MS (aka SciBabe) busts myths and pseudoscience using a combination of

her extensive science knowledge and an edgy comedic style. Yvette holds a B.S. in chemistry, a

B.A. in theatre, and a Master’s degree in forensic science with a concentration in biological

criminalistics. She worked as an analytical chemist prior to running the SciBabe platform full time

while living in Southern California. Yvette takes pride in making people blush using (sometimes

inappropriate) humor to poke holes in claims that are not evidence based.  

 

Keri Gans, MS, RDN, CDN, takes a no-nonsense and fun approach to living a healthy lifestyle.

She is a registered dietitian, yoga instructor, and media personality based in New York City. She is

the author of The Small Change Diet, a Shape Magazine Advisory Board Member and blogger for

US News &World Report. Keri is frequently quoted in local and national publications, and is a

sought after nutrition expert on television and radio, with appearances on The Dr. Oz Show, Good

Morning America, and the Sirius/XM Satellite Radio’s Dr. Radio program. About Our Sponsor  

Heartland Food Products Group, the makers of SPLENDA® Sweeteners, strives to help people

enjoy a sweet life without all the calories from added sugar by offering products, recipes and tips

for a healthier lifestyle. For the latest research on low calorie sweeteners, patient educational

materials, product samples (including new SPLENDA® Naturals Stevia Sweetener) or to sign up

for our new HCP toolkit, visit www.SplendaProfessional.com 
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Disclosures  

This complimentary 1-credit continuing education webinar is brought to you with support from 

SPLENDA®. Please note that SPLENDA® provided financial support only and did not have input

into the information provided in this course. Yvette d’Entremont, MS (aka SciBabe) reports the

following relevant disclosures: She has received honoraria from Flavor Producers, Florida Dairy

Farmers, Crop Life, Minn-Dak Farmers, Atlantic Farm Women, American Soybean Association,

MacEwan University, and CA Beet Growers and serves as a consultant to SPLENDA®. Keri Gans

reports the following disclosures: She has received consultant fees/honoraria from Balchem,

Barilla, Bel Brands, USA, Florida’s Natural, International Pasta Organization, Kellogg’s, KIND, and

USA Pears and serves as a brand spokesperson for SPLENDA®. Both have certified that no

conflict of interest exists for this program. View our disclosure policy.  

Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  

 

You may unsubscribe or change your contact details at any time. 
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32. Thanks for visiting SPLENDA® Sweeteners at FNCE®

From: Splenda Professional <SplendaProfessional@splenda-email.com>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Nov 10, 2017 08:00:54

Subject: Thanks for visiting SPLENDA® Sweeteners at FNCE®

Attachment:

The Sweet Scoop® 

We were proud to celebrate the Academy’s Centennial Anniversary with you at FNCE®! 
Great to see you at FNCE®!
 
Tell us what you think...
 

We value your feedback. Let us know what you thought of our exhibit, cooking demo, and

products. Take our 2 minute survey by December 1, 2017 for a chance to win a $100 VISA Gift

Card.

 Take Our Survey 
What’s so natural in SPLENDA® Naturals Stevia
Sweeteners? Everything
 

For those of you who were unable to stop by our booth, we wanted to share our latest products

with you. SPLENDA® Naturals Stevia Sweetener Products are made from stevia and are 100%

natural with nothing artificial. Plus, unlike other stevia sweeteners you may have tried, SPLENDA®

Naturals has no bitter aftertaste.

 Learn More 

SAMPLES &TOOLKIT

 
Subscribe to the Sweet Scoop newsletter!
 

Sign up for our newsletter to receive updates on the latest product news, peer-reviewed research,

recipes and more. You’ll also receive our new HCP tool kit with product samples, patient education

materials and coupons.

 SIGN UP NOW 
Products  |  Patient Education Resources   |  Scientific Studies

 

Can’t see images? View as a webpage

 

You are receiving this email as a 2017 Food &Nutrition Conference &Expo™ attendee. This is a

onetime only email. Your email address will not be stored for additional communications or shared

with any other organizations.  
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Links to third-party websites are provided solely for convenience. Heartland Food Products Group,

LLC is not responsible for the content of such websites, and users are solely responsible for

compliance with any terms of use thereon.  

 

This newsletter was created under the splenda.com Privacy Policy.  

 

If you no longer wish to receive email communications about SPLENDA® Products, unsubscribe

here.  

 

PLEASE DO NOT RESPOND TO THIS EMAIL AS IT IS UNABLE TO RECEIVE REPLIES, but

we’d love to hear from you. Please call us at 18007775363, send mail to the SPLENDA®

Consumer Center, Attention: CCC, 309 South Street, New Providence, NJ 07974, or email us by

clicking here.  

 

All third party trademarks used herein are the property of their respective owners.  

 

© 2017 Heartland Consumer Products LLC | All rights reserved | Carmel, IN, USA
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33. RE: EoE, budesonide and splenda alternative

From: NoReply@webauthor.com

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Nov 08, 2017 21:52:15

Subject: RE: EoE, budesonide and splenda alternative

Attachment:

Mail All PNPG Member Community - RE: EoE, budesonide and splenda alternative View Post  

Message Hello, Yes there was a small study using Neocate Nutra and this has worked for us.  I

have the article and can forward to you if you email me at work.  

Kelly Leonard  ksleonard@chva.org  

Kelly Leonard 

Your notifications are set to Real-Time, if you would like to change this, log into the portal and

update your preferences under My Profile. 
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34. RE: EoE, budesonide and splenda alternative

From: NoReply@webauthor.com

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Nov 08, 2017 11:42:12

Subject: RE: EoE, budesonide and splenda alternative

Attachment:

Mail All PNPG Member Community - RE: EoE, budesonide and splenda alternative View Post  

Message In the Fall 2017 PNPG Building Block for Life Vol 40, Number 4  

There was an case study EoE: Chanllenges in Treatment  

It indicates mixed into a viscous paste with an edible powder such as infant formula or sucralose.  

Pina DeSciscio 

Your notifications are set to Real-Time, if you would like to change this, log into the portal and

update your preferences under My Profile. 
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35. Our 11/14 Webinar: Read Between the Headlines

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Nov 07, 2017 15:04:41

Subject: Our 11/14 Webinar: Read Between the Headlines

Attachment:

Webinars View this email in a browser   |    Update your email preferences The public is constantly

bombarded with information relating to health and wellness. The ubiquity of health headlines can

be overwhelming and confusing. What’s more, many of the health headlines seen by your patients

and clients are based on biased, incomplete or inaccurate science. In this webinar, Keri Gans,

MS, RDN, CDN, and Yvette d’Entremont, MS (aka SciBabe) will provide practical strategies for

evaluating levels of evidence and parsing headlines to identify questionable sources. They will

also share creative and effective methods for communicating sound science to your clients and

professional peers.  

 

Learning Objectives  

After completing this continuing education activity, nutrition professionals should be better

able to: 

Evaluate levels of evidence and utilize this knowledge to locate the best available evidence. 

Dissect nutrition-related headlines by identifying common examples of misinformation. 

Provide patients and clients with tools to help them critique headlines. 

Creatively employ and disseminate evidence-based nutrition science to debunk junk science. 

1 CPEU FREE Suggested CDR Learning Needs Codes: 1090, 4000, 9020, 9050  

Performance Indicators: 2.1.4, 4.1.2, 6.1.9, 6.2.5  

Level: 2 Register Now About Our Presenters  

Yvette d’Entremont, MS (aka SciBabe) busts myths and pseudoscience using a combination of

her extensive science knowledge and an edgy comedic style. Yvette holds a B.S. in chemistry, a

B.A. in theatre, and a Master’s degree in forensic science with a concentration in biological

criminalistics. She worked as an analytical chemist prior to running the SciBabe platform full time

while living in Southern California. Yvette takes pride in making people blush using (sometimes

inappropriate) humor to poke holes in claims that are not evidence based.  

 

Keri Gans, MS, RDN, CDN, takes a no-nonsense and fun approach to living a healthy lifestyle.

She is a registered dietitian, yoga instructor, and media personality based in New York City. She is

the author of The Small Change Diet, a Shape Magazine Advisory Board Member and blogger for

US News &World Report. Keri is frequently quoted in local and national publications, and is a

sought after nutrition expert on television and radio, with appearances on The Dr. Oz Show, Good

Morning America, and the Sirius/XM Satellite Radio’s Dr. Radio program. About Our Sponsor  

Heartland Food Products Group, the makers of SPLENDA® Sweeteners, strives to help people

enjoy a sweet life without all the calories from added sugar by offering products, recipes and tips
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for a healthier lifestyle. For the latest research on low calorie sweeteners, patient educational

materials, product samples (including new SPLENDA® Naturals Stevia Sweetener) or to sign up

for our new HCP toolkit, visit www.SplendaProfessional.com 

 

Disclosures  

This complimentary 1-credit continuing education webinar is brought to you with support from 

SPLENDA®. Please note that SPLENDA® provided financial support only and did not have input

into the information provided in this course. Yvette d’Entremont, MS (aka SciBabe) reports the

following relevant disclosures: She has received honoraria from Flavor Producers, Florida Dairy

Farmers, Crop Life, Minn-Dak Farmers, Atlantic Farm Women, American Soybean Association,

MacEwan University, and CA Beet Growers and serves as a consultant to SPLENDA®. Keri Gans

reports the following disclosures: She has received consultant fees/honoraria from Balchem,

Barilla, Bel Brands, USA, Florida’s Natural, International Pasta Organization, Kellogg’s, KIND, and

USA Pears and serves as a brand spokesperson for SPLENDA®. Both have certified that no

conflict of interest exists for this program. View our disclosure policy.  

Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  

 

You may unsubscribe or change your contact details at any time. 
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36. Celebrate Bariatric Nutrition Webinar Day with the WM DPG-- Tomorrow, Nov 7th!

From: Weight Management DPG <no-reply@wmdpg.org>

To: DonnaMartin <DMartin@Burke.k12.ga.us>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Nov 06, 2017 11:01:34

Subject: Celebrate Bariatric Nutrition Webinar Day with the WM DPG-- Tomorrow, Nov

7th!

Attachment:

Celebrate Bariatric Nutrition Webinar Day with the WM DPG-- Tomorrow, Nov 7th! View this email

in your browser November 6, 2017 Dear Donna, Embrace the Day... 

 Bariatric Webinar Day! 

 November 7, 2017  
 
You Have Two Webinars on Bariatric Nutrition Updates  
 

WMDPG Presents: 
 Updated ASMBS Nutrition Guidelines
 

The speakers will present evidence-based recommendations for optimizing postoperative patient

outcomes and nutritional status. Patients should be educated before and after Weight Loss

Surgery (WLS) about the expected nutrient deficiencies associated with alterations in physiology,

especially those involving nutrient digestion, absorption, metabolism, and excretion.  

  

Date: Tuesday, November 7, 2017 at 5 pm Central  

     (6 pm Eastern, 4 pm Mountain, 3 pm Pacific )  

 

CPEU: 1 credit  

 

Presenters: 

Laura Frank, PhD, MPH, RDN, CD   Julie Parrott, MS, RD, ACE-CPT 
Register for WM DPG Webinar Here 

DHCC DPG Presents: 

Best Practices in Nutrition Recommendations for Patients with Bariatric Surgery

This webinar will describe an overview of current bariatric surgical procedures performed in the

US. Common nutrition challenges and risk of vitamin/mineral deficiencies will be discussed.

Evidence-based nutrition recommendations will also be described to prevent/treat these

challenges.  

 

Date: Tuesday, November 7, 2017 at 2 pm Central  

     (3 pm Eastern, 1 pm Mountain, 12 noon Pacific)  
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CPEU: 2 credits  

 

Presenter: Lillian Craggs, PhD, RDN, LD Register for DHCC DPG Webinar Here 

WMDPG members: Use code WM DPG at checkout for complimentary registration

Collecting Outcomes Mentoring Program

Apply today to participate in the Collecting Outcomes Mentoring Program, available to WM DPG

members only. Participants will receive ongoing mentorship from the Research Committee to

develop, implement and evaluate a project focused on collecting outcome data.  

 

Applications accepted until November 10, 2017
Learn More Here &Apply Today! 

The Fall 2017 Weight Management Matters newsletter is available now!
Click Here for the Digital Newsletter 

The CPEU article in this issue shares recent research on sleep as an influencer of obesity. This

issue also includes articles on PCOS in the bariatric surgery patient, weight management

techniques for working with pediatric sibling pairs, a comparison of available health coaching

certifications, and perspectives from PPW 2017. There is also a review of a recent survey of RDNs

and physical activity professionals, as well as information on the WM DPG Collecting Outcomes

Mentoring Program. There are also many important events listed for Obesity Week! Be sure to

check it out to stay informed.  

  

Access the entire issue from any device, mobile phone, tablet, or computer. WM DPG is excited to

continue distributing our quarterly newsletter to you as a digital magazine. Happy reading! 
 
 
Email Emily Stern, Weight Management Matters editor with any comments or concerns. 

2016-2017 WM Annual Report Now Available

 

Message from Eileen Myers, Past Chair

 I am pleased to present the 2016-17 Weight Management Dietetic Practice Group (WM DPG)

Annual Report which includes a review of activities, accomplishments, and financial status serving

our 4500 members.  

 

The 2016-17 Annual Report, along with past annual reports, are available in the member only area

of the Weight Management DPG website.  

 

Please let me know if you have any questions.  Read the report here. Join us on the EMLs 

 

Networking, resources, support. These are just a few of the amazing benefits of the EMLs! As a

member of the WM DPG, you can easily join any or all 4 of the EMLs: weight management,

pediatric, bariatric, and wellness &coaching.  
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All you need to do is log in to the WM DPG website at www.wmdpg.org. Select Member

Services>Electronic Mailing Lists or Click Here 

SPLENDA® Naturals Stevia Sweetener is a great-tasting, no-calorie sweetener made from stevia,

and is 100% natural with nothing artificial. Unlike other stevia sweeteners you may have tried,

SPLENDA® Naturals gets its unique sweetener from Reb D, one of the tastiest extracts from the

stevia leaf. Now, SPLENDA® Naturals Stevia Sweetener is available in a convenient tabletop jar –

perfect for sprinkling into beverages, cereals, and much more. For more information on

SPLENDA® Naturals Stevia Sweeteners, visit www.splendanaturals.com. And be sure to sign up

for our new HCP toolkit to receive the latest science, recipes, samples, and patient education

materials at  www.SplendaProfessional.com 

 

You are receiving this blast email as part of an agreement with Splenda to support WM DPG

programs and activities.
Copyright © 2017 WM DPG, All rights reserved. 
You are receiving this message because you are a member of WM DPG, a dietetic practice group
of the Academy of Nutrition and Dietetics.  
 
Want to change how you receive these emails?  
You can update your preferences or unsubscribe from this list 
 

Page 117



1.

2.

3.

4.

37. Our 11/14 Webinar: Read Between the Headlines

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Nov 03, 2017 10:49:23

Subject: Our 11/14 Webinar: Read Between the Headlines

Attachment:

Webinars View this email in a browser   |    Update your email preferences The public is constantly

bombarded with information relating to health and wellness. The ubiquity of health headlines can

be overwhelming and confusing. What’s more, many of the health headlines seen by your patients

and clients are based on biased, incomplete or inaccurate science. In this webinar, Keri Gans,

MS, RDN, CDN, and Yvette d’Entremont, MS (aka SciBabe) will provide practical strategies for

evaluating levels of evidence and parsing headlines to identify questionable sources. They will

also share creative and effective methods for communicating sound science to your clients and

professional peers.  

 

Learning Objectives  

After completing this continuing education activity, nutrition professionals should be better

able to: 

Evaluate levels of evidence and utilize this knowledge to locate the best available evidence. 

Dissect nutrition-related headlines by identifying common examples of misinformation. 

Provide patients and clients with tools to help them critique headlines. 

Creatively employ and disseminate evidence-based nutrition science to debunk junk science. 

1 CPEU FREE Suggested CDR Learning Needs Codes: 1090, 4000, 9020, 9050  

Performance Indicators: 2.1.4, 4.1.2, 6.1.9, 6.2.5  

Level: 2 Register Now About Our Presenters  

Yvette d’Entremont, MS (aka SciBabe) busts myths and pseudoscience using a combination of

her extensive science knowledge and an edgy comedic style. Yvette holds a B.S. in chemistry, a

B.A. in theatre, and a Master’s degree in forensic science with a concentration in biological

criminalistics. She worked as an analytical chemist prior to running the SciBabe platform full time

while living in Southern California. Yvette takes pride in making people blush using (sometimes

inappropriate) humor to poke holes in claims that are not evidence based.  

 

Keri Gans, MS, RDN, CDN, takes a no-nonsense and fun approach to living a healthy lifestyle.

She is a registered dietitian, yoga instructor, and media personality based in New York City. She is

the author of The Small Change Diet, a Shape Magazine Advisory Board Member and blogger for

US News &World Report. Keri is frequently quoted in local and national publications, and is a

sought after nutrition expert on television and radio, with appearances on The Dr. Oz Show, Good

Morning America, and the Sirius/XM Satellite Radio’s Dr. Radio program. About Our Sponsor  

Heartland Food Products Group, the makers of SPLENDA® Sweeteners, strives to help people

enjoy a sweet life without all the calories from added sugar by offering products, recipes and tips
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for a healthier lifestyle. For the latest research on low calorie sweeteners, patient educational

materials, product samples (including new SPLENDA® Naturals Stevia Sweetener) or to sign up

for our new HCP toolkit, visit www.SplendaProfessional.com 

 

Disclosures  

This complimentary 1-credit continuing education webinar is brought to you with support from 

SPLENDA®. Please note that SPLENDA® provided financial support only and did not have input

into the information provided in this course. Yvette d’Entremont, MS (aka SciBabe) reports the

following relevant disclosures: She has received honoraria from Flavor Producers, Florida Dairy

Farmers, Crop Life, Minn-Dak Farmers, Atlantic Farm Women, American Soybean Association,

MacEwan University, and CA Beet Growers and serves as a consultant to SPLENDA®. Keri Gans

reports the following disclosures: She has received consultant fees/honoraria from Balchem,

Barilla, Bel Brands, USA, Florida’s Natural, International Pasta Organization, Kellogg’s, KIND, and

USA Pears and serves as a brand spokesperson for SPLENDA®. Both have certified that no

conflict of interest exists for this program. View our disclosure policy.  

Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  

 

You may unsubscribe or change your contact details at any time. 
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38. EoE, budesonide and splenda alternative

From: NoReply@webauthor.com

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Nov 01, 2017 10:32:51

Subject: EoE, budesonide and splenda alternative

Attachment:

Mail All PNPG Member Community - EoE, budesonide and splenda alternative View Post  

Message Does anyone have experience using something other than Splenda to mix with

Budesonide for a good esophageal coating consistencey? Using Splenda has bothered me for

some time now, but I couldn't find research to support the use of something else. The recent

PNPG Building Block for Life, contains EoE Challenges in Treatment, in the case study the GI

recommends mixing budesonide with formula powder and a couple drops of water. Has anyone

tried this or something else with success?   

Nicole Hillegonds 

Your notifications are set to Real-Time, if you would like to change this, log into the portal and

update your preferences under My Profile. 
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39. Donna, don't miss these surprises at FNCE®

From: Splenda Professional <SplendaProfessional@splenda-email.com>

To: DMartin@Burke.k12.ga.us

Sent Date: Oct 17, 2017 08:00:49

Subject: Donna, don't miss these surprises at FNCE®

Attachment:

The Sweet Scoop® 

Looking for ways to sweeten recipes  but without all the added sugar? Stop by the SPLENDA®

booth to learn about our new stevia sweetener products, or attend our live cooking demo in the

culinary studio, for some Frenchinspired inspiration! 
Excited for FNCE® 2017?
 

See what’s sweet at Booth #1442!

 
Donna, taste something new at FNCE® Booth
#1442
 

See you soon, Chicago! The SPLENDA® dietitians are ready for this year’s Academy of Nutrition

and Dietetics annual Food &Nutrition Conference &Expo™ (October 21-24). Stop by our booth to

grab samples of SPLENDA® Naturals Stevia Sweetener and our NEW SPLENDA® Naturals

Sugar &Stevia Sweetener Blend: a blend of pure cane sugar and stevia leaf extract. This new

stevia blend has no bitter aftertaste, and looks and acts like sugar with only half the calories per

serving!

 

cooking demo

 
Watch Chicagobased Chef Greg Biggers prepare
a three course gourmet meal
 

Join us in the culinary studio at the FNCE® Expo hall for a live cooking demo with Chef Greg

Biggers! He’ll be using SPLENDA® Naturals Stevia Sweetener products to create French inspired,

caloriecontrolled, gourmet recipes from first course through dessert. Mark your calendar: This

event will take place Sunday, October 22nd at 11:30am CST.

 explore our products 

#fnce @ splenda

 
Tag your picture #FNCE @Splenda for a chance
to win a $100 gift card!
 

While you’re at our SPLENDA® Booth (1442) at FNCE®, don’t forget to snap a picture and post it

with #FNCE @Splenda on Twitter or Instagram! When you do, you’ll be automatically entered for
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a chance to win a $100 gift card.*

 see official rules 

resources to help patients

 
Sign up for our informationpacked professional
newsletter!
 

As a subscriber to THE SWEET SCOOP® newsletter for healthcare professionals, you’ll receive

the latest studies on lowcalorie sweeteners, plus education events, recipes with less added sugar

to share with patients, and much more.

 sign up today PRODUCTS | PATIENT EDUCATION RESOURCES | SCIENTIFIC STUDIES 

Can’t see images? View as a webpage

 

* No purchase necessary. 50 U.S./D.C., 18+. Official Rules Apply: www.splenda.com/fnce2017.  

 

You are receiving this email as a 2017 Food &Nutrition Conference &Expo™ attendee. This is a

onetime only email. Your email address will not be stored for additional communications or shared

with any other organizations.  

 

Links to third-party websites are provided solely for convenience. Heartland Food Products Group,

LLC is not responsible for the content of such websites, and users are solely responsible for

compliance with any terms of use thereon.  

 

This newsletter was created under the splenda.com Privacy Policy.  

 

Our records indicate that you have requested to receive information and offers from the SPLENDA
® Brand. If you no longer wish to receive email communications about SPLENDA® Products,

unsubscribe here.  

 

PLEASE DO NOT RESPOND TO THIS EMAIL AS IT IS UNABLE TO RECEIVE REPLIES, but

we’d love to hear from you. Please call us at 18007775363, send mail to the SPLENDA®

Consumer Center, Attention: CCC, 309 South Street, New Providence, NJ 07974, or email us by

clicking here.  

 

All third party trademarks used herein are the property of their respective owners.  

 

© 2017 Heartland Consumer Products LLC. All rights reserved.
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40. PRIORITY: FNCE Information

From: Patricia Babjak <PBABJAK@eatright.org>

To: DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>,

peark02@outlook.com <peark02@outlook.com>, 'Lucille Beseler'

<lbeseler_fnc@bellsouth.net>, 'Jo Jo Dantone-DeBarbieris'

<jojo@nutritioned.com>, 'Manju Karkare' <manjukarkare@gmail.com>,

'Margaret Garner' <mgarner@ua.edu>, 'Dianne Polly'

<diannepolly@gmail.com>, 'Marcy Kyle' <bkyle@roadrunner.com>, 'Linda

Farr' <linda.farr@me.com>, 'Hope Barkoukis' <Hope.Barkoukis@case.edu>,

'Kevin Sauer' <ksauer@ksu.edu>, 'Michele Lites'

<michelelites@sbcglobal.net>, 'Michele.D.Lites@kp.org'

<Michele.D.Lites@kp.org>, 'Susan Brantley' <brantley.susan@gmail.com>,

'Milton Stokes' <milton.stokes@monsanto.com>, 'Tammy Randall'

<Tammy.randall@case.edu>, 'Marty Yadrick' <myadrick@computrition.com>,

'Steve Miranda' <steve.miranda44@gmail.com>, 'Kevin Concannon'

<k.w.concannon@gmail.com>

Cc: Executive Team Mailbox <ExecutiveTeamMailbox@eatright.org>, Mary

Gregoire <mgregoire@eatright.org>, Chris Reidy <CREIDY@eatright.org>,

Susan Burns <Sburns@eatright.org>, Sharon McCauley

<smccauley@eatright.org>

Sent Date: Oct 16, 2017 19:22:25

Subject: PRIORITY: FNCE Information

Attachment: 2017 BOD FNCE SCHEDULE Final 101617.doc
2017 DPG and MIG Chair and Chair Elect List.pdf
BOD General remarks for leaders FNCE 2017 Edits 10.16.2017.pdf
2017 FNCE Expo - Board Assignments.pdf
Fall Agenda Final.pdf
Tips for BOD Participation at HOD Meetings 2-21-17.pdf
VIP Entrance Map.pdf

Attached is the final Board schedule highlighting FNCE activities which require and/or encourage

Board attendance. Those activities which are highlighted in yellow require your attendance. For

those of you who have been assigned to DPG/MIG events, we have registered you and notified

the DPG or MIG chair. You will be greeted by the chair and if not, please introduce yourself; a list

of DPG and MIG leaders is attached for reference. 

 

The Board FNCE schedule lists times to extend your appreciation to our exhibitors and sponsors.

Attached are your designated assignments for thanking the exhibitors. The assignments are made

to ensure all the exhibitors are covered, but it doesn’t preclude you from thanking others for their

generous support of the Academy’s meetings and programs, including FNCE, especially the 14

sponsors who have booths on the exhibit floor. A list of the sponsor booth names and locations is

included in the attachment. We have several engagement opportunity booths for attendees on the
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		HEADQUARTERS HOTELS
Hyatt Regency Chicago (HRC-HQ Hotel)


151 E. Wacker Drive, Chicago, IL 60601

		CONVENTION CENTER
McCormick Place West (MPW)

2301 S. Dr. Martin Luther King Drive, Chicago, IL 60616



		Hyatt Regency McCormick (HRM)

2233 S. Dr. Martin Luther King Drive, Chicago, IL 60616

		
FINAL 10/16/2017









		Wednesday, October 18

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:30 pm – 9 pm

		House Leadership Team Dinner

		Pizano’s

61 E. Madison St.,
Chicago

		

		HLT BOD members: S. Brantley, L. Farr, M. Kyle, D. Polly, 


T. Randall, M. Stokes



		Thursday, 

October 19

		Title

		Location

		Meeting

 Room

		Attendance/Remarks



		8 am – 2 pm

		House Leadership Team Meeting

		HRC – HQ Hotel

		Randolph 1A

		HLT BOD members



		3 pm – 4:30 pm

		HOD Meeting Orientation

		HRC –HQ Hotel

		Michigan 3

		D. Polly, L. Farr, T. Randall



		3:30 pm – 4:30 pm

		HOD Meeting Table Facilitator Training

		HRC – HQ Hotel

		Michigan 2

		S. Brantley, M. Kyle,


M. Stokes, D. Polly



		5 pm – 5:45 pm

		Mentor-Mentee Gathering 

		HRC –HQ Hotel

		Michigan 1

		HLT BOD members 



		5:45 pm – 6:45 pm

		HOUSEWarming Party



		HRC – HQ Hotel

		Plaza AB

		HLT BOD members


BOD members (as schedule permits)





		Friday,

 October 20

		Title

		Location

		Meeting Room

		Attendance/Remarks



		7:30 am – 8:30 am

		President’s Breakfast

		HRC – HQ Hotel

		Grand Ballroom CD

		Remarks: 
D. Martin (7:55 am-8:10 am) 

M. Yadrick (
8:15 am-8:25 am)

BOD members



		8:40 am – 5 pm

		House of Delegates Meeting

(see HOD meeting agenda for details)



		HRC – HQ Hotel

		Grand Ballroom AB

		Presiding: D. Polly

BOD members 





		10:30 am-11:30 am 

		Weight Management DPG Leadership Meeting 

		HRC – HQ Hotel

		Toronto Room

		L. Beseler, D. Enos, J. LasCola



		12:30 pm – 1:25 pm

		HOD Lunch

		HRC – HQ Hotel

		Grand Ballroom CD

		BOD members 



		12:30 pm

		Meet in lobby of the Hyatt Chicago hotel for Uber to McCormick Place for Opening Session Rehearsal 

		HRC – HQ Hotel




		Lobby

		D. Martin, M. Russell, 


M. Yadrick, P. Babjak



		1 pm – 4 pm



		Opening Session/Member Showcase/ Closing Session Rehearsal (Lunch Provided)

		McCormick Place West (MPW)

		Skyline Ballroom 375

		D. Martin (1pm-2:30pm)


M. Yadrick (2:30pm – 2:45pm)


M. Russell (3pm – 3:30pm)


P. Babjak (as schedule permits)



		1:45 pm – 3:15 pm

		Level 2 Weight Management Program: Positioning Yourself for Maximize Reimbursement

		Hotel InterContinental 505 N. Michigan Ave., Chicago

		

		L. Beseler (1:45 pm- 3:15 pm)



		4:30 pm – 5 pm 

		PNPG DPG Executive Committee Meeting

		HRC – HQ Hotel

		Skyway 273

		Remarks: M. Russell (4:30 pm)



		6 pm – 9 pm

		Welcome Party – hosted by Mary Abbott Hess honoring William Reynolds

		New Buffalo Bills


3750 North Lake Shore Dr., Apt. 3A, Chicago

		

		By invitation only



		7:30 pm – 9:30 pm

		Academy Board Get-together 



		HRC – HQ Hotel

		Monach Suite


(East Tower 34th floor)




		BOD members, guests and select staff






		Saturday,


 October 21

		Title

		Location

		Meeting Room

		Attendance/Remarks



		7:15 am – 7:45 am

		HOD Networking Breakfast

		HRC – HQ Hotel

		Grand Ballroom CD

		BOD members



		7:15 am  – 3 pm




		Reimbursement Representative Training 

		McCormick Place West (MPW) 

		W176 C

		Opening Remarks: D. Martin (8:10 am-8:15 am)



		7:15 am 

		Meet in lobby of the Hyatt Chicago hotel for Uber to McCormick Place for Presentations 

		HRC – HQ Hotel




		Lobby

		D. Martin, M. Russell, 


M. Yadrick



		8 am – 12 pm 

		House of Delegates Meeting




		HRC – HQ Hotel

		Grand Ballroom AB

		Presiding: D. Polly

BOD members 





		8 am – 2 pm

		Academy/AMIA Nutrition Informatics Course

		McCormick Place West (MPW)

		W476

		Presiding: M. Yadrick 
(8 am -11 pm)

Remarks: 
M. Russell (8:30 am – 8:40 am)



		8:45 am

		Meet in lobby of the Hyatt Chicago hotel for Uber to Hyatt McCormick for Nominating Committee

		HRC – HQ Hotel




		Lobby

		L. Beseler, P. Babjak



		9 am – 9 pm

		Nutrition & Dietetic Educators & Preceptors Council Meeting

		Hyatt Regency McCormick (HRM)

		Hyde Park A

		K. Sauer
(as schedule permits)



		9:30 am – 3:30 pm

		Nominating Committee Meeting/Lunch/Interviews

		Hyatt Regency McCormick (HRM)

		Huron/Erie


(3rd Floor)

		L. Beseler, P. Babjak


(Meeting: 9:30 am -10:30 am 


Interviews: begin at 10:30 am)



		10 am – 11 am

		Exhibitor Advisory Council Meeting

		McCormick Place West (MPW)

		W474 B

		M.B. Whalen






		11:30 am  – 12 pm


(Meeting runs from 7:15 am  – 3 pm)



		Reimbursement Representative Training: Setting Fees- What You Need To Know

		McCormick Place West (MPW)

		W176 C

		Presenter: L. Beseler (11:30 am  – 12 pm)





		11:30 am – 1:30 pm

		Foundation Nutrition Symposium: Modern Day Human Magnesium Requirements: Should Supplements Be Recommended

		McCormick Place West (MPW)

		W475 AB

		Remarks: M. Yadrick (11:30am – 11:55am)



		11:30 am – 1 pm

		ANDPAC Signature Lunch

		McCormick Place West (MPW)

		W194 AB

		Remarks:  D. Martin (12 pm)


BOD members

(Purchase tickets ASAP at crhone@eatright.org) 



		1:30 pm – 3 pm

		Foundation Nutrition Symposium: Mindful Portions Start With You: Help Inspire Healthy Behaviors

		McCormick Place West (MPW)

		W470 AB

		BOD members 


(as schedule permits)





		1:30 pm – 3 pm

		Policy Seminar – Nutrition Policy Town Hall

		McCormick Place West (MPW)

		W194 AB

		BOD members 


(as schedule permits)



		1:30 pm – 3:30 pm

		50 Year Member Celebration



		McCormick Place West (MPW)

		W178 AB

		Remarks:  M. Yadrick

(1:30 pm – 1:40 pm)


Remarks:  D. Martin

(1:40 pm – 1:50 pm)

BOD members
(as schedule permits)



		Saturday, October 21

		Title

		Location

		Meeting Room

		Attendance/Remarks



		2 pm – 3:15 pm

		Fellow Reception

		McCormick Place West (MPW)

		W179 AB

		Remarks:  M. Yadrick


(3:00 pm – 3:05 pm) 

BOD members 


(as schedule permits)



		2 pm – 3:45 pm

		Pre-Opening Session Details

		McCormick Place West (MPW)

		Skyline Ballroom 375

		D. Martin (2 pm)






		2 pm – 3:30 pm

		School Nutrition Services DPG Reception and Networking Event

		Hyatt Regency McCormick (HRM)

		Burnham AB

		D. Martin

(as schedule permits) 



		2:10 pm – 2:40 pm

		Spokesperson Briefing

		McCormick Place West (MPW)

		W471 A

		Remarks: M. Yadrick (2:10 pm – 2:40 pm)



		4 pm – 6 pm

(VIP seating 

3:35 pm – 4:45 pm)

		Opening Session: How Media Influences Healthcare Today

		McCormick Place West (MPW)

		Skyline Ballroom W375 BCDE

		Presiding: D. Martin

BOD members 



		6 pm – 7:30 pm

		Centennial Celebration - Opening Night Party

		McCormick Place West (MPW)

		W375 A, Central Concourse, Hall F1

		BOD members



		7:45 pm 

		Meet on Level 1 of McCormick Place West by Gate 40 for an Uber to the Chicago Firehouse Restaurant 

		

		

		D. Martin, J. Dantone, 
M. Garner, M. Russell, 
P. Babjak



		7:30 pm – 9 pm

		Foundation Board Dinner


(7:30 pm-Wine Reception 8 pm- Dinner Served)

		Chicago Firehouse Restaurant, 1401 S. Michigan Ave.,

Chicago

		The Kimball Parlor

		Remarks: M. Yadrick

J. Dantone, M. Garner, 


D. Martin, M. Russell, 

P. Babjak



		8 pm – 10 pm

		American Overseas Dietetic Association International Reception

		HRC - HQ Hotel




		Regency Ballroom A

		BOD members 


(as schedule permits)



		8 pm – 10 pm

		Illinois Academy Networking Event

		HRC – HQ Hotel

		Plaza A

		M. Russell



		

		

		

		

		



		Sunday, 

October 22

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:30 am – 7:45 am

		Foundation Leadership Breakfast

		HRC – HQ Hotel

		Grand Ballroom B

		Remarks: M. Yadrick

                



		7 am – 8:30 am

		Honors Breakfast

		HRC – HQ Hotel

		Grand Ballroom EF

		Presiding: L. Beseler (opening remarks 7:45 am) (closing remarks 8:15 am)


Board Partners: 

M. Karkare, L. Farr, M. Kyle,  
M. Yadrick, M. Lites, D. Polly,


J. Dantone 

Board Members





		8:30 am – 9:30 am

		Consumer Protection and Licensure Forum

		McCormick Place West (MPW)

		W176 A

		D. Polly (as schedule permits)





		Sunday, 


October 22

		Title

		Location

		Meeting Room

		Attendance/Remarks



		8:30 am

		Meet in lobby of the Hyatt Chicago for Uber to Hyatt McCormick for FMC and Nominating Committee Meetings

		HRC – HQ Hotel




		Lobby

		D. Martin, L. Beseler,                M. Russell, M. Yadrick, 


P. Babjak, S. Parker



		9 am – 9:30 am

		FNCE Student Engagement 

		McCormick Place West (MPW)

		W177

		D. Martin, P. Babjak, D. Enos, Dr. Mir



		9 am – 9:30 am

		FMC Meeting

		McCormick Place West (MPW)

		W473

		M. Russell, M. Yadrick






		9 am – 11 am

		House Leadership Team Meeting

		Hyatt Regency McCormick (HRM)

		Lincoln Park Boardroom

		HLT BOD Members



		9 am – 3:30 pm

		Exhibitor Appreciation 

		McCormick Place West (MPW)

		Exhibit Hall F1A West

		BOD members will receive list of exhibitors/sponsors to thank



		9:15 am – 5 pm


		Nominating Committee Meeting and  Interviews

		Hyatt Regency McCormick (HRM)

		Huron/Erie


(3rd Floor)

		L. Beseler, P. Babjak 


(Interview begin at 9:30 am)



		10 am – 11:30 am

		Lenna Francis Cooper Memorial Lecture: Through the Eyes and Taste Buds of Our Children: School Food and Nutrition Past, Present and Future

		McCormick Place West  (MPW)

		W192 ABC

		Moderator: D. Martin


BOD members 






		11:45 am – 1:15 pm 

		DPG/MIG Town Hall Luncheon

		McCormick Place West (MPW)

		W193 AB

		Remarks: may depart after remarks


D. Martin 


(12:00 pm – 12:05 pm) 

M. Russell 

(12:05 pm – 12:10 pm)





		11:45 am – 1 pm

		Former Academy Presidents, Former Foundation Chairs and Honorary Members Luncheon 

		Hyatt Regency McCormick (HRM)

		Prairie B

		Remarks: L. Beseler 


P. Babjak 

M. Yadrick



		12:30 pm – 1:30 pm

		Finance and Audit Committee Luncheon 

		McCormick Place West (MPW)

		W176 B

		J. Dantone, M. Garner, 


M. Karkare, M. Kyle, M. Russell



		1:30 pm – 3 pm

		2017 Presidents’ Lecture: Systems Medicine, Big Data and Scientific Wellness; Transforming Healthcare

		McCormick Place West (MPW)

		W375 A

		Presiding: D. Martin


BOD members 






		1:30 pm – 3:30 pm

		FNCE Session: Wimpfheimer-Guggenheim International Lecture: How Global Nutrition Collaborations Impact Change: Lesson from Four Continents

		McCormick Place West (MPW)

		W187 ABC

		BOD members 
(as schedule permits)



		3:30 pm – 5 pm

		The Edna and Robert Langholz International Nutrition Award and Lecture: Collaborating to Battle Cognitive Decline With Nutrition 

		McCormick Place West (MPW)

		W184 ABCD

		BOD Members 





		2:15 pm – 3:30 pm

		Code of Ethics Task Force

		McCormick Place 

		Jackson Park A

		M. Russell



		3:30 pm – 5 pm

		Ethics Session 131: Cyberbulling

		McCormick Place West

		W183 ABC

		M. Russell



		Sunday, 


October 22

		Title

		Location

		Meeting Room

		Attendance/Remarks



		5:30 pm – 7:30 pm

		NE DPG Networking Event

		HRC – HQ Hotel

		Grand Ballroom A

		M. Russell, L. Farr


(as schedule permits)



		5:30 pm – 6:30 pm

		Affiliate Presidents and Presidents-Elect Networking Reception

		HRC – HQ Hotel

		Plaza A

		BOD members 


(as schedule permits)



		5 pm – 7 pm

		Nutrition & Dietetic Educators & Preceptors Student Internship Fair 

		HRC – HQ Hotel

		Regency AB

		K. Sauer, D. Polly, T. Randall 

 (as schedule permits)



		5:30 pm – 7 pm

		ANDPAC VIP Reception

		HRC – HQ Hotel

		Skyway 271

		BOD Members





		5:30 pm -7:30 pm




		Food & Nutrition Magazine #FNCE Social

		Chicago Illuminating Co.

2110 S. Wabash Ave., Chicago

		

		L. Beseler



		6 pm – 7 pm

		Academy Committee Chairs/Vice Chairs Networking Event

		HRC – HQ Hotel

		New Orleans

		D. Martin, D. Polly 





		6 pm - 7:30 pm

		PNPG DPG Member Reception 




		HRC – HQ Hotel

		Columbus GH 

		L. Beseler


(as schedule permits)



		6 pm – 7:30 pm

		Foundation Donor Reception

		The London House Hotel, 


85 E. Wacker Dr., Chicago

		Etoile Room

		BOD members 


(by invitation)



		6 pm – 8 pm

		DNS DPG Member Reception 

		HRC – HQ Hotel

		Grand Ballroom D

		M. Russell



		6 pm – 8:30 pm

		DCE DPG Awards/Membership Meeting 

		HRC – HQ Hotel

		Grand Ballroom B

		J. Dantone



		6:30 pm – 8:30 pm

		Food and Culinary Professionals Networking Reception

		Chicago Cultural Center, 78 E Washington St., Chicago

		

		M. Stokes



		7:30 pm 

		Langholz Award Dinner

		The London House Hotel 

85 E. Wacker Dr., Chicago

		Private Dining A

		By invitation only 

P. Babjak



		8 pm – 10 pm

		President’s Reception

		Wyndham Grand Chicago


71 E. Wacker Dr., Chicago

		Penthouse Ballroom

		BOD members 



		

		

		

		

		



		Monday, 

October 23

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:30 am – 7:45 am

		Nutrition and Dietetic Educators and Preceptors Member Breakfast and Meeting

		Hyatt Regency McCormick (HRM)

		Regency AB

		K. Sauer





		6:30 am – 8:30 am 

		Research DPG Member Breakfast

		HRC – HQ Hotel

		Regency Ballroom A

		D. Martin (as schedule permits)



		7:15 am 

		Meet in lobby of the Hyatt Chicago Hotel for Uber to McCormick Place


for Member Showcase Details

		HRC – HQ Hotel




		Lobby

		D. Martin, L. Beseler,


M. Russell, M. Yadrick, 

P. Babjak



		Monday, 

October 23

		Title

		Location

		Meeting Room

		Attendance/Remarks



		8 am – 9:30 am

		2017 Trailblazer Lecture: Second Start to the Right: The Nexus of Dietetics and Food Science 

		McCormick Place West (MPW)

		W190 AB

		Moderator: M. Russell

BOD Members



		8:30 am – 10 am

		Pre-Member Showcase Details

		McCormick Place West (MPW)

		Skyline Ballroom 375

		D. Martin (8:30 am)

L. Beseler (9:00 am) 


M. Yadrick (9:30 am) 
M. Russell (9:45 am)



		9 am – 3:30 pm

		Exhibitor Appreciation 

		McCormick Place West (MPW)

		Exhibit Hall F1A West

		BOD members will receive list of exhibitors/sponsors to thank





		9 am – 3:30 pm

		Member Product MarketPlace

		McCormick Place West (MPW)

		Outside of Exhibit hall F2

		BOD members  


(as schedule permits)





		9 am – 12 pm

		DPG & MIG Showcase

		McCormick Place West  (MPW)

		Outside of Exhibit hall F2

		BOD members


(as schedule permits)





		10 am – 12 pm

(VIP seating 


9:35 am – 9:45 am)

		Member Showcase: Why Food is the New Internet: The Future of Food

		McCormick Place West (MPW)

		Skyline Ballroom W375 CDE

		Presiding /Remarks: 


D. Martin, L. Beseler,


M. Russell, M. Yadrick


BOD members



		12:30 pm – 1:30 pm

		School Spirit Contest Reception

		McCormick Place West (MPW)

		W176 AB

		Remarks:  D. Martin


BOD Members 



		11:30 am – 1:30 pm

		MQii Lunch and Learn

		McCormick Place West (MPW)

		W193 AB

		Closing Remarks: 
M. Garner (1– 1:15 pm)



		1:30 pm – 3 pm

		Session: Nutrition Services Payment:The Intersection of Law and Ethics

		McCormick Place West (MPW)

		W187 ABC

		Moderator: D. Polly



		1:30 pm – 3 pm

		Session: Looking Forward: Nutrition Research Tools and Techniques for the Second Century

		McCormick Place West (MPW)

		W178 AB

		Presenter: M. Yadrick



		2 pm – 3 pm

		Donate to ANDPAC – Get your Picture with the President  

		McCormick Place West (MPW)

		Level 3 

		D. Martin  



		3 pm – 5 pm

		Academy Foundation Second Century FUN-raiser Rehearsal

		Navy Pier

		Crystal Garden Ballroom

		M. Yadrick


(arrive 4 pm)



		3:15pm – 3:45 pm

		Weight Management DPG Leadership and Academy Presidents Meeting

		McCormick Place West (MPW)

		W177

		D. Martin, L. Beseler,                M. Russell, P. Babjak, D. Enos



		5:30 pm – 7 pm

		MIG Reception

		HRC – HQ Hotel

		Regency A

		Remarks:


D. Martin (5:45 pm – 5:50 pm)  L. Beseler, M. Russell 

BOD Members (as schedule permits)



		8 pm – 10 pm

		Academy Foundation Second Century FUN-raiser 

		Navy Pier


600 E Grand Ave., Chicago 

		Crystal Garden (indoors)

		Presiding: M. Yadrick 

BOD Members







		Tuesday, 
October 24

		Title

		Location

		Meeting Room

		Attendance/Remarks



		6:30 am – 8 am

		Networking with Quality Management Committee Breakfast

		McCormick Place West (MPW)




		W176AB

		M. Russell 



		9 am – 1 pm

		Exhibitor Appreciation

		McCormick Place West (MPW)

		Exhibit Hall FA1West

		BOD members will receive list of exhibitors/sponsors to thank





		9:45 am – 11:15 am

		Session: Fear Bootcamp: How to Take Action and Make Fear Your Homeboy

		McCormick Place West (MPW)

		W183 ABC

		Moderator: L. Beseler



		9:45 am – 11:15 am

		Session: From Ho-Hum to Viral: How to Make a Killer Video

		McCormick Place West (MPW)

		W184 ABCD

		Moderator: M. Lites



		12 pm – 1:30 pm

		Session: A New Prioritization Framework to Optimize Community Food Security

		McCormick Place West (MPW)

		W176 AB

		Moderator: M. Yadrick



		12 pm – 1:30 pm

		Hot Topic: Going Global-A World of Difference; Experiences that will Advance your Career

		McCormick Place West (MPW)

		W375 B

		Moderator: L. Beseler



		12:45 pm – 1:30 pm

		Pre-Closing Session Details

		McCormick Place West (MPW)

		Skyline Ballroom 375

		D. Martin (12:45 pm) 


M. Russell (1:15 pm)



		2 pm – 3:30 pm

(VIP seating 

1:20 pm – 1:30 pm)

		Closing Session: The Future of the Mind

		McCormick Place West (MPW)

		Skyline Ballroom W375 CDE

		Presiding: D. Martin


Remarks: M. Russell

BOD members

 



		5 pm -7 pm

(Specific time TBD)

		AODA Executive Committee Meeting 

		Hyatt Regency Chicago (HRC)

		Grand Suite 3

		D. Martin, M. Russell
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DPG or MIG Name Position First Name Last Name City State Email


Asian Indians in Nutrition and 


Dietetics 


MIG Community 


Leader Parul Kharod Cary NC parulkharod@gmail.com


Asian Indians in Nutrition and 


Dietetics 


MIG 


Communications 


Coordinator Aarti Batavia Novi MI aartibatavia@gmail.com


Behavioral Health Nutrition Chair Janice Scott Irving TX janice.scott@tsrh.org


Behavioral Health Nutrition Chair-elect Megan Kniskern Phoenix AZ megan.nutrition@gmail.com


Chinese Americans in Dietetics and 


Nutrition Chair Zhanglin Kong Allston MA zhanglin.kong@gmail.com


Clinical Nutrition Management Chair Barbara Lusk Sacramento CA bllusk@ucdavis.edu


Clinical Nutrition Management Chair-elect Terese Scollard Beaverton OR terese.scollard@providence.org


Diabetes Care and Education Chair Elizabeth Quintana Albuquerque NM liz.quintana.rdcde@gmail.com


Diabetes Care and Education Chair-elect Alyce Thomas Newark NJ thomasa@sjhmc.org


Dietetic Technicians in Practice Chair Christine Gosch Columbia MD cmg1@comcast.net


Dietetic Technicians in Practice Chair Corinne Worland WALNUT CA corinnecmt@gmail.com


Dietetic Technicians in Practice Chair-elect Corinne Worland WALNUT CA corinnecmt@gmail.com


Dietetics in Healthcare 


Communities Chair Mary Rybicki Wakefield MA MRybickiRD@gmail.com


Dietetics in Healthcare 


Communities Chair-elect Cynthia Wolfram Houston TX cwolframrdld@att.net


Dietitians in Business and 


Communications Chair Rebecca Holmes Portland becki.holmes@gmail.com


Dietitians in Business and 


Communications Chair-elect Melissa Nelson Irvine CA missy.nelson914@gmail.com


Dietitians in Integrative and 


Functional Medicine Chair Mary Purdy Seattle WA MaryPurdyRD@gmail.com


Dietitians in Integrative and 


Functional Medicine Chair-elect Danielle Omar Fairfax VA 2eatwell@gmail.com


Dietitians in Nutrition Support Chair Sarah Peterson Chicago IL chair@dnsdpg.org


Dietitians in Nutrition Support Chair-elect Yimin Chen Chicago IL yimin_chen@rush.edu


Fifty Plus in Dietetics and Nutrition


MIG Community 


Leader Joyce Scott-Smith Pittsburgh PA joycescsm@verizon.net
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DPG or MIG Name Position First Name Last Name City State Email


Fifty Plus in Dietetics and Nutrition


MIG 


Communications 


Coord. Sandra Carpenter Mc Kees Rocks PA sandrardcde@aol.com


Filipino Americans in Dietetics and 


Nutrition


MIG Community 


Leader Beatriz Dykes Monroe OH bdykes@cinci.rr.com


Filipino Americans in Dietetics and 


Nutrition


MIG 


Communications 


Coordinator Aimee Estella Chicago IL aimee.estella@gmail.com


Food and Culinary Professionals Chair Kimberly Kirchherr Arlington Hts IL kimberly.kirchherr@gmail.com


Food and Culinary Professionals Chair-elect Garrett Berdan Bend OR garrettberdan@gmail.com


Healthy Aging Chair Claire Schmelzer Lexington KY claire.schmelzer@eku.edu


Healthy Aging Chair-elect Katherine Dodd Medford OR hadpgchairelect@gmail.com


Hunger and Environmental 


Nutrition Chair Amanda Hege Lexington KY amanda.s.hege@gmail.com


Hunger and Environmental 


Nutrition Chair-elect Lisa Dierks Wanamingo MN lisamnrd1@gmail.com


Jewish Member Interest Group


MIG Community 


Leader Jessica Pearl New York NY jessrpearl@gmail.com


Jewish Member Interest Group


Communications 


Coord. Stefanie Weiner Bala Cynwyd PA weiners2@email.chop.edu


Latinos and Hispanics in Dietetics 


and Nutrition Chair Margaret Cook-Newell Winchester KY margaret.cook-newell@wku.edu


Latinos and Hispanics in Dietetics 


and Nutrition Chair-elect Sara Perrone Corpus Christi TX sara.perrone@sodexo.com


Management in Food and Nutrition 


Systems Chair Denisa Cate Bradford TN dcate@hcmc-tn.org


Management in Food and Nutrition 


Systems Chair-elect Shey Schnell Plattsburgh NY sschnell@cvph.org


Medical Nutrition Practice Group Chair Mary Sharrett Columbus OH mary.sharrett@nationwidechildrens.org
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DPG or MIG Name Position First Name Last Name City State Email


Medical Nutrition Practice Group Chair-elect Amy Keller Marysville OH AMY.KELLER@MARYRUTAN.ORG


Muslims in Dietetics and Nutrition Chair Saba Zahid Somers Point NJ szahid@mail.bradley.edu


National Organization of Blacks in 


Dietetics and Nutrition Chair Roniece Weaver Windermere FL roniece@aol.com


National Organization of Blacks in 


Dietetics and Nutrition Chair-elect Rojean Williams Royal Palm Beach FL naejor60@gmail.com


National Organization of Men in 


Nutrition


MIG Community 


Leader Christopher Gunning NEW BRUNSWICKNJ gunning.christopher@gmail.com


National Organization of Men in 


Nutrition


Communications 


Coord. Dylan Bailey Millburn NJ dylanbailey555@gmail.com


Nutrition Education for the Public Chair Pauline Williams Provo UT pauline_williams@byu.edu


Nutrition Education for the Public Chair-elect Elizabeth Verzo Oak Lawn IL e_vzo@hotmail.com


Nutrition Educators of Health 


Professionals Chair Jill Englett Florence AL jgoode@tds.net


Nutrition Educators of Health 


Professionals Chair-elect Cecile Adkins West Chester PA cecile.dietitian@gmail.com


Nutrition Entrepreneurs Chair Rosanne Rust Meadville PA rosanne@rustnutrition.com


Nutrition Entrepreneurs Chair-elect Elana Natker Herndon VA elana@connectwithsage.com


Oncology Nutrition Chair Heather Bell-Temin Yardley PA heather.bell_temin@hotmail.com


Oncology Nutrition Chair-elect Alice Bender Washington DC AliceBenderRD@gmail.com


Pediatric Nutrition Chair Monica Nagle Philadelphia PA nagle@email.chop.edu


Pediatric Nutrition Chair-elect Patricia Becker Glendale OH patriciajbecker@me.com


Public Health/Community Nutrition Chair Janelle Gunn Suwanee GA jcperalez@gmail.com


Public Health/Community Nutrition Chair-elect Jessica Barron Highland Heights OH jessylbarron@gmail.com


Renal Dietitians Chair Anna Rodriguez Sturtevant WI annamarierd@hotmail.com


Renal Dietitians Chair-elect Sara Erickson Charlotte NC SaraEricksonRD@gmail.com


Research Chair Elizabeth Reverri Dublin OH ejreverri@gmail.com


Research Chair-elect Ashley Vargas Rockville MD AshleyVargasRDN@gmail.com
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DPG or MIG Name Position First Name Last Name City State Email


School Nutrition Services Chair Cyndia Kanarek Culver Smyrna GA fitandhealthy@hotmail.com


School Nutrition Services Chair-elect Jill Williams Springfield IL eagan.jill@gmail.com


Sports, Cardiovascular, and 


Wellness Nutrition Chair Cheryl Toner Herndon VA toner@cdtconsult.com


Sports, Cardiovascular, and 


Wellness Nutrition Chair-elect Lindzi Torres San Antonio TX lindzi23@yahoo.com


Thirty and Under in Nutrition and 


Dietetics


MIG Community 


Leader Kathryn Lawson Arlington VA kathryn.lawson22@gmail.com


Thirty and Under in Nutrition and 


Dietetics


Communications 


Coord. Brittany Chin Greenville SC brittanyjonesRD@gmail.com


Vegetarian Nutrition Chair Carolyn Tampe Denver CO ctampe@gmail.com


Vegetarian Nutrition Chair-elect Anthony Dissen Manahawkin NJ a_dissen@yahoo.com


Weight Management Chair Eileen Ford Philadelphia PA forde@email.chop.edu


Weight Management Chair-elect Connie Diekman St Louis MO connie_diekman@wustl.edu


Women's Health Chair Katie Leahy Gansevoort NY kaunchm1@gmail.com


Women's Health Chair-elect Dawn Ballosingh Omaha NE dballosingh@oneworldomaha.org
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Board of Directors General Remarks 


2017 Food & Nutrition Conference & Expo 


 


 Welcome to Chicago, the Academy’s hometown, on our 100th birthday, our Centennial year! 


 


 Speaking for the Board of Directors, please know how happy we are that you joined us for FNCE. 


 


 Hope you are as excited as I am about the incredible celebration this year! The welcome to Chicago 


began with a display of banners at the airports and throughout the city. Did you know that we have 


attendees from over 80 countries? We are truly reaching and impacting the global nutrition 


community. 


 


 At this year’s FNCE, we have more than 130 cutting-edge nutrition science research and educational 


presentations, lectures, panel discussions and culinary demonstrations. There are sessions on hot 


topics including nutrigenomics, food fraud, medical marijuana, and career global opportunities. 


 


 And, we have so many firsts … we will have … 


o Behind the scenes Green Room footage and photos  


o Facebook Live streaming at the Opening Session, Member Showcase and Closing Session 


that will generate buzz on social media 


o Twitter live footage of attendee interviews waiting for the main sessions to begin  


o An Academy Timeline and interactive display 


o Selfie/photo areas in the Expo and Concourse 


 


 I hope you have a great meeting, filled with professional education, networking, and the camaraderie 


that is such an important part of being an Academy member. 


 


 I hope you will take advantage of all FNCE has to offer in sharpening your skills; learning about 


new research and best practices; reconnecting with colleagues and making new friends.  


 


 We are all working closely together: The Boards of the Academy and the Foundation ... affiliates ... 


DPGs ... MIGs … committees … task forces … individual members … and the Academy’s 


Headquarters Team. 


 


o Affiliates: You know the health needs and the potential of your states and your communities 


better than anyone, and are in the best position to address those needs and help your patients, 


clients and communities achieve their potential. 


 


o DPGs: We depend on you for leadership in the endless – and growing – variety of practice 


areas that our members represent. 


 


o MIGs: We depend on you for the great work you are doing in helping to diversify the 


Academy and the dietetics profession, and also to increase the cultural competence of all 


members and all practitioners. 


 


 


 As the Academy celebrates its Centennial, we will do so under the direction of a new Academy 


Strategic Plan. 


 


 In September, the Board of Directors adopted a new Strategic Plan. The Academy involved 


thousands of external stakeholders and members in the strategic planning process, including students 
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and Millennial members, general membership, Council on Future Practice, HOD, DPGs, MIGs and 


Academy and Foundation Boards. Last fall, we hosted the Nutrition Impact Summit where we 


engaged almost 200 stakeholders. The Summit helped shape a collective vision for our future and 


shaped a set of ideas for collaborative initiatives. 


 Every member will find their practice area reflected in the new Strategic Plan … now and in the 


future. The new Strategic Plan expands and builds upon our core organizational strengths in 


research, professional development, workforce capacity, advocacy and communications – all of 


which translate to opportunities for branding the profession and our organization. 


 


 Throughout the Academy, we are planning and creating growth that will continue to expand our 


profession.  


 


 The plan includes a new Vision for the Academy: “A world where all people thrive through the 


transformative power of food and nutrition.” 


 


 Our plan includes a new Mission for the organization: “Accelerate improvements in global health 


and well-being through food and nutrition.” 


 


 We have adopted five Principles that reflect our core commitments.  


The Academy of Nutrition and Dietetics and our members: 


1. Amplify the contribution of nutrition practitioners and expand workforce capacity and 


capability 


2. Integrate research, professional development and practice to stimulate innovation and 


discovery 


3. Collaborate to solve the greatest food and nutrition challenges now and in the future 


4. Focus on system-wide impact across the food, well-being and health care sectors 


5. Have a global impact in eliminating all forms of malnutrition. 


 


 As an organization and as a profession, we will apply the principles through our strengths to make an 


impact in three focus areas: prevention and well-being, health care and health systems, and food 


safety and nutrition security. 


 


 The new Strategic Plan expands and builds upon our organizational strengths in research, 


professional development, workforce capacity, and advocacy and communications – all of which 


translate to opportunities for branding the profession and our organization.   


 


 Our Strategic Plan is dynamic, future-focused and measureable. As with previous plans, the Board 


will review and modify the plan in the context of the evolving environment.   


 


 Soon we will be introducing our global strategy for standardizing education and elevating practice 


worldwide. We will be establishing international opportunities for our members across the 


continuum from students to professionals in practice. 


 


 With our new Strategic Plan setting the stage, I truly believe that together we can and will change 


the world! 


 


 Thank you again, and have a wonderful FNCE! 
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October 16, 2017 


To the Academy Board of Directors: 


Thank you for your commitment to the Academy of Nutrition and Dietetics as a member of the Board of 
Directors! Again this year, you have been assigned a section of the Expo floor. We ask that you please 
visit each exhibitor, if possible prior to Tuesday, within your assigned section and extend appreciation for 
their participation and support of the Academy. If you have questions, please contact us onsite or direct 
the exhibitor to the Exhibitor Lounge & Sales Office behind booth 2244.   


Attached is a list of exhibitors within your section. Out of the 380+ FNCE® 2017 exhibitors, there are a 
total of 113 new companies exhibiting for the first time at FNCE® 2017 and they are highlighted in 
yellow.  


The Academy gratefully acknowledges the 14 sponsors at FNCE® 2017. 


Academy National Sponsor: National Dairy Council® 


Premier Sponsors: Abbott Nutrition and BENEO Institute 


2017 FNCE® Exhibitor Signature Supporters: American Pistachio Growers, Lentils.org, Premier 
Protein, SPLENDA® Sweeteners, and Sunsweet Growers 


2017 FNCE® Exhibitor Healthy Gut Pavilion Supporter: The a2 Milk Company™ 


2017 FNCE® Exhibitor Wellness & Prevention Pavilion Supporters: Campbell Soup Company and 
Ingredion Incorporated 


2017 FNCE® Supporters: Conagra Brands, DanoneWave and Florida Department of Citrus 


The Expo dates and times are: 
Saturday, October 21 6 p.m. – 7:30 p.m. 
Sunday, October 22 9 a.m. – 3:30 p.m. 
Monday, October 23 9 a.m. – 3:30 p.m. 
Tuesday, October 24 9 a.m. – 1 p.m. 


Thank you for acting as a liaison. We look forward to a great show! 


Sincerely, 
Katie Burke Jennifer Horton 
Katie Burke, CEM Jennifer Horton 
Exhibits Manager Senior Director, Corporate Relations 
kburke@eatright.org jhorton@eatright.org 
773/220-2323  312/925-1160 



mailto:kburke@eatright.org

mailto:jhorton@eatright.org
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Exhibiting As
Booth 


Number
Booth 
Size


Notes


Zevia 1334 100
Nutritionix 1335 100
Today's Dietitian 1336 100
Diversified Foods 1337 100


Pacific Northwest Canned Pear Service 1338 100
Domino Foods, Inc. 1340 100
Fresenius Kabi USA, LLC 1341 100
Collegiate and Professional Sports 
Dietitians Association 1342 100
BiPro USA 1343 100
Eggland's Best, LLC 1434 200
Dietz & Watson 1437 400
Carmi Flavor & Fragrance 1440 100
Taylor & Francis 1441 100
Heartland Food Products Group/ 
Splenda 1442 200 2017 FNCE® Exhibitor Signature Supporter 
Food Fitness First Inc. 1540 100
U.S. Pharmacopeia 1541 200
Benecol Products 1543 100
Premier Protein 1637 400 2017 FNCE® Exhibitor Signature Supporter 
Dinex - Carlisle 1640 200
Emerson Ecologics 1642 200
MonarqRC 1740 100
Fruit Street TeleHealth 1741 100
Nutrislice, Inc. 1742 100 New Company
Myungse CMK Co., Ltd. 1743 100 New Company
PowerBar 1837 200
DFM Dietary Food Management 1840 100
Zero Gravity Skin 1841 100 New Company
TelaDietitian 1842 100 New Company
Healthie Telehealth 1843 100


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Dianne K. Polly, JD, RDN, LDN, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As
Booth 


Number
Booth 
Size


Notes


PepsiCo, Inc. 1111 1,200
Rose Acre Farms 1116 100 New Company
US Farmers & Ranchers Alliance, 
The 1117 200


Campbell Soup Company 1216 600
2017 FNCE® Exhibitor Wellness & Prevention 
Pavilion Supporter


Abbott Nutrition 1411 400 Premier Sponsor
Beneo 1414 400 Premier Sponsor
National Dairy Council 1417 400 National Sponsor
Muuna 1611 200 New Company
Cooks Kitchen 1614 100
Canola Info/Canola Council of 
Canada 1615 100
American Heart Association 1617 400
United Soybean Board 1711 200
Orgain Inc. 1714 200
Lentils.org & Pulses.org 1811 600 2017 FNCE® Exhibitor Signature Supporter 
US Highbush Blueberry Council 1814 200
Computrition, Inc. 1816 100
Wells Enterprises, Inc. (Blue 
Bunny) 1817 200
Peanut Institute 1914 100
Pure Encapsulations 1915 300
Oregon Raspberry & Blackberry 
Commission 1918 100
Human Touch 2011 400 New Company
Kellogg Company 2014 400
Nature Made Vitamins, Minerals & 
Supplements 2017 400
Subway® 2213 200
Eat Smart 2216 200


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Donna S. Martin, EdS, RDN, LD, SNS, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As Booth Number Booth Size Notes
Carlson Laboratories, Inc. 1134 100
Yummy Spoonfuls 1135 100 New Company
Nature's Path Foods Inc. 1136 100
San-J International 1141 100
VEGGIE FRIES 1142 100
Zing Bars 1143 100
Udi's & Glutino 1145 200
Bodylogix 1148 200
GoMacro 1151 200


Springfield Creamery/Nancy's Yogurt 1153 100 New Company
Angelic Bakehouse 1155 100 New Company
Frill Inc 1156 100 New Company
Califia Farms 1158 200 New Company
California Cling Peach Board 1234 100
Llorens Pharmaceutical International 
Division 1236 100
Stur Drinks 1237 100
Explore Cuisine 1238 100
NOW Foods 1240 200
Bakery On Main 1242 100
SunButter LLC 1243 100
Banza 1245 100
Integrative and Functional Nutrition 
Academy 1246 100
Functional Medicine Coaching 
Academy 1248 100 New Company
Holista Foods 1249 100 New Company
Jovial Foods 1251 100
Keiser University 1252 100
La Colombe Coffee Roasters 1253 100 New Company
Kinnikinnick Foods Inc. 1255 100
Betsy's Best 1256 100
HC Foods Co. 1258 100 New Company
American Association of Diabetes 
Educators 1632 100


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Jo Jo Dantone-DeBarbieris, MS, RDN, LDN, CDE, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As Booth Number Booth Size Notes
Siggi's dairy 841 300
Redwood Hill Farm & 
Creamery 845 200
National Honey Board 848 200
Enjoy Life Foods 851 200
Healthy Joy Bakes 853 100 New Company
Biena Snacks 855 100
Simple Mills 856 100 New Company
Nutrition411 858 100


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Kevin Concannon, MSW


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As Booth Number Booth Size Notes
Great Ideas in Nutrition 1937 100
MatrixCare 1938 100 New Company
Dietitian Pros, LLC 1940 100 New Company
The Sarcastic Nutritionist 1941 100 New Company
American River Nutrition, Inc. 1942 100 New Company
Jarrow Formulas, Inc. 1943 100
The Synergy Company 2037 100 New Company
Angie's BOOMCHICKAPOP 2038 100 New Company
Dave's Killer Bread 2040 100 New Company
Cybele's Free-to-Eat 2041 100 New Company
Daily Harvest 2042 100 New Company


American Society for Parenteral 
and Enteral Nutrition (ASPEN) 2043 100
Moog Medical Devices Group 2137 100 New Company
Genetic Direction 2138 100
Alcresta Therapeutics, Inc. 2140 100
Karma Nuts 2141 100 New Company
University of New England 2142 100
California Correctional Health 
Care Services 2143 100 New Company
enterade 2237 200 New Company
Vital Proteins 2240 100 New Company
American Speech-Language-
Hearing Association 2241 100 New Company
Center for Research on 
Ingredient Safety 2242 100 New Company
Miller Pharmacal Group, Inc 2243 100
doTERRA Essential Oils 2244 100


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Kevin Sauer, PhD, RDN, LD


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As
Booth 


Number
Booth 
Size


Notes


SILK 934 100
SmartyPants Vitamins 935 100 New Company
Navitas Naturals 936 100
Peanut Butter & Co. 941 100
Kuli Kuli, Inc. 942 100
Manitoba Harvest Hemp Foods 943 100
Swerve Sweetener 945 100
Grainful 946 100 New Company
RXBAR 948 200
Global Gardens Group 951 200 New Company
Safe Catch 953 100 New Company
Daiya Foods Inc. 955 200
Noroc Naturals 958 100 New Company
Oldways Family of Programs 1034 200
Chosen Foods 1036 100
KIND Healthy Snacks 1038 400
Sweetleaf Stevia Sweetener 1041 100


Phase 2 White Kidney Bean Extract 1042 100
CAJ Food Products, Inc. 1043 100
Vital Choice Wild Seafood 1045 200
Lundberg Family Farms 1048 100
ENLIGHTENED 1049 100
Steaz 1051 100 New Company
Northarvest Bean Growers 1052 100
Misha Dairy 1053 100 New Company
DRINKmaple 1055 100 New Company
United Fresh Produce Association 1056 100 New Company
Yumbutter 1058 100 New Company


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Linda T. Farr, RDN, LD, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As
Booth 


Number
Booth 
Size Notes


JSC Savushkin product 320 200 New Company
FMC Corporation 322 200 New Company
Nature's One 324 100
Levana Meal Replacement 325 100 New Company
Ocean Spray 327 200
University of Wisconsin-Madison Department 
of Nutritional Sciences 420 100 New Company
North American Meat Institute 421 100 New Company
AbbVie 422 100 New Company
P M Harmony 424 100 New Company
Informed-Choice 425 100
Coram CVS specialty infusion services 426 100 New Company
Food Allergy Research & Education 427 100
Elsevier, Inc. 428 100
National Processed Raspberry Council 520 200
Scarf King 522 100
Merisant - Equal and Whole Earth Sweetener 524 200
Herbalife Nutrition 526 200
Hillestad Pharmaceuticals 528 100
Compass Group 620 400
Nestlé 623 400
Ajinomoto North America 626 600
California Walnut Commission 820 400
Conagra Brands 823 400 2017 Supporter
Brassica Protection Products 826 100
National Institute of Diabetes and Digestive 
and Kidney Diseases (NIDDK) 827 200
Mead Johnson Nutrition 711 300
Kate Farms, Inc. 2031 200


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Lucille Beseler, MS, RDN, LDN, CDE, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As
Booth 


Number
Booth 
Size


Notes


Dole Packaged Foods, LLC 930 200
Cranberry Marketing Committee 932 100
USA Rice Federation 1030 100
Egg Nutrition Center 1031 200
Tomato Products Wellness Council 1130 100
Vegetarian Resource Group, The 1131 100
Nutrigenomix Inc. 1132 100
California Strawberry Commission 1230 600
Jones & Bartlett Learning 1430 200
ESHA Research, Inc. 1432 100
RC Fine Foods 1530 100
International Tree Nut Council 1531 100
Shasta Beverages, Inc. 1532 100
HPSI 1534 100
North American Olive Oil Association 1535 100
USDA Center for Nutrition Policy & 
Promotion 1630 100
USDA NAL FNIC 1631 100
American Association of Diabetes 
Educators 1632 100
LaCroix Sparkling Water, Inc. 1634 400
Stonyfield Farm, Inc. 1834 400
Connect for Education 2034 100
FDA/Center for Food Safety and 
Applied Nutrition 2134 100
Feel Good Inc. 2135 100 New Company
Simmons College School of Nursing & 
Health Science 2234 100
Tufts University - Friedman School of 
Nutrition Science and Policy 2235 100


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Manju Karkare, MS, RDN, LDN, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As
Booth 


Number
Booth 
Size Notes


Nutrition Care Manual / eNCPT / 
eatrightPREP 330 200


Ingredion Incorporated 332 100
2017 FNCE® Exhibitor Wellness & Prevention 
Pavilion Supporter 


Sun-Maid Growers of California 430 100
Humane Society of the United States 431 100
Quten Research 432 100 New Company
Slimming World 530 100 New Company
Pinnertest 531 200
Seafood Nutrition Partnership 630 100
OmegaQuant Analytics LLC 631 100 New Company
American Diabetes Association 632 100
University of Arizona Nutritional 
Sciences Department 730 100 New Company
Quest Nutrition 731 200 New Company
Incredible Foods, Inc. 735 100 New Company
Amafruits 736 100 New Company
NoGii 737 100
Munk Pack, Inc. 738 100
Kitchfix 739 100


American Institute for Cancer Research 830 100
Celebrate Vitamins 831 100
BioMeasure/Glenview Health Systems 832 100
Med-Diet, Inc. 834 100
Late July Organic Snacks 835 100
Rhythm Superfoods 836 100
Dole Food Company 838 400


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Marcy Kyle, RDN, LD, CDE, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As
Booth 


Number
Booth 
Size


Notes


Hass Avocado Board 926 100
Hass Avocado Board 927 100
Hass Avocado Board 928 100
Sunsweet Growers, Inc. 1020 400 2017 FNCE® Exhibitor Signature Supporter 
Flatout 1023 400
Hass Avocado Board 1026 600
Sodexo 1220 300
StarKist Co. 1224 100
Functional Formularies 1225 200
American Council on Exercise 1227 100
Dietetics in Health Care 
Communities 1228 100
Cengage Learning 1320 100
Allulite Nutrition, LLC 1321 200 New Company
NASCO 1324 200
Aladdin Temp Rite 1326 200
Cargill 1328 100
Hormel Health Labs 1420 600
ButterBuds 1424 100
National Peanut Board 1425 200
Thick-It/Kent-Precision Foods 
Group, Inc. 1427 200
Gaia Herbs Professional Solutions 1525 200
Livliga 1527 100
Global Health Products 1528 100
Nutritics 1626 100
Real Food Blends 1627 200


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Margaret Garner, MS, RDN, LD, CIC, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As Booth Number Booth Size Notes
LEVL 1645 100 New Company
Canned Food Alliance 1646 100
Ronzoni® Pasta and Minute® Rice 1647 300
Good Idea™ 1651 100
Mercer Consumer 1652 100
American Beverage Association 1653 100
Coral PVO, LLC 1655 100 New Company
Alvarado St. Bakery 1656 100
Cali'flour Foods, LLC 1658 100 New Company
Super Vitamin D, LLC 1745 100 New Company
eXtension Healthy Food Choices in 
Schools Community of Practice 1746 100 New Company
HealthSnap Solutions LLC 1747 100 New Company
DayTwo 1748 100 New Company
Natural Partners, Inc 1749 100
Healthy Bytes 1751 100
The University of Alabama- Bama By 
Distance 1752 100
HueTrition, LLC 1753 100 New Company
All in Beauty 1755 100 New Company
Thrive Culinary Algae Oil 1756 100 New Company
Eating Recovery Center/Insight 1758 100
InBody 1845 200
Kalix EMR 1847 100
Obalon 1848 100 New Company
EatLove 1849 100 New Company
Edible Education LLC 1851 100


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Martin M. Yadrick, MBI, MS, RDN, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies







10.5.17


Exhibiting As Booth Number Booth Size Notes
Crazy Richard's Peanut Butter 
Company 742 100 New Company
BistroMD 743 100
Alaska Seafood 745 100
Wild Blueberry Association 746 200
ZUPA NOMA 748 100 New Company
Froozer 749 100
Living Plate LLC 751 100 New Company
Green Spot Foods LLC 752 100 New Company
Health Warrior 753 100 New Company
Enteral Health and Nutrition LLC 755 100 New Company
Purely Elizabeth 756 100 New Company
Salba Chia 757 100 New Company
P-nuff Crunch 759 100 New Company


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Mary Beth Whalen


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As
Booth 


Number
Booth Size (in 


sq ft) Notes
Leahy IFP 311 100 New Company
Greenman Inc. 312 100
OP2 Labs/Transcend Sciences 313 100
Maryland University of Integrative 
Health 315 100
Dow AgroSciences/Omega-9 Oils 316 200
Nutricia North America 318 100
Mondelez Global LLC 411 400
Lyons Magnus 415 400
Dannon Company: DanoneWave 417 400 2017 FNCE® Supporter
Oxford Biomedical Technologies 611 200
National Pork Board 613 200
Unilever 616 600
BodyStat, presented by VacuMed 714 100
Barilla America, Inc. 811 1,200
Atkins Nutritionals Inc. 815 200
Freedom Foods North America Inc 817 100
High Brew Coffee 818 100 New Company
Barilla America, Inc. 915 100
Cambro Mfg. Co. 916 300
Dr. Schar USA, Inc. 1015 200
Pizzey Ingredients 1017 100 New Company
Goodness knows 1018 100 New Company


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Mary Russell, MS, RDN, LDN, FAND


113 new exhibiting companies
FNCE 2017 Board of Directors Expo Visits
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Exhibiting As Booth Number Booth Size Notes
Almond Board of California 1620 400
Tate & Lyle 1623 400
Mass Probiotics, Inc. 1726 100
Sunfiber 1727 200
GoodBelly Probiotics by 
NextFoods 1730 100
ADM/Matsutani LLC 1731 100
Integrative Therapeutics 1732 100
Monsanto Company 1820 300
Learning ZoneXpress 1823 100
Dietitians On Demand 1825 100
Nutrition Care Pro 1826 100
Regular Girl 1827 200
seca 1830 100
Fodmap Pty Ltd 1831 100 New Company
Nutrition Dimension 1832 100
Bevolution Group 1920 200
Apple and Eve 1922 100 New Company
Red Gold 1923 100
Greenman Inc. 1925 100


The a2 Milk Company 1926 100
2017 FNCE® Exhibitor Healthy Gut 
Pavilion Supporter 


Cell Science Systems 1927 100


FODY Low FODMAP Food Co. 1928 100
Chios Mastiha Growers 
Association 1930 200 New Company
Trovita Health Science 1932 100


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Michele Delille Lites, RDN, CSO, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies







10.5.17


Exhibiting As Booth Number Booth Size Notes
Simply Thick 2020 200
Florida Department of Citrus 2022 100 2017 FNCE® Supporter
OPTAVIA™ 2025 100
American Specialty Health 2026 100
Rachel Pauls Food 2027 100 New Company
Monash University Low 
FODMAP Diet 2028 100
FlapJacked Protein Packed 
Products 2030 100 New Company
Kate Farms, Inc. 2031 200
The Sugar Association 2120 200
Tanita Corporation 2122 100
Savory Creations 
International 2123 100
Aureus Medical Group 2125 100
Blendtec 2126 100
Vital Nutrients 2127 100 New Company
Farmhouse Culture 2128 100
Konsyl Pharmaceuticals, Inc. 2130 200
Enovative Technologies 2132 100
LILLY USA, LLC 2218 100
Church & Dwight Co., Inc. 2221 200 New Company
LifeWay Foods Inc. 2225 100
North American Society for 
the Study of Celiac Disease 2226 100 New Company
California Prune Board 2227 100 New Company
Glutenostics 2228 100 New Company
Essential Formulas 
Incorporated 2230 100
i-Health 2232 100 New Company


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Milton Stokes, PhD, MPH, RD, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies







10.5.17


Exhibiting As Booth Number Booth Size Notes
Ocean Spray Cranberry Bog 1853 2,000
Vita-Mix Corporation 1945 100
GMO Answers 1946 100
USDA, Food & Nutrition Service, 
Team Nutrition 1947 100
Healthcare Services Group, Inc. 1948 100
Feel Good Inc. 1951 100 New Company
Cinsulin 2045 100 New Company
Healthpod 2046 100 New Company
Blendfresh, LLC 2048 100 New Company
KYOUI 2049 100 New Company
Great Lakes Gelatin 2051 200 New Company


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Patricia M. Babjak


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As Booth Number Booth Size Notes
Delegate Healthcare & DM&A 2145 100 New Company
University of North Florida 2146 100
Produce for Better Health 
Foundation 2147 100
Benedictine University, Nutrition 
Department 2148 100
Illinois Academy of Nutrition and 
Dietetics 2248 100 New Company
Dominican University 2249 100 New Company


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Susan Brantley, MS, RDN, LDN, CNSD


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies
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Exhibiting As Booth Number Booth Size Notes
Structure House 1345 100 New Company
NutriBullet 1346 200
Nordic Naturals 1348 100
USA Pears 1349 100
Dupont Pioneer 1351 100
National Certification Board 
For Diabetes Educators 1352 100
L-Nutra 1353 100 New Company
Kodiak Cakes 1355 100 New Company
That's It. Nutrition 1356 100 New Company
Riverside Natural Foods LTD 1359 100 New Company
United Sorghum Checkoff 
Program 1445 400
fairlife 1448 400
Mediterra Inc 1451 100
School Nutrition Association 1452 100


Seattle Sutton's Healthy Eating 1453 100 New Company
Pacific Foods of Oregon 1455 100 New Company
Amazing Fruit Products-US 1456 100 New Company
Slimfast 1458 200


American Technical Publishers 1551 100


American Pistachio Growers 1552 200
2017 FNCE® Exhibitor Signature 
Supporter 


Truvia(R) sweetener 1555 100
Royal Lee Organics 1556 100 New Company
Healthy Natural Solutions 1558 100 New Company


Ocean Spray Cranberry Bog 1853 2,000  Largest 2017 FNCE® booth


Tamara Randall, MS, RDN, LD, CDE, FAND


FNCE 2017 Board of Directors Expo Visits
113 new exhibiting companies







2017 FNCE®


Exhibitor Supporters


ENTRANCE


Expo Hall Hours
Saturday, 6 p.m. - 7:30 p.m.
Sunday, 9 a.m. - 3:30 p.m.
Monday, 9 a.m. - 3:30 p.m.
Tuesday, 9 a.m. - 1 p.m.


Sunday, October 22


9 a.m. – 2 p.m.


11:30 a.m. – 12:15 p.m.


11:45 a.m. – 12:05 p.m.


1 p.m. – 1:20 p.m.


1:30 p.m. – 2 p.m.


2:15 p.m. – 2:45 p.m.


Poster Sessions
Professional Skills; Nutrition Assessment 
& Diagnosis; Medical Nutrition Therapy


Expo Hall Learning Center Presentation
Small but Mighty: Human and 
Environmental Health Benefits of Lentils


Culinary Studio Demonstration
Voilà! French-inspired, Gourmet Recipes 
from First Course through Dessert without 
All the Added Sugar


Yoga Fitness Break – Expo Stage


Yoga Fitness Break – Expo Stage


Expo Hall Learning Center Briefing
Complementary Feeding Matters: Optimal 
Nutrition from 6 to 24 months 


Expo Hall Learning Center Briefing
Digesting Dairy—Lactose & Protein 
Digestion in Dairy Avoiders


9 a.m. – 2 p.m.


9:30 a.m. - 9:50 a.m.


10:15 a.m. – 10:45 a.m.


11 a.m. – 11:30 a.m.


11:45 a.m. – 12:30 p.m.


12:30 p.m. – 12:50 p.m.


12:45 p.m. – 1:30 p.m.


1 p.m. – 1:45 p.m.


2 p.m. – 2:20 p.m.


2 p.m. – 2:30 p.m.


Poster Sessions
Science of Food and Nutrition; Education, 
Training and Counseling; Business and 
Management; Food Service Systems and 
Culinary Arts; Research and Grants; 
Innovations in Nutrition and Dietetics 
Practice or Education Abstracts


Yoga Fitness Break – Expo Stage


Expo Hall Learning Center Briefing
Nutrition’s Influence on Industry: How 
Nutrition Professionals Impact the Food Supply 


Expo Hall Learning Center Briefing
High–Amylose Maize Resistant Starch in 
Foods Helps Improve Glycemic Management


Expo Hall Learning Center Presentation
The Almighty Prune: Strengthening Bones 
and Improving Eating Habits 


Yoga Fitness Break – Expo Stage


Expo Hall Learning Center Presentation
Staying on Trend: The Powerful Flavonoid 
Consumers Need 


Culinary Studio Demonstration
Capturing the Bold Authentic Flavors of 
Gourmet Mexican Food


Yoga Fitness Break – Expo Stage


Expo Hall Learning Center Briefing
Provision of Ready-to-Drink Protein Post 
Bariatric Surgery: Compliance and Efficacy 


Monday, October 23


9 a.m. – 1 p.m. Poster Sessions
Wellness and Public Health


Tuesday, October 24


Earn CPE when you visit the Expo Hall 
One CPEU is equivalent to one contact hour. A 
maximum of 15 CPEUs for Registered Dietitian 
Nutritionists and 10 CPEUs for Dietetic Technicians, 
Registered are allowed during each five-year 
recertification cycle.


STAY...JUST A LITTLE BIT LONGER...
Yes, stay until the end of Closing Session. Why? 


Because you have the opportunity to attend the 2018 FNCE® in 
Washington, DC on us!  All you have to do is get your badge 
scanned as you ENTER the Closing Session.


If selected randomly from those at Closing Session, TWO lucky 
attendees will receive a full-week registration to the 2018 
FNCE®!  You will also have the opportunity to be selected to 
receive the GRAND PRIZE of a full-week registration, airfare, 
and housing at the Headquarters Hotel!


The drawing will take place at the end of Closing Session and 
YOU MUST BE PRESENT TO WIN!


DONATE TODAY TO THE SECOND 
CENTURY CAMPAIGN!
Stop by the Foundation booth in the Academy Avenue, Central 
Concourse on Level 3 of the Convention Center, where a $20 
donation gets you a Second Century tote bag, or fill out a pledge 
card and become a member of the Second Century Giving 
Society.  Your gift will support a bold new future where dietitians 
lead the charge in improving nutritional health worldwide.


Pavilions


Culinary Studio


Exhibitor
Lounge &


Sales Office


Attendee
Networking


Lounge


Expo
Stage


Expo
Hall


Learning
Center


Poster
Sessions


Wheeled Carts, Strollers and Bags
NO wheeled carts, strollers or bags will be allowed on the Expo floor during the Expo hours. Luggage carts, rolling computer cases and all other wheeled 
carriers must be checked at Coat/Baggage Check located at the McCormick Place West-Shuttle Transportation Center on Level 1.







Expo Hall Learning Center 
Sunday, October 22 
11:30 a.m. – 12:15 p.m. (Presentation) 


Small but Mighty: Human and Environmental Health Benefits of Lentils 


This presentation will discuss how the nutritional attributes of lentils fit within the context of 
current dietary guidelines and trends like plant-based, low-carbohydrate and paleo diets. A 
summary of the emerging research will be provided including the effect of lentils on exercise 
performance as well as the associations between habitual lentil consumption and chronic disease 
risk. Lastly, the contribution of lentil production and consumption to environmental 
sustainability will be discussed. 


Presented by FNCE® Exhibitor Signature Supporter: Lentils.org 


1:30 – 2 p.m. (Briefing) 


Complementary Feeding Matters: Optimal Nutrition from 6 to 24 Months 


Complementary foods matter. Solid foods are introduced during a time when the infant is 
growing at a high rate in both length and weight, as their brain is expanding rapidly, and as their 
organs are still developing after birth. Goals for complementary feeding include not only energy 
and nutrients, but also encouraging food acceptance, establishing responsive parenting, and 
building a first dietary pattern. New insights of the role of nutrients in infant cognitive 
development, as well as data on what foods infants and toddlers age 6 to 24 months are actually 
consuming will be shared. 


Presented by DanoneWave 


2:15 – 2:45 p.m. (Briefing) 


Digesting Dairy—Lactose & Protein Digestion in Dairy Avoiders 


25% of Americans complain of gastrointestinal discomfort after drinking milk, however only 
about 5% are clinically confirmed with lactose intolerance. In this briefing, hear from the lead 
researcher from a pilot trial in New Zealand designed to investigate whether it is the proteins in 
milk that cause dairy intolerance and if milk with different proteins cause fewer digestive 
problems. Unlike any other study of milk intolerance, subjects in The a2 Milk for Gut Comfort 
Study (aMiGo) consumed conventional milk, lactose-free milk and A1 protein-free milk and 
their tolerance was evaluated by breath, blood and urinary measures and MRIs. 


Presented by FNCE® Exhibitor Healthy Gut Pavilion Supporter: The a2 Milk Company™ 







Monday, October 23 
10:15 – 10:45 a.m (Briefing) 


Nutrition’s Influence on Industry: How Nutrition Professionals Impact the Food Supply 


Your patients, friends and family look to you to provide accurate, reliable, and actionable 
nutrition advice. But your recommendations, conversations, and opinions also influence the food 
environment and the food industry. Join us to learn why your voice matters, examples of how 
food and nutrition professionals impact the food supply, and how you can continue to influence 
our food environment. 


Presented by FNCE® Exhibitor Wellness & Prevention Pavilion Supporter: Campbell Soup 
Company 


11 – 11:30 a.m (Briefing) 


High – Amylose Maize Resistant Starch in Foods Helps Improve Glycemic Management 


This briefing will explore the clinical science support and the positive health implications of 
including Hi-Maize Resistant Starch in the meal plan of adults at risk of developing Type 2 
Diabetes. The audience will gain knowledge about the food groups Hi-Maize can be found in as 
well as the four FDA approved health claim statements that identify those food products. The 
participants will gain additional information to incorporate into their nutrition therapy and 
diabetes self-management education tool kits and materials. 


Presented by FNCE® Exhibitor Wellness & Prevention Pavilion Supporter: Ingredion 
Incorporated 


11:45 a.m. – 12:30 p.m. (Presentation) 


The Almighty Prune: Strengthening Bones and Improving Eating Habits 


One in three women and one in five men over the age of 50 will break a bone due to 
osteoporosis. A leading bone health researcher will discuss the prevalence of bone health and the 
importance of prevention from an early age. She will review the latest research exploring the link 
between prunes and bone health, and will also discuss new research underway to examine the 
potential bone health benefits of prunes in men. You’ll also learn key counseling tips that have 
proven instrumental in helping a fellow RDN accomplish great success as a nutrition 
entrepreneur, including staring on a dieting reality TV show, and helping a professional baseball 
team to makeover their diets during a championship year. 


Presented by FNCE® Exhibitor Signature Supporter: Sunsweet Growers 







12:45 – 1:30 p.m. (Presentation) 


Staying on Trend: The Powerful Flavonoid Consumers Need 


Today’s consumer receives many nutrition messages every day ranging from Facebook posts to 
healthy lifestyle television shows. Bottom line, the search for “new” in health and wellness is 
constant. There is a body of research unfolding in the area of flavonoids/bioactives that will be of 
interest to wellness seeking consumers – like Millennial Moms who actively champion their 
family’s health– particularly when it comes to the flavonoid hesperidin. Found in oranges and 
100% orange juice, hesperidin contributes mightily to the overall benefits of this nutrient-dense 
beverage, including positive effects on cholesterol, blood pressure and blood vessel function, as 
well as some inflammatory and oxidative stress markers. This presentation will arm nutrition 
professionals with the science on this lesser known flavonoid and the benefits to consumers. 


Presented by the Florida Department of Citrus 


2 – 2:30 p.m. (Briefing) 


Provision of Ready-To-Drink Protein Post Bariatric Surgery: Compliance and Efficacy 


Adequate protein intake has been identified as a critical strategy for improving outcomes in 
bariatric surgery patients. Many patients are well below the recommended protein intake because 
they struggle to tolerate solid, protein-rich foods following bariatric surgery. Liquid protein 
supplements have been recommended as a method of facilitating sufficient intake. Despite 
recommendations for consuming protein shakes post-surgery, adherence and tolerability to this 
recommendation has yet to be evaluated. Insight into effects on satiety, mood, quality of life and 
functionality, as well as metabolic rate and body composition changes will also be addressed. 


Presented by FNCE® Exhibitor Signature Supporter: Premier Protein 


Expo Hall Learning Center







Culinary Studio
Sunday, October 22
11:30 a.m. – 12:15 p.m. (Demonstration)


Voilà! French-inspired, Gourmet Recipes from First Course through 
Dessert without all the Added Sugar


A renowned Chicago chef and a registered dietitian nutritionist from California,
join forces to provide the inspiration and technique to create your own
gastronomic adventure in healthy eating for your patients, family and friends.
Come see this chef demonstrate how to make a three course, French-inspired,
calorie-controlled meal that replaces sugar with SPLENDA® Naturals Stevia
Sweeteners. With these recipe ideas and innovative cooking techniques, you can
help your patients meet their health and wellness goals in delicious style.


Presented by FNCE® Exhibitor Signature Supporter: SPLENDA® Sweeteners


Monday, October 23
1 – 1:45 p.m. (Demonstration)


Capturing the Bold Authentic Flavors of Gourmet Mexican Food


This culinary demo will teach you the basics of bringing gourmet Mexican food
experiences to life. You’ll walk away with tips and tricks for balancing the 
complex, authentic regional flavors of Mexico and an understanding of the
increasing influence these flavors have in the product development process of
frozen meals.


Presented by: Conagra Brands







Academy Sponsors at FNCE® 2017 (14) 


Academy National Sponsor 


National Dairy Council® #1417 


Premier Sponsors 


Abbott Nutrition #1411 
BENEO Institute #1414 


2017 FNCE® Exhibitor Signature Supporters 


American Pistachio Growers #1552 
Heartland/SPLENDA® Sweeteners #1442 


Lentils.org #1811 
Premier Protein #1637 


Sunsweet Growers #1020 


2017 FNCE® Exhibitor Healthy Gut Pavilion Supporter 


The a2 Milk Company™ #1926 


2017 FNCE® Exhibitor Wellness & Prevention Pavilion Supporters 


Campbell Soup Company #1216 
Ingredion Incorporated #332 


2017 FNCE® Supporters 


Conagra Brands #823 
DanoneWave #417 


Florida Department of Citrus #2022 
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Feature your products and services in one of our specialty pavilions.


NATURAL & 
ORGANIC
Be a part of the most 
popular pavilion at the 
2017 Food & Nutrition 
Conference & Expo™ – 
the Natural & Organic 


pavilion. Highlight  your products along with 
other specialty and natural grocery produce, 
dry snacks, beverages, and leading organic 
producers and manufacturers.


TECHNOLOGY FOR 
PRACTICE
Healthcare is 
becoming virtual and 
dietetics is part of 
this transformation. 
FNCE® attendees are 


looking for high tech resources they can use with 
clients and patients. This pavilion is ideal for 
integrative approaches to nutrition technology 
and for companies who sell EMR/ EHR solutions, 
informatics, telehealth solutions, mobile apps, 
social media and software/hardware tools needed 
for effective practice.


HEALTHY GUT
Probiotics, prebiotics, 
functional beverages 
and nutritional 
supplements are 
becoming more 
popular each year due 


to increased focus on gut health. Companies 
providing solutions in decreasing inflammation 
and improving overall gut health are ideal 
exhibitors for this pavilion.


WELLNESS & 
PREVENTION
FNCE® attendees 
consult clients on how to 
stay healthy and active.  
They are constantly on 
the search for advances 


and trends in exercise, sports nutrition, health 
coaching and genetic factors essential for health 
promotion and disease prevention.


EXPO PAVILIONS
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Fall 2017 House of Delegates Meeting Agenda  


October 20 and 21, 2017 


Hyatt Regency Chicago Hotel, Chicago IL 


  


 


DATE/TIME SESSION PRESENTER EXPECTED OUTCOME ROOM 


Thursday, October 19  Pre-Meeting Activities- Hyatt Regency Chicago      


8:00 AM – 2:00 PM House Leadership Team Meeting Dianne Polly  Randolph 1A 


3:00 PM – 4:30 PM Orientation to a HOD Meeting: 
Insider’s Guide to a HOD Meeting 


Linda Farr 
Tammy Randall 


 


New and continuing delegates and interested members 
will understand: 
1. at least two strategies for getting the most out of the 


HOD Meeting experience 
2. the various roles of meeting participants 
3. the logistics of a HOD Meeting 
4. the function of “representative of” 
5. how to effectively participate in the KBSG process   


Michigan 3 


3:30 PM – 4:30 PM HOD Meeting Table Facilitator Training Susan Brantley 
Marcy Kyle 
Milton Stokes 


New and continuing HOD Table Facilitators will acquire 
information and enhance their skills to facilitate table 
dialogue sessions and will be briefed on the key issues 
related to the dialogue session topics 


Michigan 2 


3:30 PM – 6:30 PM HOD Meeting Registration 
 


 Meeting attendees can pick up HOD Meeting On-Arrival 
Packet and name badge 


Plaza Foyer 


5:00 PM- 5:45 PM  Mentor/ Mentee Gathering Nina Roofe 
Amanda Gallaher 
HLT Members 
 


Mentors and Mentees meet and gather prior to 
attending the HOUSEWarming Party. New delegates will 
be welcomed to the House 


Michigan 1 


5:45 PM – 6:45 PM HOUSEWarming Party  
 
Light appetizers will be served + 1 drink 
ticket per person (soda or alcohol) 


Dianne Polly HOD, BOD, and the Nominating Committee members are 
invited to network and discuss leadership opportunities  


Plaza Ballroom 







Fall 2017 House of Delegates Meeting Agenda (continued) 


 Times for the dialogue session are tentative.  If a dialogue session needs more or less time, the meeting agenda will be modified to accommodate the needs of the House. 
Vision: A world where all people thrive through the transformative power of food and nutrition 
Mission: Accelerate improvements in global health and well-being through food and nutrition 


 


DATE/TIME SESSION PRESENTER EXPECTED OUTCOME ROOM 


Friday, October 20  Hyatt Regency Chicago  


7:30 AM – 8:30 AM  President’s Breakfast 
 
Foundation Chair Presentation  


Donna Martin 
 
Marty Yadrick 
 
 


HOD Meeting participants are invited to enjoy breakfast 
from 7:30-8:30 AM.  Academy President, Donna Martin, 
will speak at 8:05 AM- 8:20 AM.  Foundation Chair, Marty 
Yadrick, will speak from 8:20 AM- 8:30 AM 
 
Attendees will gain an understanding of the activities of 
the Academy and the Academy Foundation 


Grand Ballroom CD  


8:40 AM – 9:05 AM Icebreaker Table Facilitators Attendees will introduce themselves and get to know each 
other better 


Grand Ballroom AB 


9:05 AM - 9:20 AM Call to Order/Overview of Meeting  Dianne Polly 
 


Attendees will be reminded of the Academy Conflict of 
Interest Policy and process for conducting business for the 
meeting.  Attendees will receive an overview of the 
meeting 


Grand Ballroom AB 


9:20 AM – 12:05 PM HOD Dialogue Session:  
Championing Nutrition and Dietetics 
Practitioners in Roles of Leadership in 
Public Health 
 
HOD Peer Networking Session Time: 
10:10 AM-10:25 AM 


Linda Farr 
Marcy Kyle 
Tammy Randall 
 
 
 
 
 
 
 
 
 
 
 
 
Beth Jimenez 


Meeting participants will be able to: 
1. Understand the relevance of public health 


leadership roles to the profession.  
2. Recognize themes or significant trends among 


leaders that facilitated their rise to public health 
leadership. 


3. Stimulate discussions on what systems, 
structures, and collaborations must be in place 
to help nutrition and dietetics practitioners 
pursue this high level of leadership. 


4. Identify key action steps nutrition and dietetics 
practitioners can take to: 
a. prepare for and pursue public health 


leadership positions   


b. advocate for current and future 
opportunities.  


Grand Ballroom AB 


12:05 PM – 12:15 PM Nominating Committee Marisa Moore Attendees will be updated regarding the process for 
submitting member names for the national ballot and be 
encouraged to talk with the Nominating Committee 
members at lunch. 


Grand Ballroom AB 







Fall 2017 House of Delegates Meeting Agenda (continued) 


 Times for the dialogue session are tentative.  If a dialogue session needs more or less time, the meeting agenda will be modified to accommodate the needs of the House. 
Vision: A world where all people thrive through the transformative power of food and nutrition 
Mission: Accelerate improvements in global health and well-being through food and nutrition 


DATE/TIME SESSION PRESENTER EXPECTED OUTCOME ROOM 


12:15 PM – 1:20 PM Lunch    Grand Ballroom CD 
North 


1:30 PM – 1:40 PM Treasurer Report Jo Jo Dantone-
DeBarbieris 


Academy Treasurer Jo Jo Dantone DeBarbieris, will speak 
from 1:30 PM – 1:40 PM. 
 
Attendees will gain an understanding regarding the 
current status of the Academy’s finances. 


Grand Ballroom AB 


1:40 PM – 4:55 PM HOD Session: Championing Nutrition 
and Dietetics Practitioners in Roles of 
Leadership in Public Health 
 
 
HOD Peer Networking Session Time: 
3:30 PM -3:45 PM 
 


Linda Farr 
Marcy Kyle 
Tammy Randall 
 


Continuation from the morning session Grand Ballroom AB 


4:55 PM – 5:00 PM Reminders 
 


Dianne Polly  Reminders will be given and the meeting will be recessed 
 


Grand Ballroom AB 


5:00 PM Recess HOD Meeting Dianne Polly  Grand Ballroom AB 







Fall 2017 House of Delegates Meeting Agenda (continued) 


 Times for the dialogue session are tentative.  If a dialogue session needs more or less time, the meeting agenda will be modified to accommodate the needs of the House. 
Vision: A world where all people thrive through the transformative power of food and nutrition 
Mission: Accelerate improvements in global health and well-being through food and nutrition 


DATE/TIME SESSION PRESENTER EXPECTED OUTCOME ROOM 


Saturday, October 21 


7:15 AM – 8:00 AM Breakfast    Grand Ballroom CD 
North 


8:10 AM- 8:15 AM Re-convene the Meeting Dianne Polly  Grand Ballroom AB 


8:15 AM- 8:45 AM ANDPAC and Public Policy Update Susan Scott 
Lorri Holzberg 
Jeanne Blankenship 
 


ANDPAC Chair, Susan Scott, will speak from 8:15 AM - 
8:25 AM, and LPPC Chair Lorri Holzberg and Jeanne 
Blankenship will speak from 8:25 AM - 8:45 AM 
 
 
Attendees will gain an understanding of the activities of 
the Academy of Nutrition and Dietetics Political Action 
Committee (ANDPAC), the Legislative and Public Policy 
Committee, and current public policy initiatives   


Grand Ballroom AB 


8:45 AM – 11:20 AM HOD Dialogue Session: Draft Code of 
Ethics--Communication and Education 
Strategies  
 
 
HOD Peer Networking Session Time: 
9:50 AM – 10:00 AM 
 


Susan Brantley 
Dianne Polly 
Milton Stokes 
 
 
 
 
Lisa Dierks 


Meeting participants will be able to: 
1. Identify effective communication and education 


strategies for the final revised and approved 
Code of Ethics. 


2. Assist in identifying case examples/scenarios 
related to the proposed principles in the Code of 
Ethics. 


Grand Ballroom AB 


11:20 AM– 11:30 AM Deliberation on Motions and Voting 
Electronically 


Dianne Polly Delegates will receive an overview of the steps for 
conducting deliberations and voting on the dialogue 
issues following the Fall HOD Meeting and will become 
familiar with the HOD rules for conducting electronic 
business 
 


Grand Ballroom AB 


11:30 AM HOD Meeting Adjournment Dianne Polly Meeting adjourned 
 


Grand Ballroom AB 


11:35 AM- 12:00 PM HOD Table Facilitator Debriefing Dianne Polly Table Facilitators will debrief about the HOD meeting 
 


Grand Ballroom AB 


     
     







Fall 2017 House of Delegates Meeting Agenda (continued) 


 Times for the dialogue session are tentative.  If a dialogue session needs more or less time, the meeting agenda will be modified to accommodate the needs of the House. 
Vision: A world where all people thrive through the transformative power of food and nutrition 
Mission: Accelerate improvements in global health and well-being through food and nutrition 


DATE/TIME SESSION PRESENTER EXPECTED OUTCOME ROOM 


Sunday, October 22 Hyatt Regency McCormick (HRM) 


9:00 AM – 11:00 AM House Leadership Team Meeting Dianne Polly  Lincoln Park 


 
 


 


 


Spring 2018 HOD Virtual Meeting 


Dates:  Saturday and Sunday, April 21-22 


Times: TBD 
Further details will be posted to http://www.eatrightpro.org/resources/leadership/house-of-delegates/about-hod-meetings  



http://www.eatrightpro.org/resources/leadership/house-of-delegates/about-hod-meetings
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Tips for BOD Member Participation at HOD Meetings 
  


BOD members attending HOD meetings, either in person or virtually, can provide valuable benefits to 


discussions, but may also unnecessarily influence delegate conversations based on your elevated position. 


Your role as a BOD member is different from being an individual Academy member, a delegate-who brings 


thoughts forward as a “representative of” a specific constituency - or an invited content expert-who provides 


detailed expertise on the topic at hand. 


The purpose of this tip sheet is to help BOD members understand their role and opportunities to connect with 


the HOD members, as BOD members. 


HOD Process Background 
The House of Delegates Leadership Team (HLT) develops detailed Mega Issue design plans in order to achieve 


desired outcomes within the allotted time period during the HOD meeting. Qualified HOD Table Facilitators are 


selected and trained by the HLT and HOD staff to: 


 Provide direction to participants at discussion tables. 


 Lead table discussions based on the facilitation design plan. 


 Enhance their facilitation skills to encourage all voices to be equally heard, to report out discussion 
highlights, and to help each table come to a sense of consensus. 


 
Delegates act as a “representative of” their constituents and, as such, base table discussions and votes on what 


is best for members, not based on personal opinion. They are at these meetings to better understand our 


members’ concerns and perspectives and provide direction for the HOD to address professional issues facing 


the membership.  


Tips for BOD Members 
 Engage with delegates as a source of information about Academy and BOD business, not as an 


individual voice or opinion about a Mega Issue. 


 Use the time with delegates to understand members’ concerns. 


 Be aware of potential leaders who could be future elected Academy leaders and offer guidance or 
mentoring for future leaders. 


 Demonstrate the BOD’s commitment to transparency and where to access the www.eatrightPRO.org 
transparency page.  


 Act as a source of information to help delegates and members understand the work already being 
done by the BOD and the unified decisions made by the BOD.  


 Act as a resource to help delegates and members become aware of Academy initiatives and resources. 


 Be aware of the high respect delegates and members have for BOD members, and how your individual 
opinions or comments have the potential to help, hinder or inadvertently influence a designed 
discussion that is based on previously gathered member input.  


 Be a good listener and allow delegates to generate ideas that take us further along the desired path.  
 





Tips for BOD Participation at HOD Meetings 2-21-17.pdf




McCormick Place West  
Skyline Ballroom W375 BCDE  
VIP Entrance for Board of Directors 


 





VIP Entrance Map.pdf



exhibit floor, such as Ocean Spray Cranberry Juice and its bog!

 

 

We are pleased that you’ll be attending the HOD meeting on Friday, October 20 and Saturday,

October 21. A copy of the agenda is attached and meeting materials can be accessed on the HOD

webpage at www.eatrightpro.org/resources/leadership/house-of-delegates/about-hod-meetings

>Fall 2017 Meeting Materials. Be sure to check the seating charts for your table assignments for

Friday and Saturday.  Attached is the BOD tip sheet to help you understand your role in the HOD

meeting.

 

 

You are asked to attend the ANDPAC Signature Luncheon on Saturday, October 21 from 11:30

am – 1:00 pm at McCormick Place West in room W194AB. To purchase tickets for this fundraising

event, contact PIA staff partner Christine Rhone at crhone@eatright.org as soon as possible. 

 

The Board has reserved VIP seating in the front rows of the meeting rooms for Opening Session,

Member Showcase and Closing Session. For early access please promptly come to the VIP

entrance of the Skyline Ballroom W375E in McCormick Place West (see map attached) at the

times designated below. The best way to get to that location and avoid congestion is by taking the

escalator from Room W177 to the VIP entrance. An Academy staff partner wearing a red FNCE

vest will meet you there to be escorted to your seats.  

·        Opening Session: 3:25 pm to 3:35 pm

 

·        Member Showcase: 9:35 am – 9:45 am

 

·        Closing Session: 1:20 pm – 1:30 pm 

 

A paper copy of the final Board FNCE schedule, your exhibitor assignments and the HOD meeting

agenda will be included in your on arrival packet which will be hand delivered at the

HOUSEwarming Party on Thursday, October 19, from 5:45 pm – 6:45 pm at the Hyatt Regency

Chicago Hotel, Plaza Ballroom. If you do not plan to attend the party, your packet will be delivered

to your hotel room that evening. Also included in your packet will be your FNCE badge, ribbon(s),

Quick Reference Guide, Day-at-a-Glance Program Grid and a paper copy of your FNCE 2017

Leader Remarks and Talking Points. A paper copy of the script will also be included with

instructions for those Board members (Lucille, Jo Jo, Linda, Manju, Marcy, Michele, Dianne,

Marty) introducing Medallion recipients during the Honors Breakfast on Sunday, October 22. 

 

As Board members staying at the Hyatt Regency Chicago, you have access to the Regency Club

(concierge). Please take advantage of the club’s amenities such as breakfast, beverages and

snacks. As a reminder, a Board Get-together is scheduled for Friday, October 20, from 7:30 pm –

9:30 pm in Donna’s Monarch Suite on the 34th floor. Please let me know if you are planning on

bringing a family member.
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If you have any questions, please contact me. 

 

Best regards,

 

Pat

 

Patricia M. Babjak

 

Chief Executive Officer 

 Academy of Nutrition and Dietetics 

 120 S. Riverside Plaza, Suite 2190 

 Chicago, Illinois 60606-6995 

 Phone: 312/899-4856 

 Email: pbabjak@eatright.org  

www.eatright.org | www.eatrightPRO.org | www.eatrightSTORE.org
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41. FNCE - President's Suite

From: Erin Cannon <ecannon@eatright.org>

To: DMartin@Burke.k12.ga.us <DMartin@Burke.k12.ga.us>

Cc: Joan Schwaba <JSchwaba@eatright.org>

Sent Date: Aug 23, 2017 17:15:31

Subject: FNCE - President's Suite

Attachment: image003.jpg
Presidential Suite Guidelines.docx
Hyatt Regency Chicago - Wacker.PDF

Good Afternoon Donna,

 

 

Hope all is well!  I wanted to reach out to you to let you know that I will be setting up your

Presidential Suite at the Hyatt Regency Chicago, the FNCE Headquarter Hotel.  I will be your point

of contact for any needs at the headquarter hotel.  

 

Attached is our Presidential Suite Guidelines for you to review.  Please let me know if you have

any preferences.  I have also attached the catering menu from the Hyatt if you would like to hold

an event in your suite.  

 

Will you need any additional guest rooms for family or friends?  If so, please send me that

information as soon as possible.

 

 

I look forward to working with you and making your stay at the Hyatt Regency Chicago enjoyable!

 

 

Thank you,

 

 

Erin Cannon, CMP 

 Manager, Conference &Event Services 

 Academy of Nutrition and Dietetics 

 120 S. Riverside Plaza, Suite 2190 

 Chicago, Illinois 60606-6995 

 Phone 312/899-4862 

 Fax 312/899-0008 

 www.eatright.org

 
DONATE today in recognition of this major milestone and support our Second Century
Initiative!
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Academy of Nutrition and Dietetics - Food & Nutrition Conference & Expo™ 

President’s Suite Benefits & Guidelines

 

1. Accommodations at FNCE®

0. One (1) bedroom Suite over the duration of their stay for FNCE® 

0. [bookmark: _GoBack]One (1) standard hotel room (either 2 double beds or 1 king bed).  This room may be connected to the Suite, based on availability with the hotel.  The President will work with Academy Conference & Event Servicesto confirm dates and names for this room.

0. Additional guest rooms can be requested/arranged at the established FNCE® attendee rate, but are not paid by the Academy. 

 

1. FNCE® Hotel Suite Amenities

The Academy will stock the President’s Suite with the following items, and will be refreshed to par daily:

0. Food

0. (1) Small vegetable crudités plate with hummus dip 

0. (1) Small domestic cheese and crackers plate

0. (4) Granola Bars 

0. Beverages

0. (1) Regular size coffee pot in suite – stock with Starbucks coffee. Supplied with coffee, decaf, sugar, Equal and Splenda, non-dairy creamer, half & half and whole milk. 

0. (4) V8 Fruit Juices – Assorted 

0. (18) Assorted Regular, Diet and Caffeine Free Soft Drinks

0. (6) Sparkling Waters 

0. (6) Still Water 

0. (3) Bottles of Orange Juice 

0. (3) Bottles of Iced Tea 

0. (3) Club Sodas 

0. (2) Bottles house label Merlot/Pinot Grigio (President’s Preference)

0. (2) Bottles house label Cabernet Sauvignon 

0. (2) Bottles house label Chardonnay 

0. (6) Assorted Premium Beers 

0. (6) Assorted Domestic Beers 

 

1. Private Suite Event

The Academy will pay for one (1) private dinner or “reception” for the President’s guests/family in the Suite.  If you are interested in arranging a private event in your suite for your family and special guests, please contact Erin Cannon, CMP (ecannon@eatright.org) in Academy Meeting Services as she will need to coordinate that with you and the hotel.

 

1. Daily Room Charges

In addition to the above items, the President will be able to either order room service or charge hotel outlets (restaurants, coffee house, gift shop, etc) to the room at a maximum of $150 (inclusive of taxes and service charges) per day.  Anything over and above this limit is charged to the personal credit card on file.   



Presidential Suite Guidelines.docx




Hyatt Regency Chicago Fall/Winter


TASTE OF 


Fall/Winter
We are on a journey to deliver food that is thoughtfully sourced 


and carefully served. From fresh local ingredients that reflect the 


season and the local flavors.


It is what your guests deserve.


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







GREAT LOCAL SOURCES 


Slagel Family Farm 
Fairbury, IL 
 
Slagel Family Farm is a family-run business since 1888 
that strives for quality rather than quantity. They supply 
the best USDA prime beef, poultry and game that is grain 
and grass fed with no added hormones, steroids or 
constant levels of antibiotics. 
 
Iowa Premium Beef 
Tama, Iowa 
 
Iowa Premium specializes in premium family farm-raised 
beef. Iowa Premium beef’s signature flavor is a result of 
the perfect combination of resources – rolling green 
pastures, abundant corn and dedicated family farmer-
feeders. Located in the heart of the Midwest, Iowa 
farmers have been devoted to raising cattle and growing 
food for generations. At Iowa Premium, they procure 
Angus cattle from these family farm-feeders as close to 
their Tama, 
Iowa, facility as possible.


ROBERT LANG, EXECUTIVE CHEF 


Having been with Hyatt Regency Chicago for 25 years, 
Chef Robert Lang knows the importance of providing the 
highest quality product that the market has to offer. Our 
emphasis these days is on finding local and regional 
sources so that the product is fresh and that helps us 
ensure that we adhere to the principals of the "Food, 
Thoughtfully Sourced and Carefully Served" mantra as a 
corporate philosophy.


CHEF & PARTNERS 


Hyatt Regency Chicago Fall/Winter


Fall/Winter Menus are valid from September 1st, 2015 to March 1st, 2016. 151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







FOOD. THOUGHTFULLY SOURCED. CAREFULLY 
SERVED 


Driven by 3 pillars: 
 
1 - focused on healthy people by offering portion control, 
balanced offerings and natural ingredients prepared with 
nutrient preserving cooking techniques.  
 
2 - focused on a healthy planet by implementing 
sustainable practices that will improve the long-term 
health of people and the planet.  
 
3 - intended to support healthy communities by sourcing 
from local suppliers as well as sharing knowledge and 
actively supporting farmers’ markets and other 
community events. 


CHEF & PARTNERS 


Hyatt Regency Chicago Fall/Winter


Fall/Winter Menus are valid from September 1st, 2015 to March 1st, 2016. 151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







HYATT SIGNATURE CONTINENTAL BREAKFAST 
A great option for your on-the-go attendees. 


Seasonally Inspired Sliced Fruit 
Fresh Breakfast Bakeries (to include Gluten Free on 
Request) 
Selection of Chilled Juices 
Coffee, Decaffeinated Coffee and Tazo Tea Selection 


37.00 Per Guest


STAY FIT CONTINENTAL BREAKFAST 
A perfect choice to fuel up after a morning workout in our 
Fitness Center.


Seasonally Inspired Sliced Fruit  
Oat Bran and Citrus Muffins 
House-made Granola Bars  
Low-Fat Yogurt and Fruit Parfaits 
Selection of Chilled Juices 
Coffee, Decaffeinated Coffee and Tazo Tea Selection


41.00 Per Guest


ENHANCE YOUR BREAKFAST.... 
Add another element to your Continental Breakfast to 
start your meeting off on the right foot.


SKILLET STATION ENHANCEMENT  


Chicken Fajita Skillet - Scrambled Eggs, Potatoes, 
Chicken, Peppers, Onions, Cheese & Tomato Salsa 


11.00 Per Guest


EURO-STYLE ENHANCEMENT  


Prosciutto, Hard Salami, Turkey Ham, Brie, Swiss, 
Cornichons, Mustard, Butter, Freshly Baked Baguettes 
and Sliced Breads


15.00 Per Guest


SMOKED SALMON & LOX ENHANCEMENT  


To Include: Plain & Wheat Bagels, Cream Cheese, Sliced 
Tomatoes, Onions, Capers & Cucumber Slices 


16.00 Per Guest


*NOTE: 


Breakfast enhancements cannot be ordered without a 
Continental or Full Breakfast Buffet.


CONTINENTAL & PLATED BREAKFAST 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







Buttermilk Turnover with Chicken Sausage and Gravy 
or 
Individual Quiche with Sauteed Spinach and Swiss 
Cheese 
or 
Farmer's Market Wrap - Egg White Scramble and 
Seasonal Vegetable, Sun-Dried Tomato Wrap served 
with Cucumber Tomatillo Salsa  
or 
Green Eggs & Ham Wrap - Scrambled Eggs with 
Spinach, Ham & White Cheddar Cheese Wrapped in 
Spinach Tortilla with Chimmichurri 
or 
Bagel Sandwich with Maple Ham, Swiss Cheese and 
Fried Egg 


8.00 Per Guest


SUMMER FRUIT AND YOGURT PARFAIT 


7.00 Per Guest 


COLD CEREAL STATION ENHANCEMENT  


Fresh Berries, Bananas, 2% and Skim Milk 
8.00 Per Guest


STEEL CUT OATMEAL ENHANCEMENT  


Dried Seasonal Fruits, Fresh Seasonal Berries, Raw 
Almonds, Brown Sugar, Local Honey, 2% and Skim Milk


8.00 Per Guest


PLATED BREAKFAST 
ALL AMERICAN PLATED BREAKFAST 


Chilled Orange Juice 
Deb El Farms Cage Free Scrambled Eggs 
Served with Smoked Bacon, Breakfast Potatoes and 
Roasted Tomato 
Fresh Breakfast Bakeries 
Coffee, Decaffeinated Coffee and Tazo Herbal Tea


42.00 Per Guest


VANILLA CINNAMON FRESH TOAST 


Chilled Orange Juice, 
French Toast with Spiced Apple Compote and Maple 
Syrup 
Smoked Bacon 
Fresh Fruit Cup 
Coffee and Tea Selection 


42.00 Per Guest


CONTINENTAL & PLATED BREAKFAST 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







SOUTHERN STYLE GRITS  


Butter, Cheese and Brown Sugar  
8.00 Per Guest


VEGETARIAN FRITTATA (GLUTEN-FREE) PLATED 
BREAKFAST 


Chilled Orange Juice 
Fluffy Eggs Baked to Perfection with Seasonal Fresh 
Vegetables  
Breakfast Potatoes 
Roasted Seasonal Fruit 
Fresh Breakfast Bakeries 
Coffee, Decaffeinated Coffee and Tazo Herbal Tea


42.00 Per Guest


CONTINENTAL & PLATED BREAKFAST 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







RISE AND SHINE BREAKFAST BUFFET 
Enjoy your breakfast with the sunrise over Lake Michigan.


Seasonally Inspired Sliced Fruit 
Selection of Chilled Juices 
Fresh Breakfast Bakeries (gluten-free available upon 
request) 
Deb El Farms Cage Free Scrambled Eggs 
Smoked Bacon 
Country Style Sausage Patty 
Breakfast Potatoes 
Coffee, Decaffeinated Coffee and Tazo Tea Selection 


47.00 per guest, minimum 25 guests


MRS. O'LEARY'S BREAKFAST BUFFET 
Breakfast is the first meal taken after arising from a 
night's sleep in our Grand Beds. 


Seasonally Inspired Sliced Fruit 
Selection of Chilled Juices 
Fresh Breakfast Bakeries (gluten-free available upon 
request) 
Cold Cereal Station with Fresh Berries, Bananas, 2% and 
Skim Milk 
Deb El Farms Cage Free Scrambled Eggs 
Smoked Bacon and Kielbasa Sausage  
Seasonal Vegetable Potato Hash 
Coffee, Decaffeinated Coffee and Tazo Tea Selection 


52.00 per guest, minimum 25 guests


 
NOTE: 


Minimum of 25 Guests Required for Buffets and 
Enhancements.  
Add $3.00 per guest for smaller groups.


BREAKFAST BUFFET 


Hyatt Regency Chicago Fall/Winter


*Breakfast Buffets require a minimum of 25 guests. 
Add $3.00 per guest for smaller groups.


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







HALF DAY PACKAGE BREAK 
Served for up to 3 hours in the morning OR 3 hours in the 
afternoon.


Coffee, Decaffeinated Coffee, Tazo Teas, Soft Drinks  
 
Includes: 
Mid-Morning Snack - Whole Fruit and Homemade 
Granola Bars (50% of each based on guarantee) 
OR 
Afternoon Snack - Seasonal Fruit Croustade and Chicago 
Mix Cheddar and Caramel Popcorn  
(50% of each based on guarantee)


20.00 Per Guest


ALL DAY PACKAGE BREAK 
Served for up to 3 hours in the morning AND 3 hours in 
the afternoon


Coffee, Decaffeinated Coffee, Tazo Teas, Soft Drinks  
 
Includes: 
Strawberry Scones and Individual Bags of Trail Mix (50% 
of each based on guarantee) 
AND 
Afternoon Snack - Afternoon Snack - Chocolate Dipped 
Rice Krispy Treats and Veggie Chips with Dip  
(50% of each based on guarantee)


35.00 Per Guest


APPLE BREAK 
Enjoy a crisp Chicago day with these apple treats. 


Granny Smith Apple Wedges served with Side of Peanut 
Butter Dip and Caramel Dip  
Cheddar Cheese Cubes 
Country Apple Galette  
Dried Apple Chips 


19.00 Per Guest


MUNCHIE BREAK 
No double dipping allowed.


Three Dips to Include - Edamame, Black Bean, Roasted 
Butternut Squash and Honey 
Fresh Baguettes and Lavosh 
Mixed Root Vegetable Chips 
Carrot, Red Pepper and Jicama Sticks 


19.00 Per Guest


RE-ENERGIZE 
Fuel up with healthy energy to power through the rest of 
your day.


Whole Raw Almonds and Unsalted Peanuts  
Homemade Granola Bars 
Wisconsin Cheese Curds 
Naked Juices 


20.00 Per Guest


BREAK PACKAGES 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







HARVEST BREAK 
Indulge in these local harvest treats. 


Carrot Cup Cakes 
Cranberry Tartlets 
Roasted Pumpkin Seeds  
Sweet Potato Chips  


19.00 Per Guest


FOLLOW MY TRAIL 
Your guests can create their own treat by mixing these 
items: 


Walnuts, Pecans, Almonds, Pistachios, Chocolate Bits, 
M&M’s, Golden Raisins and Dried Cranberries 


17.00 Per Guest


NOTE: 


Break Packages require a minimum of 25 Guests.  
Food Packages served up to 1 Hour


BREAK PACKAGES 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







ASSORTED PEPSI SOFT DRINKS  


Regular, Diet and Decaffeinated and Sierra Mist Soft 
Drinks


6.00 Each


AQUAFINA STILL WATER AND BADOIT SPARKLING 
WATER  


6.00 Each 


SPECIALTY BEVERAGES AND ENERGY DRINKS 


Tazo Flavored Iced Teas 
Lemonade 
Starbuck's Frappuccino 
Red Bull 
(Choose up to 3 types, or a single type) 


8.00 Each


COFFEE, DECAFFEINATED COFFEE AND HERBAL 
TEA 


130.00 Per Gallon 


HOT CHOCOLATE, APPLE CIDER, LEMONADE AND 
ICED TEA 


130.00 Per Gallon 


ASSORTED ORGANIC ENERGY BARS 


Eat Natural, Kind Bars and Cliff Bars 
60.00 Per Dozen


FRESHLY BAKED COOKIES 


Chocolate Chunk, Maple Pecan,  
White Chocolate Macadamia Nut 


66.00 Per Dozen


PEACH BERRY CRUMBLE BAR  


66.00 Per Dozen 


CHOCOLATE FUDGE BROWNIES 


66.00 Per Dozen 


APPLE CRUMBLE CAKE 


66.00 Per Dozen 


ASSORTED CANDY BARS 


48.00 Per Dozen 


PIZZA STUFFED SOFT PRETZELS 


66.00 Per Dozen 


ASSORTED BAGS OF NUTS AND TRAIL MIX 


48.00 Per Dozen 


A LA CARTE 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







TODAY'S FRESH BAKERIES 


Assortment of your Favorite Bakeries - No Two days Alike 
(Gluten-free Selections available on request) 


62.00 Per Dozen


ASSORTED BAGELS WITH CREAM CHEESE 


62.00 Per Dozen 


SEASONALLY INSPIRED SLICED FRUIT 


12.00 Per Guest 


WHOLE MARKET SEASONAL FRUIT 


Ripest and Seasonally Available  
36.00 Per Dozen


HARD BOILED EGGS 


24.00 Per Dozen 


ASSORTED DRY SNACKS 


Individual Bags of Popcorn, Potato Chips and Pretzels  
48.00 Per Dozen


NOTE: 


Package Breaks require a minimum of 25 guests. 


A LA CARTE 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







Today's generation likes choice. Create a custom 
experience by designing a lunch menu with your 
attendees in mind.


FIRST COURSE 
Start your guests lunch with one of the following 
selections.


SELECT ONE 
• Crisp Vegetable Vermicelli, on Baby Iceberg, Cucumber 
Dill Ranch Dressing 
• Artisanal Lettuce with Roasted Root Vegetables, 
Cilantro Pepita Vinaigrette 
• Petit Greens with Roasted Fall Fruits, Zesty Orange 
Vinaigrette 
• Seasonal Chop Salad, Butternut squash, Edamame, 
Bean, Crisp Apples, Sun-dried Cranberry, White 
Balsamic Dressing 
• Butternut Squash Bisque 
• Winter Vegetable Minestrone


ENTRÉE SELECTIONS  


SELECT ONE 
CHICKEN 
• Pan Seared Chicken Medallion, On a Herbed Mashed 
Potatoes, Roasted Fall Vegetable, Natural Chicken O’jus 
-OR- 
• Roasted Chicken Breast, On a Mushroom, Parsley 
Bread Pudding, Roasted Seasonal Vegetables, 
Mushroom Demi Glaze 
59.00 Per Guest 
 
FISH 
• Seared Loch Duart Salmon, Potato Lentil Ragout, 
Roasted Seasonal Vegetables 
-OR- 
• Grilled Seasonal Fish, Acorn Squash Puree, Parsley 
Pewee Potato, Tomato Jam, Roasted Seasonal 
Vegetables 
59.00 Per Guest 
 
BEEF 
• Petit Grilled Black Angus Strip Steak, Roasted Idaho 
Potato Wedges, with Garlic and Herbs, Three pepper 
corn sauce, Roasted Seasonal Vegetables 
-OR- 
• Braised Short Ribs, Pesto Yukon Potato Puree, Red 
Wine Demi Glaze, Roasted Seasonal Vegetables 


PLATED LUNCHES 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
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OUR CHEF RECOMMENDS 


Seasonal Chop Salad, Butternut squash, Edamame, 
Bean, Crisp Apples, Sundried Cranberry, White Balsamic 
Dressing 
Jumbo Prawns and Petit Strip Steak Au Gratin Potato, 
Roasted Seasonal Vegetable, Chimichuri, Demi Glaze 
Apple Cranberry Croustade with Cinnamon Streusel  
 


62.00 Per Guest


59.00 Per Guest 


DESSERT SELECTIONS  
End your lunch on a sweet note with one of the following


SELECT ONE 
• Chocolate Coffee Almond Cake, Chocolate Sauce, 
Berries  
• Coconut Cake, Mango Chutney, Rum Caramel  
• Creme Caramel with Roasted Apples and Candied 
Pecans 
• Triple Chocolate Mousse Cake, Chocolate Sauce, 
Sweet Cherry Sauce  
• Turtle Cheesecake, Bourbon Cranberry Sauce, 
Chocolate Flakes 


NOTE: 


All lunches include Bread Service, Coffee and Tea 
Selection.  
 


PLATED LUNCHES 


Hyatt Regency Chicago Fall/Winter


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
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DAILY MENU PRICING 
62.00 Per Guest on Designated Day 
72.00 Per Guest on All Other Days


FARMERS MARKET – MONDAY BUFFET 
Farmer's Markets are not only for the Summer. 


Chefs Seasonal Soup 
Kale Romaine Salad, Pickled Onions, Cranberries, 
Cabernet Sauvignon Vinaigrette  
Herb Rubbed Amish Turkey Breast with Apple Raisin 
Stuffing and Turkey Jus  
Seasonal Market Fish, Roasted Pumpkin, Pumpkin 
Cream Sauce, Pumpkin Seeds 
Succotash 
Roasted Vegetable Quinoa  
Apple Cranberry Croustade with Cinnamon Streusel  
 
62.00 Per Guest on Monday Only 
72.00 Per Guest on All Other Days 


RIVERWALK – THURSDAY BUFFET 
Take a stroll along Chicago’s Riverwalk after you enjoy 
your lunch. 


Chefs Seasonal Soup 
Roasted Seasonal Squash Salad with Greens, Crumbled 
Feta Cheese, Italian Parsley and Red Wine Vinaigrette  
Rosemary and Garlic Roasted Beef Sirloin with Port 
Wine Demi Glaze 
Fire Roasted Chicken  
Roasted Heirloom Carrots  
Roasted Wedge Potatoes with Fresh Thyme  
Chocolate Peanut Butter Caramel Crunch Bar with 
Chocolate Flakes 
 
62.00 Per Guest on Thursday Only 
72.00 Per Guest on All Other Days 


BUFFET LUNCHES 


Hyatt Regency Chicago Fall/Winter


*Luncheon Buffets require a minimum of 25 guests. 
Add $4.00 per guest for smaller groups.


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
T: 312 565 1234
© 2017 Hyatt Corporation







SWEET HOME CHICAGO BUFFET – TUESDAY & 
SATURDAY BUFFET 
Bringing the famed Taste of Chicago Festival to your 
event. 


Seasonal Chopped Salad with Corn, Fava Beans, 
Heirloom Carrot Coins, Tear Drop Tomatoes and Herb 
Vinaigrette  
Caesar Salad with Crostini, Shaved Parmesan Cheese 
Italian Beef with Grilled Peppers and Onions, Giardiniera, 
and Hoagie Rolls 
Chicken Vesuvio with Potatoes and Peas in Garlic Demi-
glace 
Penne Pasta with Sautéed Seasonal Mushrooms and 
Herbs in a Creamy Mushrooms Sauce 
Roasted Seasonal Vegetables  
Chicago’s own Vitners Potato Chips  
Eli's Cheesecake Squares with Whipped Cream and 
Toasted Coconut 
 
62.00 Per Guest on Tuesday & Saturday Only 
72.00 Per Guest on All Other Days 


PILSEN – FRIDAY BUFFET 
Mexican Roots run deep in Chicago with Pilsen being the 
heart and soul of the community.


Latin Caesar Salad with Queso Fresco, Roasted Red 
Pepper, Black Beans and Spicy Caesar Dressing 
Jicama Cilantro Mango Salad 
Fresh Fish with Roasted Poblano Salsa 
Oven Roasted Chipotle Chicken  
Three Cheese Mac ’n Cheese with Chilies  
Vera Cruz Vegetables 
Green Chile Corn Bread with Honey Butter 
Chocolate Tequila Lime Tart with Chile Threads 
 
62.00 Per Guest on Friday Only 
72.00 Per Guest on All Other Day 


BUFFET LUNCHES 
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COMFORT– WEDNESDAY & SUNDAY BUFFET 
Get cozy in Chicago with this comfy buffet.


Tomato Soup  
Traditional Waldorf Salad with Greens, Apples, Celery, 
Walnuts, Raisins and Lemon Mayonnaise Dressing  
Herbed Roasted Chicken Breast with Roasted Parsnips 
and Red Radishes 
Maple Glazed Salmon 
Sour Cream and Chive Smashed Potatoes  
Herbed Peas and Carrots 
Cornbread Muffins with Sweet Honey Butter 
Flourless Hazelnut Chocolate Bar with Toasted Chopped 
Hazelnut  
 
62.00 Per Guest on Wednesday & Sunday Only 
72.00 Per Guest on All Other Days 


STOCKYARD DELI BUFFET – AVAILABLE ALL DAYS 
Stack up with our Chicago Stockyard Deli Buffet. 


Iceberg Lettuces with Creamy Sexy Blue Cheese, 
Sundried Tomatoes, Crispy Onions and Creamy Ranch 
Dressing  
Baked Cauliflower Salad with Dates, Italian Parsley and 
Lemon Honey Vinaigrette  
Traditional Macaroni Salad 
Pickled Spears  
Peppercorn Crusted Sirloin of Beef  
Roasted Herb Crusted Turkey Breast  
Old Fashion Tuna Salad 
Wisconsin Cheddar and Muenster Cheeses 
Assorted Breads, Lettuce, Tomato and Onion 
Olive Oil Mayo and Dijon Mustard 
Chicago’s own Vitner's Potato Chips 
Oreo Crumble Bar 
 
62.00 Per Guest All Days  


NOTE: 


All lunches include Bread Service, Coffee and Tea 
Selection. 


BUFFET LUNCHES 
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Butler passed or displayed, these light bites are sure to 
please your guests' palate.


COOL SELECTIONS  


 
VEGETARIAN 
Vegetable California Roll with Fire Cracker Sauce  
Thai Spring Purse with Shoyu Sauce 
Tiny Tomato Caprese Skewer 
Herb Goat Cheese and Fig Chutney Bruschetta with 
Fresh Thyme  
 
SEAFOOD 
Blackened Ahi Tuna with Wasabi Aioli and Micro Cilantro  
Smoked Salmon and Fresh Dill in a Pastry Cup 
Bay Scallop Ceviche with Jalapeno Lime Citrus and 
Cilantro 
Shrimp BLT 
 
CHICKEN  
Ambrosia Chicken Salad in an Endive Leaf 
 
MEAT 
Beef Roulade with Cornichon and Green Onion  
Sliced Tenderloin on a Ficelle with Wasabi Mayo 
Antipasto Skewer with Provolone Cheese, Artichoke 
Heart, Hard Salami and Tomato


6.50 Per Piece


WARM SELECTIONS  


 
VEGETARIAN 
Fruit and Brie Croustade 
Truffle Mac n’ Cheese Bites 
Tuscan Ratatouille Tart 
Vegetable Samosa with Mint Yogurt Sauce  
Corn, Zucchini and Cheese Quesadilla 
 
SEAFOOD  
Lump Crab Cakes with Lobster Mayo 
Tiger Prawn Skewer with Chimichurri  
Coconut Shrimp with Apricot Dipping Sauce 
Shrimp Shu Mai 
 
CHICKEN 
Chicken Brochette with Red Chili Chimichurri  
Southwest Chicken Spring Roll with Green Salsa  
Honey Sriracha Chicken Meat Balls 
Chicken Potsticker with Ginger Soy Sauce  
 
MEAT 
Beef Souvlaki with Tatziki Sauce  
Bacon Wrapped Scallop 
Coconut Curry Beef in a Puff Pastry with Black Sesame 
Seeds 
Moroccan Cigar with Lamb and Beef, Spicy Plum 


HORS D’OEUVRES 
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Chutney 
Pigs in a Blanket with Garlic Aioli 


6.50 Per Piece


HORS D’OEUVRES 
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Create an environment for mixing, mingling and 
networking with some of the latest food trends.


SUSHI  


A variety of California Rolls paired with Nigiri Salmon, 
Shrimp and Tuna 
Soy Sauce, Pickled Ginger and Wasabi 
(100 pieces per display - Minimum 100 pieces) 


800.00 Per 100 Pieces


SHELLFISH BAR 


Elegant display of Jumbo Shrimp, Oysters on the Half 
Shell and Crab Claws on Ice 
Lemon Wedges, Cocktail, Remoulade and Tabasco 
Sauce 
(100 pieces per display - Minimum 100 pieces) 


800.00 Per 100 Pieces


ANTIPASTO AND ROASTED VEGETABLES 


Dry Italian Salami and Prosciutto  
Marinated Parmesan and Mozzarella Cheese  
Marinated Vegetables to include Roasted Peppers, 
Zucchini, Tomatoes, Asparagus, Artichokes and Assorted 
Olives 
(Minimum of 25 Guests Required)


18.00 Per Guest


GNOCCHI STATION *(PRE-MADE) 


Seasonal Squash Gnocchi in a Roasted Red Pepper 
Puree  
Herbed Gnocchi with Pesto Sauce and Italian Sausage  
Spinach Gnocchi with Garlic Olive Oil and Anchovy  
Focaccia, Olive Bread, Chili Flakes and Parmesan 
Cheese


22.00 Per Guest


BRUSCHETTA STATION 


Make your own open faced appetizer... 
 
AMERICAN 
Pulled Chicken, Buffalo Sauce, Bleu Cheese, Diced 
Celery with Toasted Bread Slices 
 
ITALIAN 
Diced Tomato, Diced Red Onion, Olive Oil, Garlic and 
Basil 
Sliced Buffalo Mozzarella, Crispy Prosciutto and Aged 
Balsamic Drizzle with Sliced Toasted Baguettes 
 
ASIAN 
Tuna Poke, Pineapple, Cilantro, Fresh Wasabi, Toasted 
Sesame Seeds and Crispy Wontons


25.00 Per Guest


PRESENTATION STATIONS 
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CHEESE BLOCK 


Selection of Domestic and International Cheeses from 
our Local Cheese Monger 
Seasonal Jams, Sweet Quince Cake, Seasonal Dried 
Fruits and Marcona Almonds


18.00 Per Guest


SEASONAL CRUDITE 


Chef’s Selection of Seasonal Vegetables  
Pesto Hummus, Parmesan Spinach Dip and Ranch Dip 
Sesame Crackers and Wasa Crisps


14.00 Per Guest


PASTA STATION *(PRE-MADE)  


Rice Penne with Bolognese and Italian Parsley  
Whole Wheat Ziti with Clam and Mussel with Mixed 
Herbs  
Ricotta Stuffed Shells with Tomato Basil  
Focaccia, Olive Bread, Chili Flakes and Parmesan 
Cheese


20.00 Per Guest


CREATE YOUR OWN SALAD  


Romaine, Spinach Tomatoes, Cucumber, Kalamata 
Olives, Carrots, Garbanzo Beans, Artichoke Hearts, 
Assorted Peppers Chopped Egg, Chicken Breast and 
Baby Shrimp Feta, Bleu Cheese and Croutons 
Ranch, White Balsamic Dressing and Non-Fat Roasted 
Red Bell Pepper Dressing


18.00 Per Guest


SLIDERS, SLIDERS, SLIDERS  


Waygu Beef, Pulled BBQ Pork and Turkey Burgers 
Jalapeno Jack, Wisconsin Cheddar and Bleu Cheese 
Crispy Onion, Sliced Butter Pickles, Yellow Mustard, 
Ketchup, Jalapeno Mayonnaise, Relish, Bermuda Onions 
and Tomato 
Sweet Potato Chips 
Jicama Cilantro Slaw 
(One serving of each item per guest)


20.00 Per Guest


*STATION ATTENDANTS REQUIRED  


1 Station per 200 Guests 
$175.00 per attendant for up to three hours  


NOTE: 


Single Stations with may be purchased for an additional 
$6.00 per guest


PRESENTATION STATIONS 
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Experience Chicago Stockyards at its finest by 
customizing your carving stations.


BUILD YOUR OWN CARVING STATIONS 
SELECT YOUR PROTEIN, ONE SALAD, ONE WARM 
SIDE and TWO SAUCES 
All carving stations include an assortment of fresh rolls 
and butter


HERB ROASTED TURKEY BREAST*  


18.00 per guest, minimum 25 guests 


SMOKED VIRGINIA HAM * 


 
17.00 per guest, minimum 25 guests


EYE OF ROUND * 


21.00 per guest, minimum 25 guests 


OVEN ROASTED TENDERLOIN * 


26.00 per guest, minimum 25 guests 


SALADS (SELECT ONE)  


•Baked Cauliflower Salad with Dates, Italian Parsley and 
Lemon Honey Vinaigrette  
•Roasted Seasonal Squash, Raisins and Mint Leaves 
with Lemon Honey Vinaigrette  
•Roasted Beet Salad with Pumpkin Vinaigrette Dressing 
•Traditional Waldorf Salad with Greens, Apples, Celery, 
Walnuts, Raisins and Lemon Mayonnaise Dressing 
 
 


SIDES (SELECT ONE) 


• Cauliflower Mashed 
• Midwestern Succotash 
• Au Gratin Potatoes 
• Baked Mac 'N Cheese 


CARVING STATIONS 
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SAUCES (SELECT TWO) 


• Seasonal Stone Fruit Chutney 
• Assorted Mustards 
• Chimichurri 
• Peppercorn Sauce 
• Creamy Horse Radish 
• Rosemary Demi-Glace 
• Spicy Remoulade 


NOTE 


STATION ATTENDANT REQUIRED 
1 Station per 200 Guests 
$175.00 per attendant for up to three hours  
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Take your guests on a tour of the streets in Chicago's 
ethnic neighborhoods. Visit Italy, Germany and Mexico all 
in one night without leaving the hotel.


BUILD YOUR OWN "STREETS OF CHICAGO" 
RECEPTION 
Additional $15.00 Per Person if stations purchased 
individually. 


26TH STREET  
Take a trip south of the border.


Guacamole and Chips 
Three Cheese Quesadilla 
Shrimp Ceviche 
Taco Bar to include: Chicken Tinga and Barbacoa 
Queso Chihuahua, Salsa Rojo, Salsa Verde and Pico de 
Gallo  
Corn and Flour Tortillas 


25.00 Per Guest


CERMAK STREET 
Taste of Chinatown.


California Rolls with Shoyu Sauce 
Crispy Vegetable Spring Rolls with Sweet and Sour 
Sauce 
Vegetable Lo Mein 
Orange Peel Chicken Lightly Battered & Fried with 
Candied Orange Peel 
Wok Fried Kung Pao Beef with Peppers, Chili and 
Mushrooms 


30.00 Per Guest


HALSTED STREET 
Welcome to Greektown, Opa!


Roasted Eggplant with Garlic and Greek Chick Pea 
Spread  
Marinated Feta Cheese and Olives 
Sliced Greek Breads and Grilled Pita 
Dolmades stuffed with Meat & Rice with an Egg Lemon 
Sauce 
Spanakopita 
Baby Lamb Chops marinated with Lemon, Oregano and 
Olive Oil 
Chicken Shish Kebob 


30.00 Per Guest


RECEPTION PACKAGES 
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LINCOLN AVENUE 
Willkommen to Germany.


Creamy Cucumber Salad 
Brat Skewers on Sauerkraut  
Mini Beef Roulades filled with Onion, Pickle and Pork 
Belly 
Petit Chicken Schnitzel with Lemon and Lingonberries  
Potato Pancakes with Apple Sauce and Sour Cream 


25.00 Per Guest


TAYLOR STREET 
Chicago's own Little Italy.


Italian Cheeses, Prosciutto and Mortadella served with 
Lavosh and Jam 
Bruschetta with Bacalao, Olives, Tomatoes, Onions and 
Cilantro 
Arancini Stuffed with Oven Roasted Butternut Squash  
Chicken Tenders with a Cannellini Bean and Escarole 
Ragout 
Baked Ziti


25.00 Per Guest


RUSH STREET 
Enjoy a few items from some of Chicago's famed 
steakhouses.


Chicago Chop Salad 
Shrimp Cocktail Shooter 
Skewered Steak Tips with Creamy Horseradish  
Mini Baked Potato Bar with Whipped Butter, Sour Cream, 
Cheddar Cheese, Bacon and Chives  
Creamy Spinach Soufflé Bites


30.00 Per Guest


MICHIGAN AVENUE  
Sweet Endings. 


--Please Select 4 Desserts--  
Passion Tart with Passion Curd and Bruleed Sugar 
Chocolate Tart with Fudge Ganache and Dark Glaze 
Fruit Tart with Pistachio Cream and Mixed Berries 
Amber Praline Crunch with Salted Caramel, Caramel 
Mousseline & Streusel on a Lemon Madeline 
Mascarpone Cheesecake 
Chocolate Mousse Pyramids 
Vanille Financier 
Coffee Station with Coffee, Decaf, and Hot Tea served 
with  
Chocolate Shavings, Fresh Whipped Cream, Orange and 
Lemon Zest, Cinnamon Sticks and Chocolate Covered 
Espresso Beans 


25.00 Per Guest


RECEPTION PACKAGES 
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PERSONAL PREFERENCE 
GUESTS CHOOSE THEIR OWN ENTREE in a banquet 
setting. Better than the standard dual-entree option. More 
elegant than the casual buffet. An option designed to 
satisfy individual tastes and preferences. 
 
1. The planner chooses the appetizer, salad and dessert 
in advance. 
 
2. A custom printed menu featuring up to four entree 
selections is provided for guests at each place setting. 
 
3. Specially trained servers take your guests' orders as 
they are seated. 


PLANNER'S CHOICE APPETIZER 


Caramelized Bay Scallops Sweet Corn Risotto 
 
Lump Crab Cake, Maryland Crab Cake, on Edamame  
Puree, Red Pepper Emusion, Corn Salsa 
 
Artichoke Watercress Bisque 
 
Lobster Bisque 


INDIVIDUAL GUESTS' CHOICE ENTREE 


Fresh Seasonal Fish, Spinach Arugula Grits Cake, 
Roasted Seasonal Vegetables, Roasted Tomatoes Basil 
Sauce 
 
Roasted Sage Chicken Breast with Crispy Prosciutto and 
Demi-Glace 
 
Black Angus Herbed Strip Steak, Three Peppercorn 
Sauce 
 
Grilled Filet Mignon with Bordelaise Sauce and 
Mushroom Compote 
 
Braised Short Rib with Roasted Cipollini Onions and 
Mushrooms, Red Wine Demi-Glace 
 
Spicy Charred Tomato and Artichoke Tart with Seasonal 
Vegetables and Roasted Pepper Sauce
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PLANNER'S CHOICE SALAD 


Seasonal Squash and Heirloom Tomato Salad with 
Farrow and Romano Cheese 
 
Burrata with Roasted Tomatoes and Purple Mache and 
Frisse Lettuce, Extra Virgin Olive Oil and Aged Balsamic 
Dressing 
 
Roasted Artichoke, On a Butternut Squash Puree, Artisan 
Lettuce, Champagne Vinaigrette 
 
Roasted Pickled Yellow and Red Beets, with Curly Frisse 
and Arugula, Shaved Feta Cheese, Cabernet Vinaigrette 
Dressing 


PLANNER'S CHOICE DESSERT 


Dessert Trio to include Miniature Fruit Tart, Opera Torte 
and Coconut Cream Pie 
 
Caramel Cremeux with Toasted Macadamia Nuts 
 
Hazelnut Fiancier with Roasted Pineapple, Streusel and 
Micro Celery  
 
Black Forest Tart with Dark Chocolate Ganache, 
Chocolate Shavings and Cherry Compote


106.00 Per Guest


NOTE 


Minimum of 50 Guests Required.  
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STARTERS  


SELECT ONE 
• Chicken Consomme Wonton Purses with Minced 
Chicken, Scallions, Carrot and Celery Brunoise 
 
• Mushroom Ravioli, White truffle Cream Sauce, Chevril 
and Black Trumpet 
 
• Fresh Shrimp, Vegetable Roll, Shiso, Shredded Daikon, 
Sweet Chili Sauce 
 
• Roasted Tomato Bisque with Gouda Panini 


ENTREES  


SELECT ONE 
DUO  
• Tournedo of Beef and Airline Chicken Breast, Potato 
Leek Tart, Mustard Seed Shallot Demi Glaze, Roasted 
Seasonal Vegetables 
-OR- 
• Short Rib of Beef and Loch Duart Salmon, Macaroni 
Bake, Roasted Fennel Pepper Confit, Roasted Seasonal 
Vegetables, Barolo Demi Glaze 
$96.00 Per Guest  
 
BEEF  
• Filet of Beef, Potato Mushroom Gratin, Roasted 
Seasonal Vegetables, Perigourdine Sauce 
-OR- 
• Black Angus Strip Steak, Baby Yukon Baked Potato 
with condiments, Roasted Seasonal Vegetables, 
Madagaskar Peppercorn Sauce 
$94.00 Per Guest  
 
FISH  
• Grilled Sustainable Catch, Braised Greens and Marble 
Potatoes, Roasted Seasonal Vegetables, Lobster Sauce 
$90.00 Per Guest  
 
CHICKEN  


PLATED DINNERS 
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SALADS 


SELECT ONE  
 
• Locally Green Mushroom Escabeche, with Baby 
Lettuce, Dark Balsamic Vinaigrette 
 
• Caesar Salad, with Parmesan Cheese, Roasted 
Tomatoes, House made Croutons, Baby Watercress, 
Caesar Dressing 
 
• Roasted Fruits, House made Bread Crisps, Baby 
Lettuce, Marcona Almonds and Manchego Cheese, 
Pomegranate Cranberry Vinaigrette 
 
• Organic Greens with Cherry Tomatoes, Snow Peas and 
Sweet Corn, Dark Balsamic Vinaigrette 


OUR CHEF RECOMMENDS 


Petite Greens with Pickled Root Vegetables  
Seared Scallops with Pumpkin Puree and Granny Smith 
Apple  
Mixed Grill of Lamb Chops and Beef Filet with Potato 
Tart, Haricot Vert with Shallot, Chimichurri 
Pear Tart with Cinnamon Ice Cream  


90.00 Per Guest


• Grilled Airline Chicken Breast, Pesto Boursin Mashed 
Potato, Roasted Seasonal Vegetables, Champagne 
Sauce 
-OR- 
• Seared Chicken Medallions, Artichoke Risotto, Roasted 
Seasonal Vegetables, Lemon Caper Sauce 
$88.00 Per Guest  
 
DESSERT  
SELECT ONE 
• Dessert trio – Raspberry White Chocolate Bar, 
Chocolate Swirl Bar, Ginger Pear Tart  
• Chocolate pot du Crème with Toasted Hazelnuts  
• Banana Cake with Cream Cheese, Salted Caramel, 
Black Walnuts  
• Dark Chocolate Mousse Tart, Berry Compote, 
Chocolate Sauce 


NOTE: 
All dinners include an Assortment of Bread, Coffee and 
Tea Service


PLATED DINNERS 
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SECOND CITY THEATER DINNER BUFFET 
LIGHTS!


Artichoke and Avocado Spread with Homemade Pita 
Chips 
Heirloom Tomato Salad with Sweet Onions and Basil 
Midwest Farm Greens Tossed with Vegetable Julienne, 
Dark Balsamic Vinaigrette 
Wild Salmon Caponata 
Chicken and Beef Souvlakes Marinated with Lemon, 
Oregano and Garlic 
Sautéed Asparagus 
Seven Grain Rice Pilaf 
Cranberry Tarts 
Mango Caramel Cheesecake 


95.00 Per Guest


HARRIS THEATER DINNER BUFFET 
ACTION!


Roasted Seasonal Squash, Raisins and Mint Leaves with 
Lemon Honey Vinaigrette  
Roasted Beet Salad with Pumpkin Vinaigrette Dressing 
Roasted Redskin Potato Salad with Pancetta and Parsley 
Braised Waygu Beef Brisket in Natural Juices  
Chili Sugar Cured Arctic Char Grapefruit Salsa & Braised 
Swiss Chard 
Free Range Chicken Breast with Pearl Onions and Fresh 
Local Grown Mushrooms 
Roasted Root Vegetables with Honey & Marjoram  
Poached Pear in Natural Jus with Star Anise and 
Cinnamon 
Burnt Apple Croustade  


95.00 Per Guest


NOTE 


All dinners include an Assortment of Bread, Coffee and 
Tea Service
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GOODMAN THEATER DINNER BUFFET 
CAMERA!


Caprese Salad  
Orzo and Zucchini Salad  
Roasted Red Pepper Hummus, Pesto Hummus, Served 
with Fresh Pita and Bagel Chips 
Rosemary Crusted Strip Loin of Beef with Borolo Sauce  
Chicken Parmesan  
Roasted Fresh Seasonal Catch with Eggplant Tomato 
Fondue 
Barley Risotto with Crimini mushrooms 
Braised Rapini 
Cannoli 
Chocolate Panna Cotta with Espresso Sauce


95.00 Per Guest
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PERFECTLY PAIRED WINES FOR THE SEASON 


Cooler days and nights bring us a bounty of fresh 
offerings both in the garden and the kitchen. Roasted 
meats, intensely flavored fruits and vegetables are the 
inspiration for our seasonal menu. The flavors of autumn, 
pair perfectly with the wines from Lapostolle. 
 
The Marnier Lapostolle family, founders and owners of 
the world-renowned liqueur Grand Marnier, is famous for 
producing spirits and liqueurs, but the family has also 
been involved in winemaking for generations. In creating 
Lapostolle, the family has pursued the same 
uncompromising approach to quality that made Grand 
Marnier a global success. Its objective is as simple as it 
is ambitious: to create world-class wines using French 
expertise and the superb terroirs of Chile. The Lapostolle 
vineyards are 100% certified organic and 100% 
biodynamic to protect not only the purity of the fruit the 
wines and the environment. These wines express the fruit 
and freshness of Chile…enjoy! 


49.00


Expressive and intense with notes of pear, peach and fresh citrus 
aromas.


LAPOSTOLLE CASA, SAUVIGNON BLANC, 
RAPEL VALLEY, CHILE 


49.00


A medium body wine with juicy tannins and an expressive nose of 
full of fresh red fruit, plums and cherries. 


LAPOSTOLLE CASA, CABERNET SAUVIGNON, 
RAPEL VALLEY, CHILE


HYATT SIGNATURE WINE SERIES, CANVAS BY 
MICHAEL MONDAVI 


48.00
Creamy with aromas of lavender and hints of cinnamon, nutmeg 
and lemon cream.


PINOT GRIGIO, VENETO, ITALY


48.00
Freshness and richnesss of pure fruit woven beautifully with subtle 
toasty oak.


CHARDONNAY, CALIFORNIA


48.00
Aromas of vivid red fruit with hints of spice that complement the 
lithe texture.


PINOT NOIR, CALIFORNIA


48.00
Pure Merlot fruit and subtle toasty spice, combined with rich ripe 
tannins.


MERLOT, CALIFORNIA


48.00
Subtle hints of oak and spice married with lively tannins.
CABERNET SAUVIGNON, CALIFORNIA


SIGNATURE WINE SERIES 
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We offer wines by the family, the region and the vineyard 
to please the most refined tasters.


FAMILIES OF WINE 


 
 
ROBERT MONDAVI, Private Selection 
Chardonnay-49.00 
Pinot Grigio-49.00 
Cabernet Sauvignon-49.00 
 
 
CHATEAU STE. MICHELLE, Washington State 
Chardonnay-47.00 
Cabernet Sauvignon-49.00 
Merlot-49.00 
 
 
FRANCISCAN, Napa Valley 
Chardonnay-$54.00 
Merlot-$56.00 
 
RODNEY STRONG, Sonoma County 
Chardonnay, Chalk Hill-$52.00 
Cabernet Sauvignon-$54.00 
Pinot Noir, Russian River-$56.00 
 
 


UNIQUE AND SPECIAL WINES 


BV COASTAL ESTATES, Cabernet Sauvignon, 
California-$49.00 
 
CHALONE MONTEREY VINEYARDS, Chardonnay, 
Monterey County-$49.00 
 
THE SEEKER, Pinot Grigio, Veneto-$48.00 
 
MURPHY GOODE, "The Fume'", California-$48.00 
 
PASCUAL TOSO, Malbec, Argentina-$48.00 
 
SEVEN FALLS, Merlot, Washington State-$47.00 


RED AND WHITE WINES 


Hyatt Regency Chicago Fall/Winter
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SANFORD, Santa Barbara 
Flor de Camp Chardonnay-$55.00 
Pinor Noir-$58.00 
 
 
FERRARI CARANO, Sonoma 
Fume' Blanc-$55.00 
Cabernet Sauvignon-$58.00 


RED AND WHITE WINES 


Hyatt Regency Chicago Fall/Winter
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FEATURED SEASONAL COCKTAILS 


14.00
Don Julio Blanco tequila with fresh lime juice and grapefruit soda 
with a sprinkle of Ancho chili powder


SPICY PALOMA 


14.00
Tito’s Handmade vodka and fresh lime juice with agave nectar 
and ginger beer


MOCKINGBIRD GINGER 


BEST OF HYATT 


Mixology is the art of combining ingredients to deliver the 
perfect harmony of flavor in a drink. At Hyatt, we’ve 
combined exceptional ingredients and premium spirits for 
the ultimate experience in taste and balance. Enjoy.


BACARDI SUPERIOR RUM 


Before Don Facundo rewrote the script, white rums were 
harsh, crude and unrefined. In 1862 he created Bacardi 
Superior following 10 years of dedication to craft the 
perfect rum. 


14.00
Bacardi Superior rum and muddled blueberries with fresh mint and 
lemonade 


BLUEBERRY LEMONADE COOLER


14.00
Bacardi Superior rum, fresh lime juice and simple syrup with a 
dash of orange bitters


CITY PARK SWIZZLE


14.00
Bacardi Superior rum muddled with basil and agave nectar, 
topped with pineapple juice and a splash of soda water


PINEAPPLE BASIL COOLER


14.00
Bacardi Superior rum and raspberry puree with iced tea and 
lemonade


SWEET ARNOLD 


14.00
Bacardi Superior rum and grapefruit with fresh mint leaves and 
simple syrup


GRAPEFRUIT DELIGHT


HAND CRAFTED COCKTAILS 


Hyatt Regency Chicago Fall/Winter
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DON JULIO BLANCO TEQUILA 


Using the finest, 100% raw agave and a time honored 
distillation process, Don Julio Blanco is tequila in its 
truest form. Commonly referred to as "silver" tequila, its 
crisp agave flavor and hints of citrus make it an essential 
component to a variety of innovative drinks


14.00
Don Julio Blanco tequila, fresh lemon juice and agave nectar with 
a splash of soda water


DON COLLINS


14.00
Don Julio Blanco tequila and fresh lime juice with agave nectar 
and sage


SAGE MARGARITA


14.00
Don Julio Blanco tequila shaken with pink grapefruit juice, agave 
nectar and strawberry puree


PALOMA FRESCA


14.00
Don Julio Blanco tequila shaken with agave nectar and Angostura 
bitters then topped with Pascual Toso Sparkling Brut


THE DON'S MARTINI


14.00
Don Julio Blanco tequila with fresh lime juice and grapefruit soda 
with a sprinkle of Ancho chili powder


SPICY PALOMA


TITO'S HANDMADE VODKA 


Tito’s Handmade Vodka is designed to be savored by 
spirit connoisseurs and everyday drinkers alike. It is 
microdistilled in an old-fashioned pot still, just like fine 
single malt scotches and high-end French cognacs. 


14.00
Tito’s Handmade vodka with passion herbal infused iced tea 
TEATO'S PASSION


14.00
Tito’s Handmade vodka shaken with pineapple, fresh lime juice 
and agave nectar


TROPICAL SUNSET


14.00
Tito's Handmade vodka muddled with fresh lime, jalapenos and 
watermelon puree


WATERMELON JALAPENO COOLER


14.00
Tito’s Handmade vodka with pineapple, St-Germaine liqueur, 
fresh lime juice and agave nectar


ISLAND SPLASH


14.00
Tito’s Handmade vodka and fresh lime juice with agave nectar 
and ginger beer


MOCKINGBIRD GINGER


14.00
Tito’s Handmade vodka, muddled mint and strawberries with 
ginger beer


STRAWBERRY MULE


HAND CRAFTED COCKTAILS 


Hyatt Regency Chicago Fall/Winter
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CASH BARS 


Includes a Full Bar Setup. Drink price includes service 
charge and tax. 
 
Signature Brand Cocktails 11.00 
Premium Wines 10.00 
Domestic Beer 9.00 
Premium, Local Craft & Import Beer 10.00 
Soft Drinks and Bottled Waters 6.00 
 


HOST SPONSORED BAR PER DRINK 


Charges are based on the actual number of drinks 
consumed.  
Prices shown are Per Drink 
 
SIGNATURE Cocktails 11.00 
PREMIUM Cocktails 12.00 
Domestic Beer 8.00  
Premium, Local Craft & Import Beer 9.00 
Canvas Wines by Michael Mondavi 10.00 
Upgrade/Feature Wines 12.00 
Bottled Water 6.00 
Soft Drinks 5.50 
Specialty Cocktails 12.50 
Choose TWO: Cosmopolitan, Margarita, Mojito, Appletini 
or Chocolatini 


HYATT'S SIGNATURE WINES BY MICHAEL MONDAVI 


Chardonnay, Pinot Grigio, Cabernet Sauvignon, Pinot 
Noir and Merlot 


LABOR CHARGES 


Bartenders - $175.00 each for first 3 hours ($60.00 each 
additional hour) 
 
Cashiers - $150 each for first 3 hours ($45.00 each 
additional hour) 
 
Cocktail Servers - $150 each for first 3 hours ($30.00 
each additional hour) 


NOTE: 


CASH Bars require a Minimum of $500.00 per bar. 
 
We recommend 1 Bar for each 100 - 125 guests when 
Sponsored, and 1 Bar for each 150 - 200 guests for 
CASH Bars. 


BAR PACKAGES 


Hyatt Regency Chicago Fall/Winter
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HOST-SPONSORED BAR PER PERSON 


These packages include Full Bar Setups and are 
designed to assist your budget guidelines. The packages 
are charges are based on the guaranteed attendance or 
actual attendance, if higher. Prices shown are per guest. 
 
SIGNATURE BRANDS 
One Hour 22.00 per person  
Two Hour Bar 32.00 per person  
Three Hour Bar 41.00 per person 
Four Hour Bar 50.00 per person  
 
PREMIUM BRANDS 
One Hour 23.00 per person  
Two Hour Bar 34.00 per person  
Three Hour Bar 43.00 per person 
Four Hour Bar 52.00 per person 


BAR PACKAGES 


Hyatt Regency Chicago Fall/Winter
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Chef Lang and his team have created mouthwatering 
vegan, vegetarian and gluten free options to meet your 
attendees dietary preferences.


VEGAN SELECTIONS 


Lunch 
Vegan - Tofu Noodles with Summer Vegetables and 
Tomato Basil Confit 
Gluten-Free - Daily fresh Fish Selection, Potato Puree 
and Vegetable Ragout 
 
Dinner 
Vegan - Rice Penne with Local Mushrooms, Roasted 
Red Pepper Puree and Swiss Chard 
Gluten-Free - Roasted Amish Chicken Breast, Grilled 
Local Vegetables and Potato Basil Puree


LUNCH 


Monday 
Spicy Charred Tomato and Artichoke Tart with Seasonal 
Vegetables and Roasted Pepper Sauce


Tuesday 
Mascarpone Polenta with English Peas Swiss Chard and 
White Truffle Oil


Wednesday 
Roasted Vegetable Lasagna with Marinara Sauce


DINNER 


Monday 
Barley Risotto with French Horn Mushrooms and Roasted 
Butternut Squash


Tuesday 
Vegetable Casserole with Arugula and Peewee Potatoes


Wednesday 
Quinoa Pilaf with Root Vegetables and Locally Grown 
Mushrooms


Thursday 
Spicy Charred Tomato and Artichoke Tart with Seasonal 
Vegetables and Roasted Pepper Sauce


Friday 
Roasted Vegetable Lasagna with Marinara Sauce


Saturday 
Orecchiette Pasta with Caramelized Onions, Zucchini 
Blossoms and Heirloom Tomato


Sunday 
Carnaroli Risotto with Heirloom Carrots, Artichokes and 
Edammame


ALTERNATIVE OPTIONS 


Hyatt Regency Chicago Fall/Winter


*Alternative Menus are priced the same as regular menus chosen.


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 
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Thursday 
Red Lentil Vegetable Stew with Roesti Potatoes and 
Spicy Tofu


Friday 
Ratatouille Tart Seasonal Vegetables Spicy Tomato 
Sauce


Saturday 
Barley Pilaf Cooked in Vegetable Stock and Fire Roasted 
Vegetables


Sunday 
Whole Wheat Penne with Broccoli Rabe Roasted 
Pepper, Tomato and Garlic


 
VEGAN AND GLUTEN FREE SELECTIONS 


Lunch 
Vegan - Tofu Noodles with Summer Vegetables and 
Tomato Basil Confit 
 
Gluten-Free - Daily fresh Fish Selection, Potato Puree 
and Vegetable Ragout 
 
Dinner 
Vegan - Rice Penne with Local Mushrooms, Roasted 
Red Pepper Puree and Swiss Chard 
 
Gluten-Free - Roasted Amish Chicken Breast, Grilled 
Local Vegetables and Potato Basil Puree


ALTERNATIVE OPTIONS 


Hyatt Regency Chicago Fall/Winter


*Alternative Menus are priced the same as regular menus chosen.


Prices are subject to 23% taxable Service Charge and Illinois Sales Tax. 
Fall/Winter Menus are valid from September 1st, 2016 to March 1st, 2017. 


151 East Wacker Drive, Chicago, Illinois 60601
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42. RD Generational Differences Survey

From: Today's Dietitian <todays_dietitian@gvpublishing.com>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Mar 16, 2017 14:54:30

Subject: RD Generational Differences Survey

Attachment:

SPLENDA® 

Can’t see images? View as a webpage.  

Thank you for your continued support of Today's Dietitian. Below is information from one of our

sponsors. 

Your responses in our 10-minute survey will help all of us understand how generational

differences in the field of registered dietitians can help us all do better in our commitment to health

and nutrition. 

Please take 10 minutes to complete this survey from SPLENDA ® Brand Sweeteners — your

responses can be provided anonymously. Results will be revealed during a panel discussion

hosted by the SPLENDA ® Brand on Wednesday, May 24th at the Today’s Dietitian Symposium

and released to the nutrition community following the conference. 
Take the survey. 
Become part of the discussion. 

• 

Are there differences across generations in how RDs learn and share new information? 

• 

How has the mentor/mentee relationship evolved within the nutrition community over the last

decade? 

• 

Does the year you were born or when you entered the profession impact how you use social

media professionally? 

• 

What are the main professional challenges that RDs face when starting a family? Do these

challenges differ in your 20s, 30s or 40s? 
Take 10 minute survey » 
Introducing SPLENDA® Naturals Stevia Sweetener 

No artificial ingredients. No calories. Great taste. Find out for yourself why SPLENDA ® Naturals

Stevia Sweetener was named a 2017 Product of the Year*. 
Learn more » 
Free professional tool kit 

Sign up to receive the SPLENDA ® Brand toolkit for health professionals with materials and

samples. 
Sign up now » 
The latest news &research 
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Stay up to date with new SPLENDA ® Sweeteners product info, recent studies, and research.

Sign up today for the SPLENDA ® Brand Sweet Scoop ® Newsletter. 
Subscribe today » 

If you received this email from a colleague, thanks for reading! To continue to receive the latest

studies and more concerning low calorie sweeteners, take a moment to subscribe to our

newsletter.
Products  |   Patient Education Resources  |   Scientific Studies

*Winner Sweetener Category. Survey of 40,000 people by TNS.  

 

Links to thirdparty websites are provided solely for convenience. Heartland Food Products Group,

LLC is not responsible for the content of such websites, and users are solely responsible for

compliance with any terms of use thereon.  

 

We’d love to hear from you. Please call us at 18668677536, send mail to the SPLENDA ®

Consumer Center, Attention: CCC, 309 South Street, New Providence, NJ 07974, or email us by

clicking here.  

 

© 2017 Heartland Consumer Products LLC | All rights reserved | Carmel, IN, USA 
 
Great Valley Publishing Company, 3801 Schuylkill Road, Spring City, PA 19475, United States  
 
You may unsubscribe or change your contact details at any time. 
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43. Exciting News about SPLENDA® Naturals Sweetener at FNCE®

From: Splenda Professional <SplendaProfessional@splenda-email.com>

To: DMartin@Burke.k12.ga.us

Sent Date: Nov 17, 2016 08:02:47

Subject: Exciting News about SPLENDA® Naturals Sweetener at FNCE®

Attachment:

The Sweet Scoop®: Introducing SPLENDA® Naturals Stevia Sweetener! 

We are excited to introduce our newest product, SPLENDAÂ® Naturals!!! 

Can’t see images? View as a webpage

We hope you had a great time at FNCE ® this year. Thanks to everyone who stopped by our

booth to chat with us. For those who were unable to stop by, we wanted to share our newest

product, SPLENDA ® Naturals Stevia Sweetener, with you. 
Check it Out » 

SPLENDA ® Brand has found the perfect blend to capture the naturally sweet taste of stevia.

SPLENDA ® Naturals is made with a better tasting extract from the stevia leaf  Rebaudioside D

(Reb D). No calories, no added flavors, no artificial ingredients and no bitter aftertaste! 
Request Sample » 

You are receiving this email as a 2016 Food &Nutrition Conference &Expo™ attendee  

This is a onetime only email. Your email address will not be stored for additional communications

or shared with any other organizations. 

Share news of SPLENDA ® Naturals with a colleague: 

If you received this email from a colleague, thanks for reading! To continue to receive the latest

studies and more concerning low calorie sweeteners, take a moment to subscribe to our

newsletter.
Products  |   Patient Education Resources  |   Scientific Studies

Links to thirdparty websites are provided solely for convenience. Heartland Food Products Group,

LLC is not responsible for the content of such websites, and users are solely responsible for

compliance with any terms of use thereon.  

 

This newsletter was created under the splenda.com Privacy Policy 

 

Our records indicate that you have requested to receive information and offers from the SPLENDA
® Brand. If you no longer wish to receive email communications about SPLENDA ® Products,

unsubscribe here.  

 

PLEASE DO NOT RESPOND TO THIS EMAIL AS IT IS UNABLE TO RECEIVE REPLIES, but

we’d love to hear from you. Please call us at 18668677536 , send mail to the SPLENDA®

Consumer Center, Attention: CCC, 309 South Street, New Providence, NJ 07974, or email us by

clicking here.  

 

© 2016 Heartland Consumer Products LLC | All rights reserved | Carmel, IN, USA 
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44. WM Sponsored Eblast: Introducing SPLENDA® Naturals Sweetener – Request your sample

kit today

From: Weight Management DPG <response@wmdpg.org>

To: Donna Martin <dmartin@burke.k12.ga.us>

Sent Date: Nov 14, 2016 12:02:30

Subject: WM Sponsored Eblast: Introducing SPLENDA® Naturals Sweetener –

Request your sample kit today

Attachment:

November 14, 2016 

Introducing SPLENDA® Naturals Stevia Sweetener  

We are excited to introduce our newest product, SPLENDA® Naturals Stevia Sweetener – a

sweet breakthrough natural no-calorie sweetener with no bitter aftertaste. SPLENDA® Naturals is

sweet with no artificial flavors or ingredients. 
Check it Out ›
 
 
 

Receive your free SPLENDA® Naturals Sweetener kit which includes patient samples, recipes

and a product fact sheet 
Request your Kit ›
To continue to receive the latest studies and other professional resources regarding low calorie
sweeteners, take a moment to subscribe to our newsletter. 

You are receiving this message as part of a Heartland Food Products Group agreement to support

WM DPG programs and activities. 

Weight Management Dietetic Practice Group, WM DPG Copyright (c), 2016 

120 South Riverside Plaza, Chicago, IL 60606, United States You may unsubscribe or change

your contact details at any time.  

 

Powered by:  
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45. FCP Sponsored Eblast:  Introducing SPLENDA® Naturals Sweetener – Request your sample

kit today

From: FCP eBlast <eblast@foodculinaryprofs.org>

To: DMartin@Burke.k12.ga.us

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Nov 10, 2016 13:32:58

Subject: FCP Sponsored Eblast:  Introducing SPLENDA® Naturals Sweetener –

Request your sample kit today

Attachment:

Email not displaying correctly? View it in your browser. 

       Introducing SPLENDA® Naturals Stevia Sweetener  

 
 
We are excited to introduce our newest product, SPLENDA® Naturals Stevia Sweetener – a
sweet breakthrough natural no-calorie sweetener with no bitter aftertaste.  SPLENDA® Naturals is
sweet with no artificial flavors or ingredients. 
 
 
 
Receive your free SPLENDA® Naturals Sweetener kit which includes patient samples, recipes
and a product fact sheet  
 
 
To continue to receive the latest studies and other professional resources regarding low calorie
sweeteners, take a moment to subscribe to our newsletter.  
 
You are receiving this message as part of a Heartland Food Products Group agreement to support
FCP programs and activities.

   Follow Us on Social Media!  

   

NOTE: This email message has been brought to you by Food &Culinary Professionals, a dietetic

practice group of the Academy of Nutrition and Dietetics.  

 

If you would like to change your email, please make the necessary changes through the

Academy's website http://www.eatright.org/obc or call the Academy Member Services at 800-877-

1600, ext. 5000.  

 

Our email address: fcp@quidnunc.net 

 

Unsubscribe DMartin@Burke.k12.ga.us from this list.  
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Our mailing address is:  

P.O. Box 46998  

Seattle, Washington 98146  

 

Our telephone:  

206.935.5104 
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46. Get Your Free SPLENDA® Naturals Stevia Sweetener Tool Kit

From: SCAN <info@scandpg.org>

To: DMartin@Burke.k12.ga.us

Sent Date: Nov 09, 2016 15:01:28

Subject: Get Your Free SPLENDA® Naturals Stevia Sweetener Tool Kit

Attachment:

Introducing SPLENDA® Naturals Sweetener 

We are excited to introduce our newest product, SPLENDA® Naturals!!! 

Can’t see images? View as a webpage

We are excited to introduce our newest product, SPLENDA ® Naturals Stevia Sweetener—a

sweet breakthrough natural nocalorie sweetener with no bitter aftertaste. SPLENDA ® Naturals is

sweet with no artificial flavors or ingredients. 
Check it Out » 

Receive your free SPLENDA ® Naturals Sweetener kit which includes patient samples, recipes

and a product fact sheet. 
Request my Kit » 

Share news of SPLENDA ® Naturals with a colleague: 

If you received this email from a colleague, thanks for reading! To continue to receive the latest

studies and more concerning low calorie sweeteners, take a moment to subscribe to our

newsletter.
Products  |   Patient Education Resources  |   Scientific Studies

Links to thirdparty websites are provided solely for convenience. Heartland Food Products Group,

LLC is not responsible for the content of such websites, and users are solely responsible for

compliance with any terms of use thereon.  

 

This newsletter was created under the splenda.com Privacy Policy 

 

You are receiving this message as part of a SCAN – SPLENDA ® Brand Agreement that includes

funding for SCAN programs and activities. Sponsored messages are sent only once per month

from the SCAN Office in order to maintain diversity of messaging and to protect your privacy..  

 

PLEASE DO NOT RESPOND TO THIS EMAIL AS IT IS UNABLE TO RECEIVE REPLIES, but

we’d love to hear from you. Please call us at 18668677536, send mail to the SPLENDA ®

Consumer Center, Attention: CCC, 309 South Street, New Providence, NJ 07974, or email us by

clicking here.  

 

© 2016 Heartland Consumer Products LLC | All rights reserved | Carmel, IN, USA 
 
This email was sent to DMartin@Burke.k12.ga.us  
why did I get this?     unsubscribe from this list     update subscription preferences  
SCAN · 230 Washington Avenue Extension · Suite 101 · Albany, NY 12203 · USA  
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47. Get Your Free SPLENDA® Naturals Stevia Sweetener Tool Kit

From: Today's Dietitian <todaysdietitian@gvpub.com>

To: dmartin@burke.k12.ga.us

Sent Date: Oct 27, 2016 10:05:06

Subject: Get Your Free SPLENDA® Naturals Stevia Sweetener Tool Kit

Attachment:

Introducing SPLENDA® Naturals Sweetener 

We are excited to introduce our newest product, SPLENDA® Naturals!!! 

Can’t see images? View as a webpage.  

Thank you for your continued support of Today's Dietitian. Below is information from one of our

sponsors. 

We are excited to introduce our newest product, SPLENDA ® Naturals Stevia Sweetener—a

sweet breakthrough natural nocalorie sweetener with no bitter aftertaste. SPLENDA ® Naturals is

sweet with no artificial flavors or ingredients. 
Check it Out » 

Receive your free SPLENDA ® Naturals Sweetener kit which includes patient samples, recipes

and a product fact sheet. 
Request my Kit » 

Share news of SPLENDA ® Naturals with a colleague: 

If you received this email from a colleague, thanks for reading! To continue to receive the latest

studies and more concerning low calorie sweeteners, take a moment to subscribe to our

newsletter.
Products  |   Patient Education Resources  |   Scientific Studies

Links to thirdparty websites are provided solely for convenience. Heartland Food Products Group,

LLC is not responsible for the content of such websites, and users are solely responsible for

compliance with any terms of use thereon.  

 

© 2016 Heartland Consumer Products LLC | All rights reserved | Carmel, IN, USA 

Great Valley Publishing, 3801 Schuylkill Road, Spring City, PA 19475 
SafeUnsubscribe™ dmartin@burke.k12.ga.us
Forward email |  Update Profile |  About our service provider

Sent by todaysdietitian@gvpub.com

SPLENDA® Naturals Stevia Sweetener - NEW and No Bitter Aftertaste
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48. Eat Right Weekly

From: Eatright Weekly <weekly@eatright.org>

To: Donna S Martin RDN LD SNS EDS FAND <DMartin@burke.k12.ga.us>

Sent Date: Oct 19, 2016 17:49:04

Subject: Eat Right Weekly

Attachment:

Eat Right Weekly 

Eat Right Weekly brings you all the news and info that affects you!

 

Having trouble viewing this e-mail? View it in your browser.

 

Connect with the Academy:

 

October 19, 2016

 

Quick Links: On the Pulse of Public Policy | CPE Corner | Career Resources | Research

Announcements 

 Academy Member Updates | Academy Foundation News

 
ON THE PULSE OF PUBLIC POLICY

 

Take Action to Pass the Clinical Care Commission Act This Year 

 The National Clinical Care Commission Act (H.R. 1192) is making great progress in the House of

Representatives after being passed by a committee on September 21. There will be a short time

for the Senate to pass H.R. 1192 in the session following the November elections, so the

Academy is asking senators to pass the House bill. Help build momentum: Ask your U.S. Senators

to support passage of H.R. 1192. 

 Learn More

 
CPE CORNER

 

New Online Certificate of Training Program: Culinary Nutrition 

 The Center for Lifelong Learning, with the Food and Culinary Professionals dietetic practice

group, offers a new program to prepare registered dietitian nutritionists to excel in the fast-growing

field of culinary nutrition. Topics such as planning healthy meals, food safety, preparation

techniques and more are covered. 

 Learn More

 

Revised Program for 2016: 'Developing Your Role as Leader' Certificate of Training 

 The Center for Lifelong Learning introduces updates and a revision to the online certificate
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program with a focus on enhancing leadership skills for all members. 

 Learn More

 

Revised Program for 2016: 'Executive Management' Certificate of Training 

 The Center for Lifelong Learning introduces updates and a revision to the online certificate

program with a focus on enhancing executive management skills for all members. 

 Learn More

 

Certificate of Training Program: 'Supermarket Business and Industry Skills to Thrive in Retail

Dietetics' 

 Learn business basics, influence the retail environment, create return on investment, build and

nurture community and business relationships and understand the roles and responsibilities of

today's retail dietitian. 

 Learn More

 

Certificate of Training Program: 'Chronic Kidney Disease Nutrition Management' 

 Learn about the most recent population data from USRDS and NHANES and recently revised

recommendations for sodium intake and blood pressure control. 

 Learn More

 

Certificate of Training Program: 'Vegetarian Nutrition' 

 A growing trend offers registered dietitian nutritionists opportunities to be the go-to source for

tailoring a healthy vegetarian diet. A new online certificate program prepares RDNs to excel in this

specialty. 

 Learn More

 

Certificate of Training: Adult Weight Management 

 This program takes place November 10 to 12 in Long Beach, Calif.; March 2 to 4, 2017, in

Baltimore, Md.; and June 22 to 24, 2017, in Cincinnati, Ohio. Registration opens soon for

September 29 to October 1, 2017, in Phoenix, Ariz.; October 19 to 21, 2017, in Chicago, Ill; and

November 15 to 17, 2017, in Orlando, Fla. 

 Learn More

 

Certificate of Training: Childhood and Adolescent Weight Management 

 This program takes place March 23 to 25, 2017, in Hartford, Conn. Registration opens soon for

September 7 to 9, 2017, in Memphis, Tenn. 

 Learn More

 

Level 2 Certificate of Training: Adult Weight Management 

 This program takes place November 10 to 12 in Long Beach, Calif. Registration opens soon for

and October 19 to 21, 2017, in Chicago, Ill. 

 Learn More
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Self-Study Modules 

 Members who are unable to attend an on-site Certificate of Training Program may wish to

consider a self-study module: Adult Weight Management; Childhood and Adolescent Weight

Management; Level 2 Adult Weight Management.

 

Practice Papers Offer Free CPE Opportunities 

 Read Academy Practice Papers and complete a quiz to earn 1 free CPEU. 

 Learn More

 
CAREER RESOURCES

 

New Professionals: Learn About Career Starter Dues Program 

 The Academy's Career Starter Dues Program offers greatly reduced dues rates for members in

their first five years of Active category membership. These graduated dues are offered in a tiered

structure based on your eligibility to sit for the RDN or NDTR exam, or your graduation date if you

are a dietetics program grad who is not pursuing an internship. Dues increase incrementally each

year for up to five years to help you get established in the profession. Call the Academy Member

Service Center at 800/877-1600, ext. 5000 (Monday through Friday, 8 a.m. to 5 p.m. Central time)

for more information. 

 Learn More

 

Breakthrough for RDNs: Preventing and Identifying Malnutrition 

 In a new video, President Lucille Beseler, MS, RDN, LDN, CDE, FAND, updates members on the

Academy's new Malnutrition and Quality Improvement Initiative, and the toolkit and resources that

have been developed to assist in the diagnosis and treatment of malnutrition, especially among

hospitalized adults. 

 Learn More

 

Bits and Bytes: A Guide to Digitally Tracking Food, Fitness and Health 

 From tech expert to novice, this accessible guide describes how to get started with digital health

tracking and choose the right resources to achieve your personal health goals. Available in print

and eBook formats.

 

Take the Dynamic Approach to Nutrition Counseling 

 The new Hands-on Nutrition Education: Teaching Healthy Eating Skills through Experiential

Learning illustrates how to turn theory into practice when counseling clients on healthy eating.

Available in print and eBook formats.

 

New RDN Exam Study Resource: eatrightPREP 

 Put yourself in the best position to pass the RDN exam with a comprehensive and convenient

new resource from the Academy. "EatrightPREP" goes above and beyond what any book can do,
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with an exam study plan including more than 900 questions, unlimited access to three full-length

practice exams and performance stats to identify your strengths and target weaknesses before

exam day. Gain the edge to pass the exam and begin your career in dietetics. Free trials are

available for educators and program directors. 

 Learn More

 

You've Chosen Your Career, Now Choose to Shine 

 Launching Your Career in Nutrition and Dietetics: How to Thrive in the Classroom, the Internship

and Your First Job (2nd ed.) will walk you through every step in becoming the best and most

effective registered dietitian nutritionist you can be, including: how to navigate coursework and

internship applications, tips for passing the RDN exam, strategies for landing your first job and

more. Available in print and eBook formats.

 

Fellowship Opportunity: Integrative and Functional Medicine 

 The Academy is seeking candidates for a one-year fellowship experience that will complete a

mixed-methods study describing integrative and functional medicine practice and decision-making. 

 Learn More

 
RESEARCH ANNOUNCEMENTS

 

National Health IT Week 

 The Academy participated in National Health IT Week, which raises awareness of the value of

health IT and provides content on innovative developments. Resources for providers are available

from the Office of the National Coordinator of Health IT. 

 Learn More

 

Seeking EAL Analyst 

 The Evidence Analysis Library is seeking individuals with great analytical skills to read and

abstract information from research articles. A live training is scheduled for December. 

 Learn More

 

Seeking GDM Guideline Reviewers 

 The Evidence Analysis Library is looking for practitioners and researchers to review the upcoming

Gestational Diabetes Evidence-based Nutrition Practice Guideline. 

 Learn More

 

Web-Based Approach to Investigate Chronic Disease Risk Factors 

 The Brazilian Nutritionists' Health Study research protocol provides promising data that contribute

to the understanding of pathophysiological links between early life events, body composition, gut

microbiota and inflammatory and metabolic risk profile. 

 Learn More
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ACADEMY MEMBER UPDATES

 

FNCE Opening Session: Collaboration, Knowledge, Excitement and "the Strength to Try" 

 Approximately 6,000 Academy members, guests and food and nutrition professionals attended

the Opening Session of the 2016 Food &Nutrition Conference &Expo in Boston, Mass., with

overall attendance at FNCE topping 10,000. President Lucille Beseler, MS, RDN, LDN, CDE,

FAND, gave opening remarks focusing on "the strength to try." Videos at the Opening Session

spotlighted the passionate work of five diverse Academy members, and provided highlights of the

Nutrition Impact Summit and the "collaboration, knowledge and excitement" of the Academy's

Second Century initiative. 

 Learn More

 

Congratulations to 2016 Copher Award Winner 

 Registered dietitian nutritionist Naomi Trostler, PhD, RD, FAND, received the Academy's highest

honor, the Marjorie Hulsizer Copher Award, at the 2016 Food &Nutrition Conference &Expo.

Trostler has dedicated her career to the advancement of education and practice-based research in

the practice of dietetics in her home country of Israel and has supported practice-based research

and the implementation of the Nutrition Care Process around the world. 

 Learn More

 

Congratulations to 2016 Medallion Award Winners 

 The Academy presented the prestigious 2016 Medallion Awards at the Food &Nutrition

Conference &Expo to six registered dietitian nutritionists in recognition of their outstanding service

and leadership in the Academy and the profession. 

 Learn More

 

October 21 Deadline: National Election Nominations 

 Help shape the future of the Academy by nominating leaders with the skills and vision to further

the profession. Nominations for the 2017 national election are due Octotber 21. 

 Learn More

 

What Do You Want to Ask Your Candidates? 

 The Academy hosts two Meet the Candidates online forums each January to give members the

opportunity to hear from candidates for president-elect and speaker-elect. The Nominating

Committee is seeking questions for the candidates; the submission deadline has been extended to

November 7. 

 Learn More

 

Updated Change Drivers and Trends 

 The Council on Future Practice has updated its "Change Drivers and Trends Driving the

Profession: A Prelude to the Visioning Report 2017" based on feedback from Academy members,
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credentialed dietetics practitioners, organizational units, Council on Future Practice think tank

members and external organization liaisons. This document serves as the basis for the "Visioning

Report 2017: A Preferred Path Forward for the Nutrition and Dietetics Profession," which will be

published in the January 2017 Journal of the Academy of Nutrition and Dietetics. 

 Learn More

 

Academy in the News 

 The Academy works with the news media to raise public awareness of the Academy, the

important contributions of Academy members, scientific research published in the Journal of the

Academy of Nutrition and Dietetics and the importance of healthful nutrition for everyone. View a

selection of recent media coverage of the Academy from some of the country's top media outlets. 

 Learn More

 

Monday Is Food Day 

 Celebrate Food Day on October 24. 

 Learn More

 

World Congress on Diabetes 

 The Center for Diabetes Education, the World Community for Prevention of Diabetes and the

American Association for Clinical Endocrinology are hosting the 9th World Congress on

Prevention of Diabetes and its Complications December 2 to 4 in Atlanta, Ga. President Lucille

Beseler, MS, RDN, LDN, CDE, FAND, will represent the Academy and present a session with

fellow members, and the Academy will host an exhibit booth. A 25 percent registration is available

to Academy members. For details, email your name and member number to

jschwaba@eatright.org. The deadline for the discount registration is November 21. 

 Learn More

 

February 6 Deadline: Apply to Be an Academy Media Spokesperson 

 The Academy is seeking outgoing, knowledgeable registered dietitian nutritionists to represent the

Academy in the news media. Members who have been RDNs for more than five years and have at

least two years of media experience are encouraged to apply to become Academy Spokespeople.

The application deadline is February 6, 2017. 

 Learn More

 

Thanks to FNCE Sponsors 

 The Academy gratefully acknowledges the sponsors at the 2016 Food &Nutrition Conference

&Expo. Academy National Sponsor: National Dairy Council; Premier Sponsors: Abbott Nutrition

and BENEO Institute; Exhibitor Signature Sponsors: Canadian Lentils; Hass Avocado Board; The

Hydration Pharmaceuticals Trust (Hydralyte); Premier Protein; Splenda Sweeteners and Sunsweet

Growers; Exhibitor Wellness &Prevention Pavilion Sponsors: National Osteoporosis Foundation

and U.S. Highbush Blueberry Council; FNCE® Exhibitor Sponsor: Campbell Soup Company.

These organizations are committed to the Academy's mission of empowering members to be the
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food and nutrition leaders. 

 Learn More

 
ACADEMY FOUNDATION NEWS

 

October Everyday Heroes 

 Be inspired by the stories of October's Kids Eat Right Everyday Heroes. 

 Learn More

 

How Did You Celebrate National School Lunch Week? 

 Send your stories and pictures about how you celebrated National School Lunch Week and you

could be be featured as a Kids Eat Right Everyday Hero. Email a short statement and a photo to

kidseatright@eatright.org.

 

October Message from Foundation Chair 

 "You know this is the decade of nutrition, we can and need to own it!" Read the October message

from Foundation Chair Jean Ragalie-Carr, RDN, LDN, FAND. 

 Learn More

 

From Our Colleagues

 

Save on ANFP Online Course: HR Toolkit for Managers 

 The Association of Nutrition &Foodservice Professionals is offering Academy members a 10

percent discount during October on the online course "HR Toolkit for Managers." Enter

ANFPANDOCT16 to receive the discount. ANFP is a continuing professional education-accredited

provider with the Commission on Dietetic Registration. Practitioners will receive up to 20 CPEUs

for completing this course. 

 Learn More

 
Send questions, comments or potential news items. 
 The submission deadline is 2 p.m. Central Time on the Thursday prior to publication. 
  
 
Note: Links may become inactive over time. 
  
 
Eat Right Weekly is emailed each Wednesday to all Academy members.

 

Eat Right Weekly is a benefit for members of the Academy of Nutrition and Dietetics. If you prefer

not to receive Eat Right Weekly, simply follow this link to unsubscribe. 

  

You are currently subscribed as: DMartin@burke.k12.ga.us
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Headquarters | Academy of Nutrition and Dietetics 

 120 South Riverside Plaza | Suite 2000 | Chicago, Illinois 60606-6995 

  

Copyright Academy of Nutrition and Dietetics 2016. All Rights Reserved.
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49. You Won't Want to Miss This at FNCE®

From: Splenda Professional <SplendaProfessional@splenda-email.com>

To: DMartin@Burke.k12.ga.us

Sent Date: Oct 11, 2016 12:36:59

Subject: You Won't Want to Miss This at FNCE®

Attachment:

The Sweet Scoop® 

We are excited to introduce our newest product, SPLENDAÂ® Naturals!!! 

Can’t see images? View as a webpage

We are excited to introduce our newest product, SPLENDA ® Naturals. A sweet breakthrough in

natural, nocalorie sweeteners. SPLENDA ® Naturals has no added flavors or artificial ingredients

and no bitter aftertaste! 

Stop by FNCE ® Booth #3069 to learn more about new SPLENDA ® Naturals, receive a free

sample, plus enter for a chance to win a gift basket. Everyone who stops by our booth and gets

their attendee badge scanned is automatically entered.  

 

The SPLENDA ® Brand Team 

You are receiving this email as a 2016 Food &Nutrition Conference &Expo™ attendee  

This is a onetime only email. Your email address will not be stored for additional communications

or shared with any other organizations. 

Share news of SPLENDA ® Naturals with a colleague: 

If you received this email from a colleague, thanks for reading! To continue to receive the latest

studies and more concerning low calorie sweeteners, take a moment to subscribe to our

newsletter.
Products  |   Patient Education Resources  |   Scientific Studies

Links to thirdparty websites are provided solely for convenience. Heartland Food Products Group,

LLC is not responsible for the content of such websites, and users are solely responsible for

compliance with any terms of use thereon.  

 

This newsletter was created under the splenda.com Privacy Policy 

 

If you no longer wish to receive email communications about SPLENDA ® Products, unsubscribe

here.  

 

PLEASE DO NOT RESPOND TO THIS EMAIL AS IT IS UNABLE TO RECEIVE REPLIES, but

we’d love to hear from you. Please call us at 18668677536, send mail to the SPLENDA®

Consumer Center, Attention: CCC, 309 South Street, New Providence, NJ 07974, or email us by

clicking here.  

 

© 2016 Heartland Consumer Products LLC | All rights reserved | Carmel, IN, USA 
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50. FNCE Exhibitor Assignments

From: Joan Schwaba <JSchwaba@eatright.org>

To: 'Lucille Beseler' <lbeseler_fnc@bellsouth.net>, DMartin@Burke.k12.ga.us

<DMartin@Burke.k12.ga.us>, 'evelyncrayton64'

<evelyncrayton64@gmail.com>, 'craytef@aces.edu' <craytef@aces.edu>,

'craytef@charter.net' <craytef@charter.net>, 'Margaret Garner

(mgarner@ua.edu)' <mgarner@ua.edu>, 'jojo@nutritioned.com'

<jojo@nutritioned.com>, 'Kay Wolf' <Kay_Wolf@Columbus.rr.com>, 'Linda

Farr' <linda.farr@me.com>, 'Dianne Polly' <diannepolly@gmail.com>, ''Aida

Miles-school' <miles081@umn.edu>, 'Michele.D.Lites@kp.org'

<Michele.D.Lites@kp.org>, 'michelelites@sbcglobal.net'

<michelelites@sbcglobal.net>, 'Hope Barkoukis'

<Hope.Barkoukis@case.edu>, 'DeniceFerkoAdams@gmail.com'

<DeniceFerkoAdams@gmail.com>, 'Tammy.randall@case.edu'

<Tammy.randall@case.edu>, 'brantley.susan@gmail.com'

<brantley.susan@gmail.com>, 'Tracey Bates' <traceybatesrd@gmail.com>,

'Ragalie-Carr, Jean' <jean.ragalie-carr@dairy.org>, 'dwbradley51@gmail.com'

<dwbradley51@gmail.com>, 'steve.miranda44@gmail.com'

<steve.miranda44@gmail.com>

Cc: Executive Team Mailbox <ExecutiveTeamMailbox@eatright.org>, Susan

Burns <Sburns@eatright.org>, Mary Gregoire <mgregoire@eatright.org>,

Chris Reidy <CREIDY@eatright.org>, Sharon McCauley

<smccauley@eatright.org>, Jennifer Horton <Jhorton@eatright.org>

Hidden

recipients:

dmartin@burke.k12.ga.us

Sent Date: Oct 10, 2016 13:13:39

Subject: FNCE Exhibitor Assignments

Attachment: 2016 FNCE Exhibitor Assignment Packet.pdf

The Board FNCE schedule lists times to extend your appreciation to our exhibitors and sponsors.

Attached are your designated assignments for thanking our exhibitors. The assignments are made

to ensure all the exhibitors are covered, but it doesn’t preclude you from thanking others for their

generous support of the Academy’s meetings and programs, including FNCE, especially the 12

sponsors who have booths on the exhibit floor. A list of the sponsor booth names and locations is

included in the attachment. The Sponsor Meet &Greet reception will take place on Saturday,

October 15 from 3:00 pm – 3:45 pm in room 159 of the Boston convention center.  We hope to see

you there!

 

 

If you have any questions, please contact me.
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October 10, 2016


To the Academy Board of Directors: 


Thank you for your commitment to the Academy of Nutrition and Dietetics as a member of the Board of 


Directors.  We appreciate all that you do for the Academy.  Again this year, you have been assigned a 


section of the Expo floor.  We ask that you please visit each exhibitor within your assigned section and 


extend appreciation for their participation and support of the Academy.  If you have questions, please 


contact us on-site or direct the exhibitor to the Exhibitor Lounge & Sales Office behind booths 2774 and 


2776.  


Attached is a list of companies within your section.  Within this list, all 89 new companies exhibiting for 


the first time at FNCE® 2016 are highlighted. 


The Academy gratefully acknowledges the 12 sponsors at FNCE® 2016. 


Academy National Sponsor: National Dairy Council® 


Premier Sponsors: Abbott Nutrition and BENEO Institute 


2016 FNCE® Exhibitor Signature Sponsors: Canadian Lentils, Hass Avocado Board, The Hydration 


Pharmaceuticals Trust (Hydralyte), Premier Protein, SPLENDA® Sweeteners, Sunsweet Growers 


2016 FNCE® Exhibitor Wellness & Prevention Pavilion Sponsors: National Osteoporosis Foundation 


and the U.S. Highbush Blueberry Council 


2016 FNCE® Exhibitor Sponsor: Campbell Soup Company 


The Expo Dates and times are as follows: 


Sunday, October 16 9 a.m. – 3 p.m. 


Monday, October 17 9 a.m. – 3 p.m. 


Tuesday, October 18 9 a.m. – 1 p.m. 


Thank you for acting as a liaison on behalf of the Academy.  We look forward to a great show! 


Sincerely, 


Katie Burke Jennifer Horton 


Katie Burke, CEM Jennifer Horton 


Exhibits Manager Director, Corporate Relations 


kburke@eatright.org jhorton@eatright.org 


773/220-2323  312/925-1160 



mailto:kburke@eatright.org

mailto:jhorton@eatright.org
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FNCE 2016 Board of Directors Expo Visits 10.3.16


89 new exhibiting companies 


Company
Booth 


Number
Booth Size 


(in sq ft) Notes
Kate Farms, Inc. 2709 200 New Company
MiraBurst, LLC 2713 100 New Company
FODY Food Co. 2715 100 New Company
Nutrition Dimension 2719 100
Nutrition411 2721 100
Celebrate Vitamins 2723 100
Nutricia North America 2725 100
Wellness Foods Inc. 2808 100 New Company
The a2 Milk Company 2809 100


MegaSporeBiotic by Physicians Exclusive, LLC 2812 100 New Company
Arizona Center for Integrative Medicine 2813 100
Farmhouse Culture 2814 100 New Company
UAS LifeSciences 2815 100
Regular Girl 2818 200
Sunfiber 2819 200
Dr. Schar USA, Inc. 2822 200
Konsyl Pharmaceuticals, Inc. 2823 200


Aida Miles, MMSc, RD, LD, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
Hormel Health Labs 3161 600
Cambro Mfg. Co. 3168 300


North American Olive Oil Association 3169 100
Whole Earth Sweetener Company 3171 200
Cooks Kitchen 3176 100
American Pulse Association 3179 100
Pfizer Consumer Healthcare 3260 600


Canola Info/Canola Council of Canada 3268 100
Oregon Raspberry & Blackberry 
Commission 3269 100
Kalix EMR 3270 100
Eggland's Best, LLC 3271 200


Dietetics in Health Care Communities 3272 100
School Nutrition Association 3276 100
Institute of Child Nutrition 3277 100
Georgia Pecans 3368 100
NutriBullet 3370 200


The US Farmers & Ranchers Alliance 3376 100


Denice Ferko-Adams, MPH, RDN, LDN, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
San Miguel Produce 2861 100
USDA NAL FNIC 2863 100
Dietz & Watson 2867 400
American Pistachio Growers 2873 200
The University of Alabama 2877 100
American Heart Association 2960 200
Zevia 2961 100
Medifast, Inc. 2963 100
Nutritional Medicinals LLC/Functional 
Formularies 2965 200
Greenman Inc. 2969 100
NOW Foods 2971 200
Ronzoni® Pasta and Minute® Rice 2972 300
Unilever 3061 600
BodyStat, presented by VacuMed 3068 100


SPLENDA® Sweeteners 3069 100
2016 FNCE® Exhibitor Signature 
Sponsor


Llorens Pharmaceutical International 
Division 3070 100
Mercer Consumer 3071 100
BiPro USA 3072 100
Scarf King 3073 100
RC Fine Foods 3076 100
Pure Delicious Pureed Foods, LLC 3077 100 New Company


Dianne Polly, JD, RDN, LDN, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
Dole Food Company 2523 400
Connect for Education 2600 100
West Chester University, College of 
Health Sciences 2602 100 New Company
Bravo Trading LLC 2603 100 New Company
Geomist LLC 2605 100 New Company
USDA, Food & Nutrition Service, Team 
Nutrition 2608 100
Gatheredtable 2610 100
Florida Department of Citrus 2614 100
Alaska Seafood 2615 100
HelloFresh 2616 200 New Company
Eat Well Embrace Life 2619 100
Healthtec Industries 2621 100 New Company
American Specialty Health 2623 100 New Company
USA Pears 2625 100
ORIG3N 2702 100 New Company
DermaRite Industries LLC 2704 100
Exzell Pharma 2714 100
Trovita Health Science 2718 100
Take Shape for Life 2720 100
Thrive Frozen Nutrition, LLC 2722 200


Don Bradley, MD, MHS-CL
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
Mondelez Global LLC 3231 400
Dow AgroSciences/Omega-9 
Oils 3237 200
Canned Food Alliance 3241 100


Morningstar Farms 3243 100 New Company (a Kellogg brand)
Real Food Blends 3245 100
StarKist Co. 3247 100
Cargill 3249 100
Nature Made Vitamins 3331 400
Thick-It/Kent-Precision Foods 
Group 3336 200
Computrition, Inc. 3337 100
Monsanto Company 3339 100
Aladdin Temp Rite 3340 200
Compass Group 3343 400
ESHA Research, Inc. 3344 100
PepsiCo, Inc. 3349 1,200
Chobani 3435 800
NASCO 3436 200
Lyons Magnus 3445 400
Abbott Nutrition 3451 400 Premier Sponsor
Dole Packaged Foods, LLC 3535 400
BENEO Institute 3551 400 New Company; Premier Sponsor


Donna Martin, EdS, RDN, LD, SNS, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
FDA/Center for Food Safety and 
Applied Nutrition 3303 100
Ameriprise Financial 3305 100 New Company


Premier Protein 3309 400
New Company; 2016 FNCE® 
Exhibitor Signature Sponsor


Integrative Therapeutics 3315 200


California Strawberry Commission 3321 600
Genetic Direction 3402 100 New Company


Savory Creations International 3403 100
Aureus Medical Group 3404 100 New Company
Vertex Pharmaceutical 3405 100 New Company
Cabot Creamery 3409 100
USDA Center for Nutrition Policy 
& Promotion 3411 100
Eat Smart 3414 200
Almond Board of California 3415 400
Tate & Lyle 3421 400
Froozer 3502 100 New Company
Connecting Health Innovations, 
LLC 3505 100 New Company
The Sugar Association 3508 200
Sugar Foods 3511 100


Freedom Foods North America Inc 3515 100 New Company


Frog Performance/Provide Gold 3517 100 New Company
Medtrition, Inc. 3519 200 New Company
National Confectioners 
Association 3523 100


Evelyn Crayton, EdD, RDN, LDN, FAND
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89 new exhibiting companies 


Company
Booth 


Number
Booth Size 


(in sq ft) Notes
Sweetleaf Stevia Sweetener 2530 100
Flatout 2531 400
Bakery On Main 2532 100
Peanut Butter & Co. 2534 100
Onnit Labs, LLC 2536 100
KIND Healthy Snacks 2537 400
Biena Snacks 2538 100 New Company
Wink Frozen Desserts 2540 100
Wild Blueberry Association 2542 200
Rosalind Franklin University of Medicine & 
Science 2543 100
Luvo 2545 200
Swerve Sweetener 2546 100
Earth Balance 2551 100
Coco Libre 2553 100
NuGo Nutrition 2555 100
Barbara's Bakery 2642 200
Explore Cuisine 2646 100
Bodylogix 2650 200
Carmi Flavor & Fragrance 2654 100


Hope Barkoukis, PhD, RDN, LD
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes


National Osteoporosis 
Foundation 3203 100


New Company; 2016 FNCE® 
Exhibitor Wellness & Prevention 
Pavilion Sponsor


Informed-Choice 3205 100 New Company
Walden Behavioral Care 3208 100 New Company
Benecol Products 3209 200 New Company
Pharma Nord, Inc. 3210 100 New Company


National Institute of 
Diabetes and Digestive and 
Kidney Diseases (NIDDK) 3212 200
IDEA Health & Fitness 3213 100
Carolina House 3215 100
NuVal, LLC 3217 100
Atkins Nutritionals Inc. 3218 100
Gaia Herbs Professional 
Solutions 3219 200
Pure Encapsulations 3220 100 New Company
Wells Enterprises, Inc. (Blue 
Bunny) 3222 200
Enovative Technologies 3223 100
SureQuest Systems, Inc. 3225 100
U.S. Pharmacopeia 3302 200 New Company
Vita-Mix Corporation 3310 100
Livliga 3312 100
Fresenius Kabi USA, LLC 3314 100
AEGLE Palette 3316 100
Lara International 3318 100
Mead Johnson Nutrition 3320 300


Jean Ragalie-Carr, RDN, LDN, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
University of New England 2907 100 New Company


Monash University Low FODMAP Diet 2908 100 New Company
Blendtec 2909 100
Soylent 2910 100 New Company
NutriSavings 2911 100
LifeWay Foods Inc. 2912 100
American Institute for Cancer Research 2913 100
Mass Probiotics, Inc. 2914 100
Dannon Company, The 2917 300
Simply Thick 2918 200
Wiley 2922 100
Nutrition Care Pro 2923 100


American Association of Diabetes Educators 2924 100
Daiya Foods Inc. 2925 100
Ocean Spray 3002 100
The OrganWise Guys, Inc. 3004 100
Food Allergy Research & Education 3006 100 New Company


Hydration Pharmaceuticals Trust 3010 100
New Company; 2016 FNCE® 
Exhibitor Signature Sponsor


American Diabetes Association 3012 100
Nutrigenomix Inc. 3016 200
CytoSport 3020 100
seca 3022 100
Pacific Northwest Canned Pear Service 3024 100


Jo Jo Dantone-DeBarbieris, MS, RDN, LDN, CDE, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
National Dairy Council 2931 400 Academy National Sponsor


California Walnut Commission 2937 400
ConAgra Foods, Inc. 2943 400
Nestlé 2951 2,000


Sunsweet Growers, Inc. 3031 400
2016 FNCE® Exhibitor Signature 
Sponsor


Egg Nutrition Center 3037 200
National Processed Raspberry 
Council 3045 200
Arnold®, Brownberry® and 
Oroweat® Bread 3131 400
American Beverage Association 3136 200


Canadian Lentils 3137 600
2016 FNCE® Exhibitor Signature 
Sponsor


National Pork Board 3144 200
USA Rice Federation 3145 100
Greenman Inc. 3147 100
Brassica Protection Products 3149 100
Campbell Soup Company 3153 800 2016 FNCE® Exhibitor Sponsor


MAFCO Worldwide Corporation 3244 100
Lara International 3246 100
Cranberry Marketing Committee 3248 100


Kay Wolf, PhD, RDN, LD, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size (in 


sq ft) Notes
Jovial Foods 2330 100
Oldways Family of Programs 2331 200
88 Acres 2332 100 New Company
Redwood Hill Farm & Creamery 2334 200 New Company
GoMacro 2335 100 New Company
Mediterra Inc 2337 100 New Company
Kashi 2340 100
Vital Choice Wild Seafood 2341 100 New Company
Protos Foods, Inc 2342 100 New Company
SunButter LLC 2343 100 New Company
Nature's Path Foods Inc. 2345 100
Follow Your Heart 2346 100
Truvia(R) sweetener 2347 100
BistroMD 2348 100 New Company
Protes Protein Chips 2350 100 New Company
Nature's Bakery 2351 200
GFO Inc./GF Harvest, LLC. /Canyon 
Oats 2352 100 New Company
Beyond Better Foods, LLC 2354 100
Sun Basket 2355 100 New Company


Linda Farr, RDN, LD, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
Hillestad Pharmaceuticals 3009 100
Herbalife Nutrition 3011 100 New Company
Arctic Zero 3013 100
Smart Balance 3017 200


US Highbush Blueberry Council 3021 200
2016 FNCE® Exhibitor Wellness & 
Prevention Pavilion Sponsor


Learning ZoneXpress 3025 100
Arivale 3108 100 New Company
Veritas Collaborative 3109 100 New Company


American Council on Exercise 3110 100
fitlosophy, inc. 3111 100
HealthyFlax.org 3112 100
Phase 2 White Kidney Bean 
Extract 3113 100
Health Edco 3115 100
ADM/Matsutani LLC 3116 200
Global Health Products 3119 100


Next Level Functional Nutrition 3120 100
University of Idaho 3121 100 New Company
InBody 3122 200
Jarrow Formulas, Inc. 3123 100
Tomato Products Wellness 
Council 3125 100
Pfizer Consumer Healthcare 3260 600


Lucille Beseler, MS, RDN, LDN, CDE, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
Bob's Red Mill Natural Foods 2631 100
Rhythm Superfoods 2633 100 New Company
Go Raw/Freeland Foods 2635 100
Stur Drinks 2637 100
Manitoba Harvest Hemp Foods 2639 100
Organic Valley 2643 100
Integrative and Functional Nutrition 
Academy 2645 100
Crispy Green Inc 2647 100
Kuli Kuli, Inc. 2649 100 New Company
Snack Factory Pretzel Crisps 2651 100 New Company
Old Neighborhood Foods 2653 100 New Company
Domino Foods, Inc. 2655 100
Cumberland Packing Corporation 2730 100
Oxford Biomedical Technologies 2732 200
Vegetarian Resource Group, The 2736 100
Mission Pharmacal Company 2738 100
Dietitians On Demand 2742 100
Meatless Monday/The Monday 
Campaigns 2744 100
Nutritionix 2746 100
Today's Dietitian 2748 100
Nordic Naturals 2750 100
National Peanut Board 2752 200


Margaret Garner, MS, RDN, LD, CIC, FAND
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
Enrich 2564 100 New Company
Northarvest Bean Growers 2566 100
Food Addicts in Recovery 
Anonymous 2568 100 New Company
Cura Weight Loss Counseling 2570 100 New Company
California Cling Peach Board 2661 100
Dean Foods 2663 100 New Company
GMO Answers 2665 100
Barilla America, Inc. 2761 900
Davidson’s Safest 
Choice/National Pasteurized 
Eggs 2769 100
Keiser University 2771 100 New Company
fairlife 2773 100 New Company
Great Ideas in Nutrition 2774 100
Barley Council of Canada 2868 100
Saybrook University 2870 100 New Company
Taylor & Francis 2872 100
University of Chicago Celiac 
Disease Center 2874 100
Diversified Foods 2876 100 New Company


Michelle Delille Lites, RDN, CSO
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
Kellogg Company 3361 900
Brio Ice Cream 3369 100
Dupont Pioneer 3371 100 New Company
Seafood Nutrition Partnership 3373 100 New Company


United Sorghum Checkoff Program 3377 300
United Soybean Board 3465 200


DFM Dietary Food Management 3468 100
Protein2o Inc. 3470 100 New Company
Subway® 3477 200
Corn Refiners Association 3564 200
Double Good AB 3565 100 New Company
Breezing Co 3567 100
Shasta Beverages, Inc. 3569 100
Bevolution Group 3570 200
Malnutrition Quality 
Improvement Initiative - MQII 3571 100 2nd Abbott Booth


Tufts University, Friedman School 
of Nutrition Science and Policy 3573 100 New Company
National Certification Board For 
Diabetes Educators 3575 100
Simmons College School of 
Nursing & Health Science 3577 100 New Company


Patricia Babjak, CEO
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes
SILK 2430 100
Navitas Naturals 2431 100
NoGii 2432 100
RXBAR 2433 100 New Company
VEGGIE FRIES 2434 100 New Company


Strumba Media LLC dba Miracle Noodle 2435 100 New Company
Zing Bars 2436 100
Innocent Chocolate 2437 100 New Company
Med-Diet, Inc. 2439 100
Lundberg Family Farms 2440 100
National Aquaculture Association 2441 100
Emerson Ecologics 2442 200 New Company
Chosen Foods 2443 100
Banza 2445 100 New Company
Australis Barramundi 2446 100
San-J International 2447 100
CAJ Food Products, Inc. 2450 100
siggi's dairy 2451 300
Enjoy Life Foods 2452 200
Udi's & Glutino 2453 200
Alvarado St. Bakery 2554 100


Susan Brantley, MS, RDN, LDN, CNSD
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89 new exhibiting companies 


Tamara Randall, MS, RDN, LD, CDE, FAND
Company


Booth 
Number


Booth Size 
(in sq ft)


Notes


HPSI 2230 100


MonarqRC 2231 100
Nutritics 2232 100 New Company


Healthy Bytes 2236 100
Fruit Street Health 2237 100
Healthie 2240 100 New Company
American Technical Publishers 2241 100
Nutrimedy 2243 100 New Company
KRAVE Jerky 2246 100 New Company
Betsy's Best 2247 100 New Company
Premama 2248 100 New Company
Orgain Inc. 2249 100
Munk Pack, Inc. 2251 100 New Company
LaCroix Sparkling Water, Inc. 2252 200
Fancypants Baking Co. 2253 100 New Company
Perfect Bar 2255 100 New Company
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89 new exhibiting companies 


Company Booth Number
Booth Size 


(in sq ft) Notes


Hass Avocado Board 2731 600
2016 FNCE® Exhibitor Signature 
Sponsor


Alcresta Therapeutics, Inc. 2739 400 New Company
PowerBar 2745 1,000 New Company
Maryland University of 
Integrative Health 2751 100
International Tree Nut 
Council 2753 100
Ajinomoto North America 2755 100
Hass Avocado Board 2831 100
Hass Avocado Board 2833 100
Hass Avocado Board 2835 100
HumanN 2839 400 New Company


Carlson Laboratories, Inc. 2850 100
Food Fitness First Inc. 2851 100
Jones & Bartlett Learning 2852 200
The Humane Society of the 
United States 2853 100
Peanut Institute, The 2855 100
Sodexo 2930 300
Cengage Learning 2950 100
Dinex - Carlisle 2952 200


Tracey Bates, MPH, RD, LDN, FAND







 







 







 


 







Academy Sponsors at FNCE® (12) 


Academy National Sponsor 


National Dairy Council® #2931 


Premier Sponsors 


Abbott Nutrition #3451 
BENEO Institute #3551 


2016 FNCE® Exhibitor Signature Sponsors 


Canadian Lentils #3137 
Hass Avocado Board #2731 


The Hydration Pharmaceuticals Trust (Hydralyte) #3010 
Premier Protein #3309 


SPLENDA® Sweeteners #3069 
Sunsweet Growers #3031 


2016 FNCE® Exhibitor Wellness & Prevention Pavilion Sponsors 


National Osteoporosis Foundation #3203 
U.S. Highbush Blueberry Council #3021 


2016 FNCE® Exhibitor Sponsor 


Campbell Soup Company #3153 
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S P E C I A L I T Y  P  A V I L I O N S .


Natural & Organic


Be a part of the most 
popular pavilion at the 
2015 Food & Nutrition 
Conference & Expo™ – 
the Natural & Organic 
pavilion.  This marketplace 
is growing and sales 
of natural and organic 


products in all channels jumped 10% last year. Showcase 
your products along with other specialty and natural 
grocery produce, dry snacks, beverages, and leading 
organic producers and manufacturers. Exhibiting in 
the Natural & Organic Pavilion allows you to meet the 
professionals who are on the hunt for your innovative 
products and services they can share with clients.


Technology for Practice 


Healthcare is becoming 
virtual and dietetics is part 
of this transformation. 
FNCE® attendees are 
looking for high tech 
resources they can use 
with clients and patients. 
This pavilion showcases 


integrative approaches to nutrition technology and is ideal 
for companies who sell EMR/ EHR solutions, informatics, 
telehealth, mobile apps, social media and software/
hardware tools needed for effective practice.


Healthy Gut 


Probiotics, prebiotics 
and other nutritional 
supplements are becoming 
more popular each year due 
to increased focus on gut 
health. FNCE® attendees 
are looking for advances 
in this area so they can 


properly consult patients and clients. Companies providing 
solutions in decreasing inflammation and improving overall 
gut health are ideal exhibitors for this pavilion.


Wellness & Prevention 


FNCE® attendees not only 
provide medical nutrition 
therapy but they also 
consult clients on how 
to stay healthy and well. 
They are constantly on the 
search for advances and 
trends in exercise, sports 


nutrition, health coaching and genetic factors essential for 
health promotion.


Fresh Zone  


With a growing trend on 
incorporating fresh foods into 
everyday diets, this pavilion is 
the ideal venue for 
organizations to showcase 
their fruits, vegetables and 
other offerings.
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Best regards, 

Joan

 

 

Joan Schwaba, MS, RDN, LDN

 

Director, Strategic Management 

 Academy of Nutrition and Dietetics 

 120 S. Riverside Plaza, Suite 2000 

 Chicago, Illinois 60606-6995 

 Phone: 312-899-4798 

 Fax number: 312-899-4765 

 Email: jschwaba@eatright.org 

 www.eatright.org | www.eatrightPRO.org | www.eatrightSTORE.org
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51. Daily News: Thursday, March 24, 2016

From: Academy of Nutrition and Dietetics' Knowledge Center

<knowledge@eatright.org>

To: Donna S Martin RDN LD SNS EDS FAND <DMartin@burke.k12.ga.us>

Sent Date: Mar 24, 2016 11:59:51

Subject: Daily News: Thursday, March 24, 2016

Attachment:

Daily News 

 From the Academy of Nutrition and Dietetics Knowledge Center

 

The Daily News is an e-newsletter informing members of current news related to food,

nutrition and health from major news outlets. 

 Please note that some publications may require registration or a subscription to online content. 

March is National Nutrition Month® 

 Theres Still Time- view the online catalog and promotional resources 

 http://www.eatright.org/resources/national-nutrition-month

 

Medicare could soon pay for services to keep diabetes from developing 

 https://www.washingtonpost.com/news/to-your-health/wp/2016/03/23/medicare-could-soon-pay-

for-services-to-keep-diabetes-from-developing/ 

 Source: HHS 

 http://www.hhs.gov/about/news/2016/03/23/independent-experts-confirm-diabetes-prevention-

model-supported-affordable-care-act-saves-money.html 

 Related Resources: EAL- Diabetes Prevention 

 http://www.andeal.org/topic.cfm?menu=5344 

 Diabetes Prevention Legislation 

 http://www.eatrightpro.org/resource/advocacy/disease-prevention-and-treatment/diabetes-and-

pre-diabetes/diabetes-prevention-legislation

 

Sugar unacceptably high in childrens juices &smoothies and should be reduced,

researchers argue 

 http://www.foodnavigator-usa.com/Manufacturers/Sugar-unacceptably-high-in-children-s-juices-

smoothies-research-finds 

 Source: BMJ Open 

 http://bmjopen.bmj.com/content/6/3/e010330 

 Related Resource: Nutrition Guidance for Healthy Children Ages 2 to 11 Years 

 http://www.eatrightpro.org/resource/practice/position-and-practice-papers/position-

papers/nutrition-guidance-for-healthy-children-ages-2-to-11-years
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Merits of fish oil supplements examined 

 https://www.sciencedaily.com/releases/2016/03/160323115919.htm 

 Source:  Physiological Reports 

 http://physreports.physiology.org/content/4/6/e12715 

 Related Resource: Food &Nutrition Magazine 

 http://www.foodandnutrition.org/Stone-Soup/January-2016/Should-You-Choose-Omega-3-

Supplements-to-Lower-Your-Cholesterol/

 

Splendas CEO blasts flawed Ramazzini research: Sucralose does not cause cancer 

 http://www.foodnavigator-usa.com/Suppliers2/Splenda-CEO-blasts-Ramazzini-sucralose-

research-in-letter 

 Original research: International Journal of Occupational and Environmental Health 

 http://www.tandfonline.com/doi/abs/10.1080/10773525.2015.1106075?journalCode=yjoh20 

 Related Resource: Use of Nutritive and Nonnutritive Sweeteners 

 http://www.eatrightpro.org/resource/practice/position-and-practice-papers/position-papers/use-of-

nutritive-and-nonnutritive-sweeteners

 

GMO Labeling Law Roils Food Companies 

 First law in the U.S. requiring mandatory labels is set to go into effect on July 1 in 

 Vermont 

 http://www.wsj.com/articles/gmo-labeling-law-roils-food-companies-1458510332 

 Related Resource: USDA 

 

http://www.usda.gov/wps/portal/usda/usdahome?navid=AGRICULTURE&contentid=Biotechnology

FAQs.xml

 

Consumers love French fries, but are looking for healthier alternatives 

 http://www.foodnavigator-usa.com/Manufacturers/Veggie-fries-have-mass-market-appeal-says-

Farmwise

 

ClinicalTrials.gov 

 http://clinicaltrials.gov/ 

 ClinicalTrials.gov is a registry of federally and privately supported clinical trials conducted in the

United States and around the world. ClinicalTrials.gov gives you information about a trial's

purpose, who may participate, locations, and phone numbers for more details. 

 Examining the Effects of Diet on Health in Prediabetes With an Online Program 

 https://clinicaltrials.gov/ct2/show/NCT02188823?term=prediabetes&rank=25

 

MedlinePlus: Latest Health News 

 -Exercise May Keep Your Brain 10 Years Younger, Study Suggests 

 -Paying for Kidneys Might Boost Donor Rate, Study Says 

 https://www.nlm.nih.gov/medlineplus/healthnews.html
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Academy does not have editorial or other control over the contents of the 

 referenced Web sites, is not responsible for the opinions expressed by the authors of

listed articles and does not endorse any product or service.

 

To unsubscribe from the Daily News send an email to knowledge@eatright.org 

 In the subject line type unsubscribe.

 

COPYRIGHT 2016 Academy of Nutrition and Dietetics
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52. Re: Foundation Message to members 3-16-15

From: Comcast <sandralgill@comcast.net>

To: McClusky, Kathy <KathyMcClusky@IamMorrison.com>

Cc: Don Bradley, M.D. <don.bradley@duke.edu>, Sonja Connor

<connors@ohsu.edu>, Elise Smith <easaden@aol.com>, Aida Miles

<miles081@umn.edu>, Marcia Kyle <bkyle@roadrunner.com>, Katie Brown

<kbrown@eatright.org>, Tracey Bates <traceybatesrd@gmail.com>, Patricia

Babjak <PBABJAK@eatright.org>, Evelyn Crayton <craytef@charter.net>,

Evelyn Crayton <craytef@aces.edu>, Glenna McCollum

<glenna@glennamccollum.com>, DMartin@Burke.k12.ga.us

<DMartin@burke.k12.ga.us>, Wolf, Kay <wolf.4@osu.edu>, Mary Russell

<peark02@outlook.com>, Nancy Lewis <Nancylewis1000@gmail.com>,

Denice Ferko-Adams <denice@healthfirstonline.net>, Catherine Christie

<c.christie@unf.edu>, Margaret Garner <mgarner@cchs.ua.edu>, Tracey

Bates <tracey.bates@dpi.nc.gov>, Diane Heller <dwheller@mindspring.com>,

jean.ragalie-carr@rosedmi.com <jean.ragalie-carr@rosedmi.com>,

constancegeiger@cgeiger.net <constancegeiger@cgeiger.net>,

eileen.kennedy@tufts.edu <eileen.kennedy@tufts.edu>,

carl@learntoeatright.com <carl@learntoeatright.com>, Mary.christ-

erwin@porternovelli.com <Mary.christ-erwin@porternovelli.com>, Mary Beth

Whalen <Mwhalen@eatright.org>, Terri J. Raymond <tjraymond@aol.com>

Sent Date: May 18, 2015 17:36:03

Subject: Re: Foundation Message to members 3-16-15

Attachment:

Indeed thanks I will join call tomorrow Thurs with my ears open and mouth shut as my mother

taught me in first grade...I thank all of you for exceptional respect and courage in what must feel

so very draining.  I remain hopeful for discourse tomorrow 

Sandra  

 

Sent from my iPhone 
 
On Mar 17, 2015, at 9:49 PM, McClusky, Kathy <KathyMcClusky@IamMorrison.com> wrote:  
 

Don, your comments are perfect.  Thanks.

 
 

From: Don Bradley, M.D. [mailto:don.bradley@duke.edu]  

Sent: Tuesday, March 17, 2015 12:35 PM 

 To: 'Sonja Connor'; McClusky, Kathy 

 Cc: Elise Smith; Aida Miles; Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Evelyn

Crayton; Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell;
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Nancy Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane

Heller; Sandra Gill; jean.ragalie-carr@rosedmi.com; constancegeiger@cgeiger.net;

eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-erwin@porternovelli.com; Mary

Beth Whalen; Terri J. Raymond 

 Subject: RE: Foundation Message to members 3-16-15

 

 

All,

 

I’ve followed the prolific email trail regarding the “Kraft crunch” [my term] over the last week or so.  

As a public member of the Board, I wonder how clients/patients/consumers view the addition of

the AND logo on Kraft singles.  Do they believe the logo represents an endorsement? Do they

care? Does it alter a consumer’s view of the Academy or RDs/DTRs credibility?  They may, they

may not.

 

 

I frequently tell my story about taking Lisa Hark, the RD who starred in the US version of the TV

show, “Honey, we’re killing the kids” (You can Google it)  to dinner prior to a speaking engagement

for a “State of Preventive Health Summit”. My concern was that I would need to order sprouts,

lettuce, yogurt, and tofu for dinner (kale wasn’t in fashion then) to keep from being derided by this

apparent food police. Her most recent episode called for junk food-eating 8 and 11 year olds to

immediately switch to Brussel sprouts and asparagus.   I made sure she ordered first, and to my

relief, she selected lamb chops with mint jelly, a baked potato with sour cream and butter, a salad,

and a dessert.  When I asked her how her dinner selection fit with her TV show, she replied, “It’s

all about moderation.”  My respect for this dietician rose exponentially.

 

My point here is that at least this consumer looks for nutritionists to provide practical advice on

how real people in the real world can eat a healthy diet.

 

 

That said, I don’t have Kraft singles in my refrigerator (I prefer real cheese), but I certainly don’t

condemn those who do, especially those who have kids (Aren’t you relieved, Aida?)

 

 

I’m not surprised by “journalists” misrepresenting facts in a story to make a personal point.  It’s

disappointing, but not surprising, and I would have expected better from the New York Times.

 

 

I’m also not surprised that a segment of nutritionists/AND members are upset- no, outraged- that

this action by the AND organization that represents them (and by extension their professional

identity) has besmirched them by working with a corporate giant.  We had this discussion at the

Board meeting, and the topic was at least peripherally presented at FNCE.
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So fine, let’s talk about it [again].  I absolutely agree that we need to listen to AND members

carefully and authentically. We also need to understand what proportion of the membership they

represent, and how rigorous our dietary standards and principles should be.

 

 

More importantly, let’s think through how our customers view this event.  Some damage has been

done by a careless [being kind] reporter, but I doubt it will be the end of the world.  

On the other hand, there may be consumers out there like me who are glad that nutritionists aren’t

riding around on their high horses, demanding that we all eat high-priced, organically-farmed, free

range, humanely produced goat or sheep cheese.

 

 

Finally, I would like for us to consider as AND Board members  our duty to protect the brand AND

our fiduciary duty to keep the Academy and the Foundation viable.  We can “repeal the seal”,

though at this point I don’t expect complaining members to be happy.  We also need to think

through what backing out of Kraft support for the Foundation will do to future opportunities for

external support.

 

 

Could we have planned better for this support deal?  Maybe.

 

 

Could we have anticipated a NYT reporter presenting such an inaccurate representation? 

Probably not, unless you’re a cynic like me.

 

 

Let’s talk about it with our members.  Let’s work to get an accurate representation of the

relationship with Kraft out in the media.  Let’s see what our customers think and whether they

care.  But let’s avoid knee-jerk reactions. 

 

To quote an RD I respect, “It’s all about the moderation.”

 

 

Don

 

 

Don W Bradley, MD, MHS-CL

 

Department of Community and Family Medicine
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Associate Consulting Professor

 

Senior Advisor Practical Playbook

 

DUMC 2914

 

Durham NC 27710

 

Hanes House 336

 

919-681-3184

 
don.bradley@duke.edu

 

 

From: Sonja Connor [mailto:connors@ohsu.edu]  

Sent: Tuesday, March 17, 2015 10:06 AM 

 To: McClusky, Kathy 

 Cc: Elise Smith; Aida Miles; Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Evelyn

Crayton; Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell;

Nancy Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane

Heller; Don Bradley, M.D.; Sandra Gill; jean.ragalie-carr@rosedmi.com;

constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-

erwin@porternovelli.com; Mary Beth Whalen; Terri J. Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

I agree.  Thanks Aida and Elise.  Am thinking the Board may need to talk.  I will be in touch.

 

 

Sonja  

  

Sent from my iPhone

 
 
On Mar 17, 2015, at 6:54 AM, McClusky, Kathy <KathyMcClusky@IamMorrison.com> wrote:

 

Aida and Elise…I had these same conversations (well, not word for word, but “essentially the

same”) with several people yesterday.  Very well stated and well summarized.
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From: Elise Smith [mailto:easaden@aol.com]  

Sent: Tuesday, March 17, 2015 9:20 AM 

 To: Aida Miles 

 Cc: Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Sonja Connor; Evelyn Crayton;

Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell; Nancy

Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane Heller;

Don Bradley; Sandra Gill; jean.ragalie-carr@rosedmi.com; McClusky, Kathy;

constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-

erwin@porternovelli.com; Mary Beth Whalen; Terri J. Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

Well said Aida.  I agree with all she has said. We need to step back and wait for the conversation.

We need to truly listen to the involved member and stop telling ourselves that it is a small minority.

At this time I would encourage the Foundation to rethink the Monsanto decision.

 

 

Elise 

  

Sent from my iPad

 
 
On Mar 17, 2015, at 7:58 AM, Aida Miles <miles081@umn.edu> wrote:

 

Respectfully, I agree with Marcy and Tracey that if there is time, the content edits might help.

 

 

I am at NDEP 1. Thank YOU Pat, because up to the 11th hour she was supporting me and

helping me be ready for the BOD presentation and Q and A.  I felt that I had what I needed to

address questions. This was on Sunday and Pat and her team were working ALL WEEKEND on

this.  I am so grateful to Pat and our amazing staff!

 

 

The only questions I received during the Q a A were about this (NOT my presentation).  Many had

not heard anything (they were traveling to NDEP when this "broke"), but many had and the anger

in the room was evident. I was able to remind them that I was a human being and that I respected

them, and needed them to respect me.  They didn't crucify me and have been very polite since

then.  But I have heard of nothing else during personal interactions and I am glad they feel free to

talk through it and express how they feel.
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Everyone here and many people who are now emailing have already heard that it is not a seal, not

endorsement.  For them, it DOESN'T MATTER, it is about public perception, and they still see it as

"Why Kraft, Why singles."  To the best of my ability I have clarified that, without them feeling any

better about it, but they have listened politely and I have also been all ears.  People want to be

heard and my duty is to hear them out.  

 

Another issue is that they do not understand WHY this was done before the HOD spring meeting. 

In their eyes, that is disrespectful.  I have also explained that this process had been in the works

with the Foundation for a LONG time and that our timelines are different.  This also is not

encountered with any positive feedback.

 

 

A few people heard Sonja at FNCE and the assurance she gave members that we HEAR them

and that she had appointed a task force to look at sponsorship.  They want to know WHY this

happened before the task force deliberated AFTER the HOD meeting.  Telling them that the

Foundation's timeline and discussions had been going on for over a year and that the release is

unrelated, has also not produced peace or satisfaction.

 

 

There are 2 delegates here, who each haver received over 100 personal emails from members

complaining.  I imagine most are identical, yet they still are concerned and handling it very

maturely and diplomatically, I am proud of them and all our delegates.

 

 

Dear Board, I think this has moved from educating the members and being appaled that

they would believe the NYT, to an issue of great dissatisfaction with corporate

sponsorship, a very sensitive issue and one that we know members are sensitive about,

some super sensitive.

 

 

I realize I am in California, the land of fresh and un-processed.  I may the the only one here adding

Splenda to my coffee, eating a processed bar as a snack, and drinking Diet Pepsi.  I know I am in

a sensitive environment.  But I do believe this issue touched a RAW nerve with MANY members

who consider spnsorship as the area they resent the most about membership.

 

 

Lets keep that in mind.  Lets respect and hear them out.  They don't want or deserve a pat on the

head.  And plese, let's not announce Monsanto any time soon.

 

 

Respectfully and from my heart,
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Aida

 

 

A note of humor- someone asked me if it was in my refrigerator (expecting a "no!"), and was taken

aback when I said YES, and I explained why I have singles and ff-singles always in my fridge -

singles melts GREAT in grits and I married a Georgia boy, and I have eaten FF singles since they

came out... eons ago, I have high cholesterol and I like them.

 

 
 

Aida Miles, MMSc, RDN, LD, FAND

 
Director, Coordinated MPH Nutrition - U of Minnesota, School of Public Health - 1300 S 2nd St.
Suite 300, Minneapolis, MN 55454

 

V.Mail: 612-625-5865.  email (preferred): miles081@umn.edu - 

 
Academy of Nutrition &Dietetics - Speaker Elect, House of Delegates - Member, Board of
Directors -  Advisor, Pediatric Nutrition Practice Group 

 

 

On Tue, Mar 17, 2015 at 5:44 AM, Marcia Kyle <bkyle@roadrunner.com> wrote:

 

Dear Tracey and BOD,

 

If not too late to make changes, I agree with the suggestions proposed by Tracey especially the

changes in the last three paragraphs.

 

Marcy

 
 

From: Tracey Bates [mailto:traceybatesrd@gmail.com]  

Sent: Monday, March 16, 2015 11:32 PM 

 To: Patricia Babjak 

 Cc: connors@ohsu.edu; Evelyn Crayton; Evelyn Crayton; Glenna McCollum;

DMartin@Burke.k12.ga.us; Wolf, Kay; peark02@outlook.com; Elise Smith; Aida Miles;

Nancylewis1000@gmail.com; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey

Bates; dwheller@mindspring.com; Marcia Kyle; Don Bradley; Sandra Gill; jean.ragalie-

carr@rosedmi.com; McClusky, Kathy; constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu;

carl@learntoeatright.com; Mary.christ-erwin@porternovelli.com; Mary Beth Whalen; Terri J.

Raymond 

 Subject: Re: Foundation Message to members 3-16-15
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Please see attached some suggested edits for consideration and explanations. Reviewing emails

received and comments posted on social media and understanding concerns that have been

expressed, I would suggest additional care in how some statements are worded and the

information and feelings conveyed.

 

Healthy regards,

 
 

Tracey Bates, MPH, RDN, LDN, FAND

 

Nutrition Consultant

 

Board Member and House of Delegates Director - Academy of Nutrition and Dietetics

 
traceybatesrd@gmail.com

 

 

On Mon, Mar 16, 2015 at 6:22 PM, Patricia Babjak <PBABJAK@eatright.org> wrote:

 

Attached is a draft message we are sending to our members reflecting the issues raised in emails

and social media related to the Kraft education initiative as soon as we receive approval from

Terri. We will be posting it to the eatrightPRO landing page, all listservs, including those of

committees and task forces.  A link to this communication will also appear in this week’s Eat Right

Weekly.

 

 

Best regards,

 

Pat

 

<image001.jpg>

 

Patricia M. Babjak

 

Chief Executive Officer

 

<image002.jpg>

 

120 S. Riverside Plaza, Suite 2000
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Chicago, Illinois 60606-6995

 
312/899-4856

 
pbabjak@eatright.org  | www.eatright.org

 
Twitter | Facebook| LinkedIn | YouTube

 

 

 

 

 

This email is subject to certain disclaimers, which may be reviewed via the following link.

http://compass-usa.com/Pages/Disclaimer.aspx. 

This email is subject to certain disclaimers, which may be reviewed via the following link.

http://compass-usa.com/Pages/Disclaimer.aspx. 
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53. RE: Foundation Message to members 3-16-15

From: McClusky, Kathy <KathyMcClusky@IamMorrison.com>

To: Don Bradley, M.D. <don.bradley@duke.edu>, 'Sonja Connor'

<connors@ohsu.edu>

Cc: Elise Smith <easaden@aol.com>, Aida Miles <miles081@umn.edu>, Marcia

Kyle <bkyle@roadrunner.com>, Katie Brown <kbrown@eatright.org>, Tracey

Bates <traceybatesrd@gmail.com>, Patricia Babjak

<PBABJAK@eatright.org>, Evelyn Crayton <craytef@charter.net>, Evelyn

Crayton <craytef@aces.edu>, Glenna McCollum

<glenna@glennamccollum.com>, DMartin@Burke.k12.ga.us

<DMartin@burke.k12.ga.us>, Wolf, Kay <wolf.4@osu.edu>, Mary Russell

<peark02@outlook.com>, Nancy Lewis <Nancylewis1000@gmail.com>,

Denice Ferko-Adams <denice@healthfirstonline.net>, Catherine Christie

<c.christie@unf.edu>, Margaret Garner <mgarner@cchs.ua.edu>, Tracey

Bates <tracey.bates@dpi.nc.gov>, Diane Heller <dwheller@mindspring.com>,

Sandra Gill <sandralgill@comcast.net>, jean.ragalie-carr@rosedmi.com

<jean.ragalie-carr@rosedmi.com>, constancegeiger@cgeiger.net

<constancegeiger@cgeiger.net>, eileen.kennedy@tufts.edu

<eileen.kennedy@tufts.edu>, carl@learntoeatright.com

<carl@learntoeatright.com>, Mary.christ-erwin@porternovelli.com

<Mary.christ-erwin@porternovelli.com>, Mary Beth Whalen

<Mwhalen@eatright.org>, Terri J. Raymond <tjraymond@aol.com>

Sent Date: Mar 17, 2015 21:49:58

Subject: RE: Foundation Message to members 3-16-15

Attachment:

Don, your comments are perfect.  Thanks.

 
 

From: Don Bradley, M.D. [mailto:don.bradley@duke.edu]  

Sent: Tuesday, March 17, 2015 12:35 PM 

 To: 'Sonja Connor'; McClusky, Kathy 

 Cc: Elise Smith; Aida Miles; Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Evelyn

Crayton; Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell;

Nancy Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane

Heller; Sandra Gill; jean.ragalie-carr@rosedmi.com; constancegeiger@cgeiger.net;

eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-erwin@porternovelli.com; Mary

Beth Whalen; Terri J. Raymond 

 Subject: RE: Foundation Message to members 3-16-15
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All,

 

I’ve followed the prolific email trail regarding the “Kraft crunch” [my term] over the last week or so.  

As a public member of the Board, I wonder how clients/patients/consumers view the addition of

the AND logo on Kraft singles.  Do they believe the logo represents an endorsement? Do they

care? Does it alter a consumer’s view of the Academy or RDs/DTRs credibility?  They may, they

may not.

 

 

I frequently tell my story about taking Lisa Hark, the RD who starred in the US version of the TV

show, “Honey, we’re killing the kids” (You can Google it)  to dinner prior to a speaking engagement

for a “State of Preventive Health Summit”. My concern was that I would need to order sprouts,

lettuce, yogurt, and tofu for dinner (kale wasn’t in fashion then) to keep from being derided by this

apparent food police. Her most recent episode called for junk food-eating 8 and 11 year olds to

immediately switch to Brussel sprouts and asparagus.   I made sure she ordered first, and to my

relief, she selected lamb chops with mint jelly, a baked potato with sour cream and butter, a salad,

and a dessert.  When I asked her how her dinner selection fit with her TV show, she replied, “It’s

all about moderation.”  My respect for this dietician rose exponentially.

 

My point here is that at least this consumer looks for nutritionists to provide practical advice on

how real people in the real world can eat a healthy diet.

 

 

That said, I don’t have Kraft singles in my refrigerator (I prefer real cheese), but I certainly don’t

condemn those who do, especially those who have kids (Aren’t you relieved, Aida?)

 

 

I’m not surprised by “journalists” misrepresenting facts in a story to make a personal point.  It’s

disappointing, but not surprising, and I would have expected better from the New York Times.

 

 

I’m also not surprised that a segment of nutritionists/AND members are upset- no, outraged- that

this action by the AND organization that represents them (and by extension their professional

identity) has besmirched them by working with a corporate giant.  We had this discussion at the

Board meeting, and the topic was at least peripherally presented at FNCE.

 

 

So fine, let’s talk about it [again].  I absolutely agree that we need to listen to AND members

carefully and authentically. We also need to understand what proportion of the membership they

represent, and how rigorous our dietary standards and principles should be.
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More importantly, let’s think through how our customers view this event.  Some damage has been

done by a careless [being kind] reporter, but I doubt it will be the end of the world.  

On the other hand, there may be consumers out there like me who are glad that nutritionists aren’t

riding around on their high horses, demanding that we all eat high-priced, organically-farmed, free

range, humanely produced goat or sheep cheese.

 

 

Finally, I would like for us to consider as AND Board members  our duty to protect the brand AND

our fiduciary duty to keep the Academy and the Foundation viable.  We can “repeal the seal”,

though at this point I don’t expect complaining members to be happy.  We also need to think

through what backing out of Kraft support for the Foundation will do to future opportunities for

external support.

 

 

Could we have planned better for this support deal?  Maybe.

 

 

Could we have anticipated a NYT reporter presenting such an inaccurate representation? 

Probably not, unless you’re a cynic like me.

 

 

Let’s talk about it with our members.  Let’s work to get an accurate representation of the

relationship with Kraft out in the media.  Let’s see what our customers think and whether they

care.  But let’s avoid knee-jerk reactions. 

 

To quote an RD I respect, “It’s all about the moderation.”

 

 

Don

 

 

Don W Bradley, MD, MHS-CL

 

Department of Community and Family Medicine

 

Associate Consulting Professor

 

Senior Advisor Practical Playbook
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DUMC 2914

 

Durham NC 27710

 

Hanes House 336

 

919-681-3184

 
don.bradley@duke.edu

 

 

From: Sonja Connor [mailto:connors@ohsu.edu]  

Sent: Tuesday, March 17, 2015 10:06 AM 

 To: McClusky, Kathy 

 Cc: Elise Smith; Aida Miles; Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Evelyn

Crayton; Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell;

Nancy Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane

Heller; Don Bradley, M.D.; Sandra Gill; jean.ragalie-carr@rosedmi.com;

constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-

erwin@porternovelli.com; Mary Beth Whalen; Terri J. Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

I agree.  Thanks Aida and Elise.  Am thinking the Board may need to talk.  I will be in touch.

 

 

Sonja  

  

Sent from my iPhone

 
 
On Mar 17, 2015, at 6:54 AM, McClusky, Kathy <KathyMcClusky@IamMorrison.com> wrote:

 

Aida and Elise…I had these same conversations (well, not word for word, but “essentially the

same”) with several people yesterday.  Very well stated and well summarized.

 

 

From: Elise Smith [mailto:easaden@aol.com]  

Sent: Tuesday, March 17, 2015 9:20 AM 

 To: Aida Miles 

 Cc: Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Sonja Connor; Evelyn Crayton;

Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell; Nancy

Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane Heller;
Page 163



Don Bradley; Sandra Gill; jean.ragalie-carr@rosedmi.com; McClusky, Kathy;

constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-

erwin@porternovelli.com; Mary Beth Whalen; Terri J. Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

Well said Aida.  I agree with all she has said. We need to step back and wait for the conversation.

We need to truly listen to the involved member and stop telling ourselves that it is a small minority.

At this time I would encourage the Foundation to rethink the Monsanto decision.

 

 

Elise 

  

Sent from my iPad

 
 
On Mar 17, 2015, at 7:58 AM, Aida Miles <miles081@umn.edu> wrote:

 

Respectfully, I agree with Marcy and Tracey that if there is time, the content edits might help.

 

 

I am at NDEP 1. Thank YOU Pat, because up to the 11th hour she was supporting me and

helping me be ready for the BOD presentation and Q and A.  I felt that I had what I needed to

address questions. This was on Sunday and Pat and her team were working ALL WEEKEND on

this.  I am so grateful to Pat and our amazing staff!

 

 

The only questions I received during the Q a A were about this (NOT my presentation).  Many had

not heard anything (they were traveling to NDEP when this "broke"), but many had and the anger

in the room was evident. I was able to remind them that I was a human being and that I respected

them, and needed them to respect me.  They didn't crucify me and have been very polite since

then.  But I have heard of nothing else during personal interactions and I am glad they feel free to

talk through it and express how they feel.

 

 

Everyone here and many people who are now emailing have already heard that it is not a seal, not

endorsement.  For them, it DOESN'T MATTER, it is about public perception, and they still see it as

"Why Kraft, Why singles."  To the best of my ability I have clarified that, without them feeling any

better about it, but they have listened politely and I have also been all ears.  People want to be

heard and my duty is to hear them out.  
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Another issue is that they do not understand WHY this was done before the HOD spring meeting. 

In their eyes, that is disrespectful.  I have also explained that this process had been in the works

with the Foundation for a LONG time and that our timelines are different.  This also is not

encountered with any positive feedback.

 

 

A few people heard Sonja at FNCE and the assurance she gave members that we HEAR them

and that she had appointed a task force to look at sponsorship.  They want to know WHY this

happened before the task force deliberated AFTER the HOD meeting.  Telling them that the

Foundation's timeline and discussions had been going on for over a year and that the release is

unrelated, has also not produced peace or satisfaction.

 

 

There are 2 delegates here, who each haver received over 100 personal emails from members

complaining.  I imagine most are identical, yet they still are concerned and handling it very

maturely and diplomatically, I am proud of them and all our delegates.

 

 

Dear Board, I think this has moved from educating the members and being appaled that

they would believe the NYT, to an issue of great dissatisfaction with corporate

sponsorship, a very sensitive issue and one that we know members are sensitive about,

some super sensitive.

 

 

I realize I am in California, the land of fresh and un-processed.  I may the the only one here adding

Splenda to my coffee, eating a processed bar as a snack, and drinking Diet Pepsi.  I know I am in

a sensitive environment.  But I do believe this issue touched a RAW nerve with MANY members

who consider spnsorship as the area they resent the most about membership.

 

 

Lets keep that in mind.  Lets respect and hear them out.  They don't want or deserve a pat on the

head.  And plese, let's not announce Monsanto any time soon.

 

 

Respectfully and from my heart,

 

Aida

 

 

A note of humor- someone asked me if it was in my refrigerator (expecting a "no!"), and was taken

aback when I said YES, and I explained why I have singles and ff-singles always in my fridge -

singles melts GREAT in grits and I married a Georgia boy, and I have eaten FF singles since they
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came out... eons ago, I have high cholesterol and I like them.

 

 
 

Aida Miles, MMSc, RDN, LD, FAND

 
Director, Coordinated MPH Nutrition - U of Minnesota, School of Public Health - 1300 S 2nd St.
Suite 300, Minneapolis, MN 55454

 

V.Mail: 612-625-5865.  email (preferred): miles081@umn.edu - 

 
Academy of Nutrition &Dietetics - Speaker Elect, House of Delegates - Member, Board of
Directors -  Advisor, Pediatric Nutrition Practice Group 

 

 

On Tue, Mar 17, 2015 at 5:44 AM, Marcia Kyle <bkyle@roadrunner.com> wrote:

 

Dear Tracey and BOD,

 

If not too late to make changes, I agree with the suggestions proposed by Tracey especially the

changes in the last three paragraphs.

 

Marcy

 
 

From: Tracey Bates [mailto:traceybatesrd@gmail.com]  

Sent: Monday, March 16, 2015 11:32 PM 

 To: Patricia Babjak 

 Cc: connors@ohsu.edu; Evelyn Crayton; Evelyn Crayton; Glenna McCollum;

DMartin@Burke.k12.ga.us; Wolf, Kay; peark02@outlook.com; Elise Smith; Aida Miles;

Nancylewis1000@gmail.com; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey

Bates; dwheller@mindspring.com; Marcia Kyle; Don Bradley; Sandra Gill; jean.ragalie-

carr@rosedmi.com; McClusky, Kathy; constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu;

carl@learntoeatright.com; Mary.christ-erwin@porternovelli.com; Mary Beth Whalen; Terri J.

Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

Please see attached some suggested edits for consideration and explanations. Reviewing emails

received and comments posted on social media and understanding concerns that have been

expressed, I would suggest additional care in how some statements are worded and the

information and feelings conveyed.
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Healthy regards,

 
 

Tracey Bates, MPH, RDN, LDN, FAND

 

Nutrition Consultant

 

Board Member and House of Delegates Director - Academy of Nutrition and Dietetics

 
traceybatesrd@gmail.com

 

 

On Mon, Mar 16, 2015 at 6:22 PM, Patricia Babjak <PBABJAK@eatright.org> wrote:

 

Attached is a draft message we are sending to our members reflecting the issues raised in emails

and social media related to the Kraft education initiative as soon as we receive approval from

Terri. We will be posting it to the eatrightPRO landing page, all listservs, including those of

committees and task forces.  A link to this communication will also appear in this week’s Eat Right

Weekly.

 

 

Best regards,

 

Pat
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Patricia M. Babjak

 

Chief Executive Officer

 

<image002.jpg>

 

120 S. Riverside Plaza, Suite 2000

 

Chicago, Illinois 60606-6995

 
312/899-4856

 
pbabjak@eatright.org  | www.eatright.org
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Twitter | Facebook| LinkedIn | YouTube

 

 

 

 

 

This email is subject to certain disclaimers, which may be reviewed via the following link.

http://compass-usa.com/Pages/Disclaimer.aspx. 

This email is subject to certain disclaimers, which may be reviewed via the following link.

http://compass-usa.com/Pages/Disclaimer.aspx.
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54. RE: Foundation Message to members 3-16-15

From: Don Bradley, M.D. <don.bradley@duke.edu>

To: 'Sonja Connor' <connors@ohsu.edu>, McClusky, Kathy

<KathyMcClusky@IamMorrison.com>

Cc: Elise Smith <easaden@aol.com>, Aida Miles <miles081@umn.edu>, Marcia

Kyle <bkyle@roadrunner.com>, Katie Brown <kbrown@eatright.org>, Tracey

Bates <traceybatesrd@gmail.com>, Patricia Babjak

<PBABJAK@eatright.org>, Evelyn Crayton <craytef@charter.net>, Evelyn

Crayton <craytef@aces.edu>, Glenna McCollum

<glenna@glennamccollum.com>, DMartin@Burke.k12.ga.us

<DMartin@burke.k12.ga.us>, Wolf, Kay <wolf.4@osu.edu>, Mary Russell

<peark02@outlook.com>, Nancy Lewis <Nancylewis1000@gmail.com>,

Denice Ferko-Adams <denice@healthfirstonline.net>, Catherine Christie

<c.christie@unf.edu>, Margaret Garner <mgarner@cchs.ua.edu>, Tracey

Bates <tracey.bates@dpi.nc.gov>, Diane Heller <dwheller@mindspring.com>,

Sandra Gill <sandralgill@comcast.net>, jean.ragalie-carr@rosedmi.com

<jean.ragalie-carr@rosedmi.com>, constancegeiger@cgeiger.net

<constancegeiger@cgeiger.net>, eileen.kennedy@tufts.edu

<eileen.kennedy@tufts.edu>, carl@learntoeatright.com

<carl@learntoeatright.com>, Mary.christ-erwin@porternovelli.com

<Mary.christ-erwin@porternovelli.com>, Mary Beth Whalen

<Mwhalen@eatright.org>, Terri J. Raymond <tjraymond@aol.com>

Sent Date: Mar 17, 2015 12:35:06

Subject: RE: Foundation Message to members 3-16-15

Attachment:

All,

 

I’ve followed the prolific email trail regarding the “Kraft crunch” [my term] over the last week or so.  

As a public member of the Board, I wonder how clients/patients/consumers view the addition of

the AND logo on Kraft singles.  Do they believe the logo represents an endorsement? Do they

care? Does it alter a consumer’s view of the Academy or RDs/DTRs credibility?  They may, they

may not.

 

 

I frequently tell my story about taking Lisa Hark, the RD who starred in the US version of the TV

show, “Honey, we’re killing the kids” (You can Google it)  to dinner prior to a speaking engagement

for a “State of Preventive Health Summit”. My concern was that I would need to order sprouts,

lettuce, yogurt, and tofu for dinner (kale wasn’t in fashion then) to keep from being derided by this

apparent food police. Her most recent episode called for junk food-eating 8 and 11 year olds to

immediately switch to Brussel sprouts and asparagus.   I made sure she ordered first, and to my
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relief, she selected lamb chops with mint jelly, a baked potato with sour cream and butter, a salad,

and a dessert.  When I asked her how her dinner selection fit with her TV show, she replied, “It’s

all about moderation.”  My respect for this dietician rose exponentially.

 

My point here is that at least this consumer looks for nutritionists to provide practical advice on

how real people in the real world can eat a healthy diet.

 

 

That said, I don’t have Kraft singles in my refrigerator (I prefer real cheese), but I certainly don’t

condemn those who do, especially those who have kids (Aren’t you relieved, Aida?)

 

 

I’m not surprised by “journalists” misrepresenting facts in a story to make a personal point.  It’s

disappointing, but not surprising, and I would have expected better from the New York Times.

 

 

I’m also not surprised that a segment of nutritionists/AND members are upset- no, outraged- that

this action by the AND organization that represents them (and by extension their professional

identity) has besmirched them by working with a corporate giant.  We had this discussion at the

Board meeting, and the topic was at least peripherally presented at FNCE.

 

 

So fine, let’s talk about it [again].  I absolutely agree that we need to listen to AND members

carefully and authentically. We also need to understand what proportion of the membership they

represent, and how rigorous our dietary standards and principles should be.

 

 

More importantly, let’s think through how our customers view this event.  Some damage has been

done by a careless [being kind] reporter, but I doubt it will be the end of the world.  

On the other hand, there may be consumers out there like me who are glad that nutritionists aren’t

riding around on their high horses, demanding that we all eat high-priced, organically-farmed, free

range, humanely produced goat or sheep cheese.

 

 

Finally, I would like for us to consider as AND Board members  our duty to protect the brand AND

our fiduciary duty to keep the Academy and the Foundation viable.  We can “repeal the seal”,

though at this point I don’t expect complaining members to be happy.  We also need to think

through what backing out of Kraft support for the Foundation will do to future opportunities for

external support.
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Could we have planned better for this support deal?  Maybe.

 

 

Could we have anticipated a NYT reporter presenting such an inaccurate representation? 

Probably not, unless you’re a cynic like me.

 

 

Let’s talk about it with our members.  Let’s work to get an accurate representation of the

relationship with Kraft out in the media.  Let’s see what our customers think and whether they

care.  But let’s avoid knee-jerk reactions. 

 

To quote an RD I respect, “It’s all about the moderation.”

 

 

Don

 

 

Don W Bradley, MD, MHS-CL

 

Department of Community and Family Medicine

 

Associate Consulting Professor

 

Senior Advisor Practical Playbook

 

DUMC 2914

 

Durham NC 27710

 

Hanes House 336

 

919-681-3184

 
don.bradley@duke.edu

 

 

From: Sonja Connor [mailto:connors@ohsu.edu]  

Sent: Tuesday, March 17, 2015 10:06 AM 

 To: McClusky, Kathy 

 Cc: Elise Smith; Aida Miles; Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Evelyn

Crayton; Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell;

Nancy Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane
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Heller; Don Bradley, M.D.; Sandra Gill; jean.ragalie-carr@rosedmi.com;

constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-

erwin@porternovelli.com; Mary Beth Whalen; Terri J. Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

I agree.  Thanks Aida and Elise.  Am thinking the Board may need to talk.  I will be in touch.

 

 

Sonja  

  

Sent from my iPhone

 
 
On Mar 17, 2015, at 6:54 AM, McClusky, Kathy <KathyMcClusky@IamMorrison.com> wrote:

 

Aida and Elise…I had these same conversations (well, not word for word, but “essentially the

same”) with several people yesterday.  Very well stated and well summarized.

 
 

From: Elise Smith [mailto:easaden@aol.com]  

Sent: Tuesday, March 17, 2015 9:20 AM 

 To: Aida Miles 

 Cc: Marcia Kyle; Katie Brown; Tracey Bates; Patricia Babjak; Sonja Connor; Evelyn Crayton;

Evelyn Crayton; Glenna McCollum; DMartin@Burke.k12.ga.us; Wolf, Kay; Mary Russell; Nancy

Lewis; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey Bates; Diane Heller;

Don Bradley; Sandra Gill; jean.ragalie-carr@rosedmi.com; McClusky, Kathy;

constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu; carl@learntoeatright.com; Mary.christ-

erwin@porternovelli.com; Mary Beth Whalen; Terri J. Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

Well said Aida.  I agree with all she has said. We need to step back and wait for the conversation.

We need to truly listen to the involved member and stop telling ourselves that it is a small minority.

At this time I would encourage the Foundation to rethink the Monsanto decision.

 

 

Elise 

  

Sent from my iPad

 
 
On Mar 17, 2015, at 7:58 AM, Aida Miles <miles081@umn.edu> wrote:
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Respectfully, I agree with Marcy and Tracey that if there is time, the content edits might help.

 

 

I am at NDEP 1. Thank YOU Pat, because up to the 11th hour she was supporting me and

helping me be ready for the BOD presentation and Q and A.  I felt that I had what I needed to

address questions. This was on Sunday and Pat and her team were working ALL WEEKEND on

this.  I am so grateful to Pat and our amazing staff!

 

 

The only questions I received during the Q a A were about this (NOT my presentation).  Many had

not heard anything (they were traveling to NDEP when this "broke"), but many had and the anger

in the room was evident. I was able to remind them that I was a human being and that I respected

them, and needed them to respect me.  They didn't crucify me and have been very polite since

then.  But I have heard of nothing else during personal interactions and I am glad they feel free to

talk through it and express how they feel.

 

 

Everyone here and many people who are now emailing have already heard that it is not a seal, not

endorsement.  For them, it DOESN'T MATTER, it is about public perception, and they still see it as

"Why Kraft, Why singles."  To the best of my ability I have clarified that, without them feeling any

better about it, but they have listened politely and I have also been all ears.  People want to be

heard and my duty is to hear them out.  

 

Another issue is that they do not understand WHY this was done before the HOD spring meeting. 

In their eyes, that is disrespectful.  I have also explained that this process had been in the works

with the Foundation for a LONG time and that our timelines are different.  This also is not

encountered with any positive feedback.

 

 

A few people heard Sonja at FNCE and the assurance she gave members that we HEAR them

and that she had appointed a task force to look at sponsorship.  They want to know WHY this

happened before the task force deliberated AFTER the HOD meeting.  Telling them that the

Foundation's timeline and discussions had been going on for over a year and that the release is

unrelated, has also not produced peace or satisfaction.

 

 

There are 2 delegates here, who each haver received over 100 personal emails from members

complaining.  I imagine most are identical, yet they still are concerned and handling it very

maturely and diplomatically, I am proud of them and all our delegates.
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Dear Board, I think this has moved from educating the members and being appaled that

they would believe the NYT, to an issue of great dissatisfaction with corporate

sponsorship, a very sensitive issue and one that we know members are sensitive about,

some super sensitive.

 

 

I realize I am in California, the land of fresh and un-processed.  I may the the only one here adding

Splenda to my coffee, eating a processed bar as a snack, and drinking Diet Pepsi.  I know I am in

a sensitive environment.  But I do believe this issue touched a RAW nerve with MANY members

who consider spnsorship as the area they resent the most about membership.

 

 

Lets keep that in mind.  Lets respect and hear them out.  They don't want or deserve a pat on the

head.  And plese, let's not announce Monsanto any time soon.

 

 

Respectfully and from my heart,

 

Aida

 

 

A note of humor- someone asked me if it was in my refrigerator (expecting a "no!"), and was taken

aback when I said YES, and I explained why I have singles and ff-singles always in my fridge -

singles melts GREAT in grits and I married a Georgia boy, and I have eaten FF singles since they

came out... eons ago, I have high cholesterol and I like them.

 

 
 

Aida Miles, MMSc, RDN, LD, FAND

 
Director, Coordinated MPH Nutrition - U of Minnesota, School of Public Health - 1300 S 2nd St.
Suite 300, Minneapolis, MN 55454

 

V.Mail: 612-625-5865.  email (preferred): miles081@umn.edu - 

 
Academy of Nutrition &Dietetics - Speaker Elect, House of Delegates - Member, Board of
Directors -  Advisor, Pediatric Nutrition Practice Group 

 

 

On Tue, Mar 17, 2015 at 5:44 AM, Marcia Kyle <bkyle@roadrunner.com> wrote:
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Dear Tracey and BOD,

 

If not too late to make changes, I agree with the suggestions proposed by Tracey especially the

changes in the last three paragraphs.

 

Marcy

 
 

From: Tracey Bates [mailto:traceybatesrd@gmail.com]  

Sent: Monday, March 16, 2015 11:32 PM 

 To: Patricia Babjak 

 Cc: connors@ohsu.edu; Evelyn Crayton; Evelyn Crayton; Glenna McCollum;

DMartin@Burke.k12.ga.us; Wolf, Kay; peark02@outlook.com; Elise Smith; Aida Miles;

Nancylewis1000@gmail.com; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey

Bates; dwheller@mindspring.com; Marcia Kyle; Don Bradley; Sandra Gill; jean.ragalie-

carr@rosedmi.com; McClusky, Kathy; constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu;

carl@learntoeatright.com; Mary.christ-erwin@porternovelli.com; Mary Beth Whalen; Terri J.

Raymond 

 Subject: Re: Foundation Message to members 3-16-15

 

 

Please see attached some suggested edits for consideration and explanations. Reviewing emails

received and comments posted on social media and understanding concerns that have been

expressed, I would suggest additional care in how some statements are worded and the

information and feelings conveyed.

 

Healthy regards,

 
 

Tracey Bates, MPH, RDN, LDN, FAND

 

Nutrition Consultant

 

Board Member and House of Delegates Director - Academy of Nutrition and Dietetics

 
traceybatesrd@gmail.com

 

 

On Mon, Mar 16, 2015 at 6:22 PM, Patricia Babjak <PBABJAK@eatright.org> wrote:

 

Attached is a draft message we are sending to our members reflecting the issues raised in emails

and social media related to the Kraft education initiative as soon as we receive approval from

Terri. We will be posting it to the eatrightPRO landing page, all listservs, including those of
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committees and task forces.  A link to this communication will also appear in this week’s Eat Right

Weekly.

 

 

Best regards,

 

Pat
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Patricia M. Babjak

 

Chief Executive Officer
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120 S. Riverside Plaza, Suite 2000

 

Chicago, Illinois 60606-6995

 
312/899-4856

 
pbabjak@eatright.org  | www.eatright.org

 
Twitter | Facebook| LinkedIn | YouTube

 

 

 

 

 

This email is subject to certain disclaimers, which may be reviewed via the following link.

http://compass-usa.com/Pages/Disclaimer.aspx. 
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55. Re: Foundation Message to members 3-16-15

From: Aida Miles <miles081@umn.edu>

To: Marcia Kyle <bkyle@roadrunner.com>, Katie Brown <kbrown@eatright.org>

Cc: Tracey Bates <traceybatesrd@gmail.com>, Patricia Babjak

<PBABJAK@eatright.org>, Sonja Connor <connors@ohsu.edu>, Evelyn

Crayton <craytef@charter.net>, Evelyn Crayton <craytef@aces.edu>, Glenna

McCollum <glenna@glennamccollum.com>, DMartin@Burke.k12.ga.us

<DMartin@burke.k12.ga.us>, Wolf, Kay <wolf.4@osu.edu>, Mary Russell

<peark02@outlook.com>, Elise Smith <easaden@aol.com>, Nancy Lewis

<Nancylewis1000@gmail.com>, Denice Ferko-Adams

<denice@healthfirstonline.net>, Catherine Christie <c.christie@unf.edu>,

Margaret Garner <mgarner@cchs.ua.edu>, Tracey Bates

<tracey.bates@dpi.nc.gov>, Diane Heller <dwheller@mindspring.com>, Don

Bradley <don.bradley@duke.edu>, Sandra Gill <sandralgill@comcast.net>,

jean.ragalie-carr@rosedmi.com, McClusky, Kathy

<KathyMcClusky@iammorrison.com>, constancegeiger@cgeiger.net,

eileen.kennedy@tufts.edu, carl@learntoeatright.com, Mary.christ-

erwin@porternovelli.com, Mary Beth Whalen <Mwhalen@eatright.org>, Terri

J. Raymond <tjraymond@aol.com>

Sent Date: Mar 17, 2015 08:58:20

Subject: Re: Foundation Message to members 3-16-15

Attachment: image002.jpg
image001.jpg

Respectfully, I agree with Marcy and Tracey that if there is time, the content edits might help. 
 

I am at NDEP 1. Thank YOU Pat, because up to the 11th hour she was supporting me and

helping me be ready for the BOD presentation and Q and A.  I felt that I had what I needed to

address questions. This was on Sunday and Pat and her team were working ALL WEEKEND on

this.  I am so grateful to Pat and our amazing staff! 
 

The only questions I received during the Q a A were about this (NOT my presentation).  Many had

not heard anything (they were traveling to NDEP when this "broke"), but many had and the anger

in the room was evident. I was able to remind them that I was a human being and that I respected

them, and needed them to respect me.  They didn't crucify me and have been very polite since

then.  But I have heard of nothing else during personal interactions and I am glad they feel free to

talk through it and express how they feel. 
 

Everyone here and many people who are now emailing have already heard that it is not a seal, not

endorsement.  For them, it DOESN'T MATTER, it is about public perception, and they still see it as

"Why Kraft, Why singles."  To the best of my ability I have clarified that, without them feeling any

better about it, but they have listened politely and I have also been all ears.  People want to be
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heard and my duty is to hear them out.  
 

Another issue is that they do not understand WHY this was done before the HOD spring meeting. 

In their eyes, that is disrespectful.  I have also explained that this process had been in the works

with the Foundation for a LONG time and that our timelines are different.  This also is not

encountered with any positive feedback. 
 

A few people heard Sonja at FNCE and the assurance she gave members that we HEAR them

and that she had appointed a task force to look at sponsorship.  They want to know WHY this

happened before the task force deliberated AFTER the HOD meeting.  Telling them that the

Foundation's timeline and discussions had been going on for over a year and that the release is

unrelated, has also not produced peace or satisfaction. 
 

There are 2 delegates here, who each haver received over 100 personal emails from members

complaining.  I imagine most are identical, yet they still are concerned and handling it very

maturely and diplomatically, I am proud of them and all our delegates.  
 

Dear Board, I think this has moved from educating the members and being appaled that

they would believe the NYT, to an issue of great dissatisfaction with corporate

sponsorship, a very sensitive issue and one that we know members are sensitive about,

some super sensitive.
 

I realize I am in California, the land of fresh and un-processed.  I may the the only one here adding

Splenda to my coffee, eating a processed bar as a snack, and drinking Diet Pepsi.  I know I am in

a sensitive environment.  But I do believe this issue touched a RAW nerve with MANY members

who consider spnsorship as the area they resent the most about membership. 
 

Lets keep that in mind.  Lets respect and hear them out.  They don't want or deserve a pat on the

head.  And plese, let's not announce Monsanto any time soon. 
 

Respectfully and from my heart, 

Aida 
 

A note of humor- someone asked me if it was in my refrigerator (expecting a "no!"), and was taken

aback when I said YES, and I explained why I have singles and ff-singles always in my fridge -

singles melts GREAT in grits and I married a Georgia boy, and I have eaten FF singles since they

came out... eons ago, I have high cholesterol and I like them. 
 
 

Aida Miles, MMSc, RDN, LD, FAND
Director, Coordinated MPH Nutrition - U of Minnesota, School of Public Health - 1300 S 2nd St.
Suite 300, Minneapolis, MN 55454

V.Mail: 612-625-5865.  email (preferred): miles081@umn.edu - 
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On Tue, Mar 17, 2015 at 5:44 AM, Marcia Kyle <bkyle@roadrunner.com> wrote:  

Dear Tracey and BOD,

If not too late to make changes, I agree with the suggestions proposed by Tracey especially the

changes in the last three paragraphs.

Marcy
 

From: Tracey Bates [mailto:traceybatesrd@gmail.com]  

Sent: Monday, March 16, 2015 11:32 PM 

To: Patricia Babjak 

Cc: connors@ohsu.edu; Evelyn Crayton; Evelyn Crayton; Glenna McCollum;

DMartin@Burke.k12.ga.us; Wolf, Kay; peark02@outlook.com; Elise Smith; Aida Miles;

Nancylewis1000@gmail.com; Denice Ferko-Adams; Catherine Christie; Margaret Garner; Tracey

Bates; dwheller@mindspring.com; Marcia Kyle; Don Bradley; Sandra Gill; jean.ragalie-

carr@rosedmi.com; McClusky, Kathy; constancegeiger@cgeiger.net; eileen.kennedy@tufts.edu;

carl@learntoeatright.com; Mary.christ-erwin@porternovelli.com; Mary Beth Whalen; Terri J.

Raymond 

Subject: Re: Foundation Message to members 3-16-15

 

Please see attached some suggested edits for consideration and explanations. Reviewing emails

received and comments posted on social media and understanding concerns that have been

expressed, I would suggest additional care in how some statements are worded and the

information and feelings conveyed.

Healthy regards,
 

Tracey Bates, MPH, RDN, LDN, FAND

Nutrition Consultant

Board Member and House of Delegates Director - Academy of Nutrition and Dietetics
traceybatesrd@gmail.com

 

On Mon, Mar 16, 2015 at 6:22 PM, Patricia Babjak <PBABJAK@eatright.org> wrote:

Attached is a draft message we are sending to our members reflecting the issues raised in emails

and social media related to the Kraft education initiative as soon as we receive approval from

Terri. We will be posting it to the eatrightPRO landing page, all listservs, including those of

committees and task forces.  A link to this communication will also appear in this week’s Eat Right

Weekly.

 

Best regards,

Pat

Patricia M. Babjak
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120 S. Riverside Plaza, Suite 2000

Chicago, Illinois 60606-6995
312/899-4856
pbabjak@eatright.org  | www.eatright.org
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56. Fwd: SP 53-2014: Transition of Foods and Foods of Minimal Nutritional Value to Smart Snacks

in School Standards

From: Donna Martin <dmartin@burke.k12.ga.us>

To: Brianna Dumas <bdumas@burke.k12.ga.us>

Sent Date: Jul 16, 2014 15:18:13

Subject: Fwd: SP 53-2014: Transition of Foods and Foods of Minimal Nutritional Value

to Smart Snacks in School Standards

Attachment: SP_53_2014_Attachment___Transition_of_Foods_and_Foods_of_Minimal_N
utritional_Value_to_Smart_Snacks_in_School_Standards.pdf
TEXT.htm

 

FY

 

Donna S. Martin, EdS, RDN, LD, SNS, FAND

Director School Nutrition Program

Burke County Board of Education

789 Burke Veterans Parkway

Waynesboro, GA  30830

 

706-554-5393 (office)

706-554-5655 (fax)

 

DMartin@Burke.k12.ga.us

 

"USDA Healthier US School Challenge GOLD award recipient"

I

>>> Nancy Rice <NRice@doe.k12.ga.us> 7/15/2014 10:14 AM >>>

 

Please read the attached USDA numbered memorandum.  If you have questions, please call your

area consultant.

 

Thank you.

 

 

Nancy Rice, M.Ed., RD, LD, SNS

State Director, School Nutrition Division

Georgia Department of Education

1662 Twin Towers East

205 Jesse Hill, Jr. Drive, SE

Atlanta, GA 30334

Phone:  404-651-6600
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Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


4U2U Brands Fruit 66
Fruit Punch


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66


Kiwi
Strawberry


Pure juice from grape, apple, kiwi, strawberry, acerola 
and lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands Fruit 66
Oange Tangerine


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


 4U2U Brands
Fruit 66


Apple Berry


Pure juice from grape, apple, strawberry, blueberry, 
blackberry, acerola and lemon juice concentrates, 
sparkling water, natural flavors, natural color, Vitamin C, 
Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66 Epic Red 


(Strawberry 
Melon) 


Pure juice from grape, apple, strawberry, watermelon, 
acerola, lemon juice concentrates sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Yellow (Passion 
Fruit Mango)


Pure juice from grape, apple, mango, passionfruit, 
acerola, lemon juice concentrates, sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 
Purple (Black 


Cherry) 


Pure juice from grape, apple, black cherry, acerola, 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D, 
Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Green (Lemon 
Lime) 


Pure juice from grape, apple, lime, acerola, lemon juice 
concentrates, sparkling water, natural flavors, natural 
color, Vitamin C, Calcium, Vitamin D, Vitamin A, and 
fiber.


8 fl oz


Company Product Ingredient Statement
Portion 


Size


Albanese 
Confectionary 


Group, Inc.


A+ Gummi
Bears


Vegetable and Fruit Juice Concentrate (Carrot and 
Apple), Corn Syrup, Sugar, Gelatin, Citric Acid, Sorbitol, 
Natural and Artificial Flavors, FD&C Yellow No. 5&6, 
Blue No. 1, Red No. 40, Vegetable Oil (Coconut) and 
Carnauba Wax used for anti-sticking. Allergen 
Statement: Manufactured in a plant that processes 
peanuts, nutmeats, seeds, milk products, wheat 
products and soy products.


1.1 oz


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.







Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Albanese 
Confectionary 


Group, Inc.


A+ Juice
Bears


Vegetable and Fruit Juice from Concentrate (Carrot and 
Apple), Sugar, Soluble Dietary Fiber, Corn Syrup, 
Gelatin, Potato Starch, Citric Acid, Lactic Acid, Natural 
and Artificial Flavors, FD&C Red No. 40, Blue No. 1, 
Yellow Nos. 5&6, Vegetable Oil (Coconut) and 
Carnauba Wax (for anti-sticking). Manufactured in a 
plant that processes milk products, peanuts, soy, 
tree nuts, and wheat products.


1.1 oz


Company Product Ingredient Statement
Portion 


Size


Apple & Eve Fizz Ed
Green Apple


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, white grape, lemon and acerola juice 
concentrates), filtered carbonated water, natural flavors. 


8.4 fl oz


Apple & Eve Fizz Ed
Red Raspberry 


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, raspberry, lemon, acerola and black 
currant juice concentrates), filtered carbonated water, 
natural flavors, vegetable color. 


8.4 fl oz


Apple & Eve
Fizz Ed   


Pomegranate 
Cherry


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, pomegranate, lemon, cherry, black 
currant and acerola juice concentrates), filtered 
carbonated water, natural flavors, vegetable color.


8.4 fl oz


Apple & Eve Fizz Ed
Orange Mango


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, grape, mango, orange, passion fruit, 
acerola, lemon, and pineapple juice concentrates), 
filtered carbonated water, natural flavors, beta carotene 
(for color).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Arcor USA, Inc.*
Arcor


Fruit Snacks
Cherry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.







Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Arcor USA, Inc.*
Arcor


Fruit Snacks
Grape


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks
Mixed Fruit


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks 
Strawberry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


Company Product Ingredient Statement
Portion 


Size


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Dextrose, Citric Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Malic Acid, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Tumeric, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.







Exemptions Under the Competitive Foods Regulation
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Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Dextrose, Citric 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Citric Acid, Malic Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Pectin, Ferric Phosphate, 
Niacinamide, Zinc Oxide, Colored with Tumeric, Vitamin 
A Acetate, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.







Exemptions Under the Competitive Foods Regulation
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Company Product Ingredient Statement
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Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
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Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Citric Acid, Malic 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Tumeric, Grape Skin 
Extract, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Dextrose, Tapioca Starch, Corn Syrup, Citric 
Acid, Maltodextrin, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Colored with Dehydrated Beets, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Dehydrated Beets, Grape 
Skin Extract, Ferric Phosphate, Niacinaminde, Zinc 
Oxide, Vitamin A Acetate, Carnauba Wax, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Dextrose, Tapioca Starch, Corn Syrup, Citric Acid, 
Maltodextrin, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Malic Acid, 
Pectin, Colored with Grape Skin Extract, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Orange


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, orange juice 
from concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural orange 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.







Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Strawberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, strawberry 
juice from concentrate, blueberry juice from 
concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural strawberry 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Blueberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, blueberry 
juice from concentrate) (natural source of vitamin C), 
sugar, tapioca starch, corn syrup, citric acid, natural 
blueberry flavor, ascorbic acid (vitamin C), sodium 
citrate, pectin, purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Company Product Ingredient Statement
Portion 


Size


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Strawberry


Pineapple juice concentrate, pear juice concentrate, 
water, natural strawberry flavor, acerola juice 
concentrate, citric acid, fruit and vegetable color, 
sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Cherry


Pineapple juice concentrate, pear juice concentrate, 
water, acerola juice concentrate, fruit and vegetable 
color, citric acid, natural cherry type flavor, sodium 
benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
 5:1 concentrate 


Passionfruit-
Orange-Guava


Pineapple juice concentrate, pear juice concentrate, 
water, natural passionfruit, guava, mango flavors, 
acerola juice concentrate, citric acid, beta carotene, 
malic acid, fruit and vegetable color, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Watermelon


Pineapple juice concentrate, pear juice concentrate, 
water, natural watermelon flavor, acerola juice 
concentrate, fruit and vegetable color, sodium 
benzoate, citric acid. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Mango


Pineapple juice concentrate, pear juice concentrate, 
water, mango puree, acerola juice concentrate, 
passionfruit juice concentrate, natural mango type 
flavor, citric acid, beta carotene, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Lemon Lime


Pineapple juice concentrate, pear juice concentrate, 
water, lemon juice concentrate, acerola juice 
concentrate, citric acid, natural lemon lime flavor, 
sodium benzoate, antifoam, beta carotene. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Company Product Ingredient Statement
Portion 


Size


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Atomic Apple


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Filtered Water), Sugar, 
Maltodextrin, Pectin, Citric Acid, Apple Fiber, Natural 
Flavor, Sodium Citrate, Ascorbic Acid (Vitamin C). May 
contain traces of milk, wheat and soy.


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Chili Lime 
Fusion


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Lime Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Apple 
Pectin, Dried Apple, Apple Fiber, Citric Acid, Chili 
Pepper, Natural Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Charg-N Cherry


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Cherry Juice Concentrate, 
Elderberry Juice Concentrate, Filtered Water), Cane 
Sugar, Maltodextrin (corn), Dried Apple, Apple Pectin, 
Apple Fiber, Citric Acid, Natural Flavor, Ascorbic Acid 
(Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Citrus Cyclone


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Orange Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Dried 
Apple, Apple Pectin, Apple Fiber, Citric Acid, Natural 
Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Strawberry Blast


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, White Grape Juice 
Concentrate, Pineapple Juice Concentrate, Strawberry 
Juice Concentrate, Filtered Water), Cane Sugar, 
Maltodextrin (corn), Dried Apple, Apple Pectin, Apple 
Fiber, Citric Acid, Natural Flavor, Ascorbic Acid (Vitamin 
C). May contain traces of milk, wheat and soy.


0.75 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Canada Pure®*
Sparkling 


Refreshers
Strawberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Wildberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Raspberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Orange


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Company Product Ingredient Statement
Portion 


Size


Chill Beverage 
Company


Chill Soda
Guava


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
carrot and currant juice (for color), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6 (pyridoxine hydrochloride).


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.







Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Chill Beverage 
Company


Chill Soda
Kola


Pure filtered carbonated water, organic agave nectar, 
natural flavors, natural color (caramel color), tartaric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Limon


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
sodium citrate, potassium citrate (electrolyte), organic 
monk fruit concentrate, Vitamin B3 (niacinamide), 
Vitamin A (palmitate), Vitamin B5 (calcium 
pantothenate), Vitamin B12, Vitamin D3, Vitamin B6  
(pyridoxine hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Pome


Pure filtered carbonated water, organic agave nectar, 
natural flavors, carrot and currant juice (for color), citric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Company Product Ingredient Statement
Portion 


Size
 Clearly Canadian® 


Beverage
Corporation*


Quencher™
Grape


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Apple


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Tropical Lime


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Fruit & Berry


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Dr. Parsons Dairy 
LLC


e-Moo®
Berry


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Blue #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Bubblegum


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Pink #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Chocolate


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Brown #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Orange Sparkle


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Yellow #5, Vitamin A Palmitate, Vitamin D3, 
Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Cappuccino


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Chocolate


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Company Product Ingredient Statement
Portion 


Size


Envy Foods
Envy®


Sparkling
Acai Berry


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
lemon and acerola juice concentrates), calcium lactate, 
acai puree, natural flavor, ascorbic acid (Vitamin C), 
fruit and vegetable juice (color), Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling 
Strawberry Kiwi


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape,  
strawberry and acerola juice concentrates), natural 
flavors, calcium lactate, ascorbic acid (Vitamin C), 
Vitamin A palmitate and Vitamin D3.


8.3 fl oz
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Envy Foods
Envy®


Sparkling
Troical Mango


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
mango and acerola juice concentrates), calcium lactate, 
natural flavors, ascorbic acid (Vitamin C), cochineal 
(color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Fruit Punch


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape and 
acerola juice concentrates), calcium lactate, natural 
flavor, ascorbic acid (Vitamin C), fruit and vegetable 
juice (color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Green Apple


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape and 
acerola juice concentrates), calcium lactate, ascorbic 
acid (Vitamin C), natural flavor, Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Company Product Ingredient Statement
Portion 


Size
Farley & Sather's 
Candy Company, 


Inc.
formerly
Brach's 


Confections, Inc.


Brach's
Orchard Fruit®
Fruit Snacks


Orange juice from concentrate, corn syrup, sugar, 
gelatin, sorbitol, malic acid, ascorbic acid (Vitamin C), 
sodium citrate, natural and artificial flavors, mineral oil*, 
carnauba wax*, Red 40, Blue 1, Yellow 6, Yellow 5.  
*Adds a dietarily insignificant amount of fat.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size
FIZZA, LLC.


formally
Biofree-USA


FIZZA
Orange
Crème


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Apple


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Blue Ridge Cola


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz
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Fruit Wave H20 Green Apple 
Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural Apple  flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


 Fruit Wave H20 Cherry Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural cherry flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


Fruit Wave H20        Kiwi 
Watermelon 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural Kiwi Watermelon flavoring, Citric acid, Malic 
acid, Potassium sorbate, Sodium chloride, Sodium 
citrate, Acerola juice, Aspartame, Acesulfame 
Potassium.


12 fl oz


Fruit Wave H20 Orange 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Malic acid, Natural orange flavoring, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerolajuice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Grape 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural grape flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Mango 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural mango flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Gage Foods Fruit Shapes
Fruit Snacks


Fruit juice from concentrate (orange, cherry, grape, 
strawberry, lemon, apple), corn syrup, sugar, gelatin, 
sorbitol, malic acid, ascorbic acid, sodium citrate, 


0.9 oz


Company Product Ingredient Statement
Portion 


Size


General Mills


Fruit By the 
Foot®


Color By the 
Foot® 


Triple Fruit 
Punch 


Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, natural flavor, potassium citrate, 
color (yellow 5, red 40, blue 1), acerola extract (a 
natural source of vitamin C), freshness preserved by 
potassium sorbate and TBHQ.


0.75 oz
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General Mills


Fruit By the 
Foot®


Strawberry 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, color (red 
40), natural flavor, acerola extract (a natural source of 
vitamin C),  freshness preserved by potassium sorbate 
and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye® 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, natural flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C), freshness preserved by potassium 
sorbate and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye
Sweetened with 


Splenda®
Special Edition


Grapes from concentrate, maltodextrin, sugar, partially 
hydrogenated cottonseed oil, corn syrup, pears from 
concentrate, citric acid, carrageenan, acetylated mono 
and diglycerides, sodium citrate, malic acid, xanthan 
gum, vitamin C (ascorbic acid), locust bean gum, 
potassium citrate, sucralose, natural flavor, color (red 
40, blue 1), acerola extract (a natural source of vitamin 
C). Freshness preserved by potassium sorbate.


0.75 oz


General Mills


Fruit By the 
Foot®


Cherry Rage™
Special Edition


Grapes from concentrate, sugar, maltodextrin, corn 
syrup, pears from concentrate, partially hydrogenated 
cottonseed oil, carrageenan, citric acid, acetylated 
mono and diglycerides, glycerin, sodium citrate, malic 
acid, xanthan gum, vitamin C (ascorbic acid), locust 
bean gum, potassium citrate, natural & artificial flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C).


0.75 oz


General Mills


Fruit
Roll-Ups®


Crazy Colors®
Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Acerola Extract (a natural source of vitamin C), 
Natural Flavor, Color (red 40, yellow 5, blue 1). 


0.5 oz
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General Mills


Fruit Roll-Ups®
Blastin' Berry
Hot Colors®


Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Natural Flavor, Acerola Extract (a natural source 
of vitamin C), Color (yellow 5, red 40, blue 1). 


0.5 oz


General Mills


Fruit Roll-Ups®
Tropical Tie-


Dye™ 
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), natural 
flavor, acerola extract (a natural source of vitamin C), 
color (red 40, yellow 5, blue 1).


0.5 oz


General Mills


Fruit Roll-Ups®
Cherry Orange


Wildfire™
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), acerola 
extract (a natural source of vitamin C), color (red 40, 
yellow 5&6), natural flavor.


0.5 oz


General Mills
Fruit Roll-Ups®


Strawberry 
Special Edition


Pears from concentrate, polydextrose, dried corn syrup, 
sugar, corn syrup, maltodextrin, partially hydrogenated 
cottonseed oil. *Contains 2% or less of: citric acid, 
sodium citrate, distilled monoglycerides,  pectin, malic 
acid, vitamin C (ascorbic acid), acetylated mono and 
diglycerides, acerola extract (a natural source of vitamin 
C), natural flavor, color (red 40). *Adds a trivial amount 
of fat.


0.5 oz


General Mills


Fruit Roll-Ups®
Strawberry 


Sweetened with 
Splenda®


Special Edition


Pears from concentrate, maltodextrin, dried corn syrup, 
sugar, corn syrup, partially hydrogenated cottonseed oil, 
citric acid, sodium citrate, acetylated mono and 
diglycerides, pectin, malic acid, vitamin C (ascorbic 
acid), sucralose, acerola extract (a natural source of 
vitamin C), red 40, natural flavor.


0.5 oz


General Mills


Sneaky Stripes
Fruit String 


Thing®
Double Berry 


Punch Flavored
Special Edition


Orange juice from concentrate, grapes from 
concentrate, sugar, corn syrup, sugar, modified corn 
starch, pears from concentrate, dried corn syrup, 
partially hydrogenated cottonseed oil, citric acid, 
carrageenan, sodium citrate, monoglycerides, malic 
acid, vitamin C (ascorbic acid), high fructose corn syrup, 
potassium citrate, natural flavor, yellow 6, blue 1.  


0.73 oz
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General Mills


Fruit String 
Thing™


Strawberry 
Punch


Special Edition


Orange juice from concentrate, grapes from 
concentrate, corn syrup, sugar, modified corn starch, 
pears from concentrate, dried corn syrup, partially 
hydrogenated cottonseed oil, citric acid, carrageenan, 
sodium citrate, monoglycerides, malic acid, vitamin C 
(ascorbic acid), potassium citrate, natural flavor, red 40.  


0.73 oz


General Mills


Fruit Gushers®
Watermelon 


Blast®
Special Edition


Pears from concentrate, sugar, dried corn syrup, corn 
syrup, modified corn starch, fructose, grape juice from 
concentrate, contains 2% or less of: partially 
hydrogenated cottonseed oil, maltodextrin, cottonseed 
oil, carrageenan, citric acid, glycerin, distilled 
monoglycerides, sodium citrate, malic acid, vitamin C 
(ascorbic acid), potassium citrate, agar-agar, natural 
flavor, xanthan gum, acerola extract (a natural source of 
vitamin C), color (red 40, blue 1, yellow 5). 


0.9 oz


General Mills


Betty Crocker 
Special Edition 
Fruit Gushers®


Strawberry 


Pears from concentrate, corn syrup, sugar, fructose, 
modified corn starch, maltodextrin, grape juice from 
concentrate. Contains 2% or less of: partially 
hydrogenated cottonseed oil, cottonseed oil, 
carrageenan, citric acid, glycerin, distilled 
monoglycerdies, sodium citrate, malic acid, vitamin C 
(ascorbic acid), natural flavor, potassium citrate, agar-
agar, xanthan gum, red 40, acerola extract (a natural 
source of Vitamin C).


0.9 oz


General Mills


Scooby-Doo!™
Fruit Flavored 


Snacks
Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
Sunflower oil*, potassium citrate, maltodextrin Natural 
and Artificial Flavor,color (red 40, yellow 5, blue 1 and 
other color added), natural flavor, acerola extract (a 
natural source of Vitamin C), carnauba wax.  *Adds a 
trivial amount of fat


0.9 oz


General Mills


Sunkist® Mixed 
Fruit


Fruit Flavored 
Snacks


Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
potassium citrate, mineral oil, maltodextrin, natural 
flavor, acerola extract (a natural source of Vitamin C), 
carnauba wax, color (red 40, yellow 5, blue 1), 
beeswax.


0.9 oz
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General Mills


Sunkist® Fruit 
Spirals


Fruit Snacks
Special Edition


Grapes from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil, pears from 
concentrate, citric acid, acetylated mono and 
diglycerides, carrageenan, sodium citrate, malic acid, 
xanthan gum, vitamin c (ascorbic acid), locust bean 
gum, potassium citrate, sucralose, red 40, natural 
flavor, acerola extract (a natural source of vitamin C).  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Strawberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Raspberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Peach Orange


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Great Brands of 
Canada, Ltd.*


All Canadian™
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Watermelon


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Healthy Beverage 
Company


Steaz®
Grape Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
natural grape flavor, citric acid, sodium citrate, 
vegetable juice for color, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Green Tea with 
Lemon Flavored
Organic Sparkling 


Green Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, sodium citrate, natural lemon flavors, fair 
trade certified™ organic decaffeinated Ceylon green 
tea, ascorbic acid (vitamin C), and organic acerola juice 
concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Raspberry 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural raspberry flavor, citric acid, vegetable juice for 
color, sodium citrate, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Root Beer 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural root beer flavor, caramel color, fair trade 
certified™ organic decaffeinated Ceylon green tea, citric 
acid, ascorbic acid (vitamin C), organic acerola juice 
concentrate and sodium citrate.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Healthy Beverage 
Company


Steaz®
Orange Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, natural orange flavor, sodium citrate, beta 
carotene (vitamin A), fair trade certificed™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), organic acerola juice concentrate and vegetable 
juice for color. 


12 fl oz


Company Product Ingredient Statement
Portion 


Size


International Home 
Foods


Grist Mill™
Curious George™


Fruit Snacks


Fruit juice from concentrate (apple, pear, grape, 
strawberry, orange, lemon), corn syrup, sugar, modified 
food starch, partially hydrogenated vegetable oil 
(cottonseed and soybean), malic acid, natural and 
artificial flavors, mineral oil, ascorbic acid (vitamin C), 
soy lecithin, Blue 1, red 40, yellow 5, yellow 6, beeswax.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Clementine


Pure juice made from white grape, apple, lemon, 
orange, clementine, and acerola juice concentrates, 
sparkling water, natural flavor, citric acid, sodium citrate, 
gum arabic, beta carotene (color), ascorbic acid 
(Vitamin C), ester gum, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling
Grapefruit


Pure juice made from white grape, apple, orange, 
grapefruit, lemon and acerola juice concentrates, 
sparkling water, natural flavor, gum arabic, red radish 
juice (color), ascorbic acid (Vitamin C), ester gum, citric 
acid, sodium citrate, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Blackberry


Pure juice made from white grape, apple, blackberry, 
lemon, raspberry and acerola juice concentrates, 
sparkling water, citric acid, natural flavor, red grape 
juice concentrate (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Sparkling


Lemon


Sparkling water, grape juice concentrate, apple juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz
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Izze Beverage 
Company


Izze®
Sparkling


Pear


Sparkling water, pear juice concentrate, grape juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Apple


Pure juice made from white grape, apple, lemon and 
acerola juice concentrates, sparkling water, natural 
flavor, ascorbic acid (Vitamin C), niacinamide, 
pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Pomegranate


Pure juice made from apple, white grape, clarified 
pineapple, lemon, cranberry, pomegranate and acerola 
juice concentrates, sparkling water, natural flavor, fruit 
and vegetable juice (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Masterfoods USA* Xfruts Hyperfruit 
Snacks ™


Fruit extract, dextrin, gelatin, fruit juice from concentrate 
(strawberry, orange, grape, apple), fruit puree (apple, 
strawberry, grape), citric acid, less than 0.5% - ascorbic 
acid (vitamin C), coconut oil, carnauba wax, artificial & 
natural flavors, coloring (red 40, yellow 6, yellow 5, blue 
1).  


1.04 oz


Company Product Ingredient Statement
Portion 


Size


Mor Beverage 
Corporation 


Sparkling 
Enhanced Water 


Beverages - 
Pomegranate 


Lemon 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Mor Beverage 
Corporation 


Sparkling 
Enhanced Water - 


Raspberry 
Strawberry 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Mor Beverage 
Corporation 


Peach Passion 
Fruit 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Company Product Ingredient Statement
Portion 


Size


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling 


Strawberry Apple
Juice Blend


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Citrus Peach 
Juice Blend


USDA Grade A orange juice concentrate, apple juice 
concentrate, filtered water, white grapefruit concentrate, 
natural flavors, citric acid, sodium citrate, sodium 
benzoate & potassium sorbate (as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Kiwi Strawberry 
Juice Blend


Apple juice concentrate, filtered water, citric acid, 
strawberry juice concentrate, natural vegetable color, 
natural flavors, sodium benzoate & potassium sorbate 
(as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Fruit Punch
Juice Blend


Apple juice concentrate, filtered water, strawberry juice 
concentrate, natural flavors, natural vegetable color, 
citric acid, sodium benzoate & potassium sorbate (as 
preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz







Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Nestle USA


Nestle
Juicy Juice
Sparkling


Berry


Apple juice, grape juice, raspberry juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling


Apple


Apple juice, and acerola juice (water, juice 
concentrates), water, and less than 1% of natural 
flavors, citric acid, ascorbic acid (vitamin C), 
carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling
Orange


Apple juice, orange juice, tangerine juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Nine Iron
Nine Iron


Sport Hydration 
Drink


Carbonated water, sugar, citric acid, natural flavors, 
taurine, salt, sodium benzoate (preservative), potassium 
sorbate (preservative), potassium citrate, modified food 
starch, ester gum, ginkgo biloba extract, acerola cherry 
extract, niacinamide, pantothenic acid, pyridoxine HCL, 
yellow 5, blue 1, cyanocobalamin (Vitamin B12).


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Perfetti Van Melle


Airheads®
Fruit Spinners™


Fruit Snacks
Fruit Punch 


Fruit juice from concentrate (orange juice and cherry), 
sugar, flour, corn syrup, high fructose corn syrup, 
partially hydrogenated soybean oil, natural and artificial 
flavors, malic acid, citric acid, glycerine, water, cellulose 
gum, ascorbic acid, red 40 and yellow 5.  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Promotion in 
Motion, Inc.


DINOSAURS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lime, or 
grape), corn syrup, sucrose, gelatin, modified corn 
starch, citric acid, lactic acid, pectin, natural and artificial 
flavors, hydrogenated soybean oil, mineral oil, red #40, 
yellow #5, blue #1, yellow #6 and beeswax.


0.9 oz
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Promotion in 
Motion, Inc.


FRUIT PARADE®
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


ALL STARS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


Pirate's 
TREASURE™


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


JAWS™
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


TRICKERTREATS™ 


HALLOWEEN 
TIME


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


WELCH'S®
Fruit Snacks
Mixed Fruit


Juice from concentrates (grape, peach, pear and 
pineapple), corn syrup, sugar, modified corn starch, fruit 
puree (grape, apple, strawberry and raspberry), gelatin, 
citric acid, lactic acid, natural and artificial flavors, 
coconut oil, carnauba wax, ascorbic acid (vitamin C), 
vitamin A palmitate and beta carotene (vitamin A), alpha 
tocopherol acetate (vitamin E), red 40, blue 1, yellow 6 
and yellow 5. 


0.9 oz
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Red Toe Sodas, LLC Red Toe® Soda
Fruit Punch


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, ester gum, acesulfame potassium, 
calcium citrate, yellow No. 6, magnesium citrate, 
brominated vegetable oil, red No. 40. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Cherry Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Lemon-Lime


Carbonated water, orange juice concentrate, pear juice 
concentrate, citric acid, natural flavors, ascorbic acid 
(Vitamin C), potassium chloride, modified food startch, 
sucralose, acesulfame potassium, calcium citrate, ester 
gum, magnesium citrate, FD&C yellow No. 5.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Wave


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose, natural color.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Citrus Rush


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Wild Berry


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, natural color, ascorbic acid 
(vitamin C), sucralose.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Strawberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Black Cherry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz
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RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Raspberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Lemon-Lime


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Orange


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Wild Berry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


Company Product Ingredient Statement
Portion 


Size


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin c, natural 
flavor (grape flavor, pineapple flavor, lemon flavor, 
strawberry flavor, orange flavor), natural color (black 
carrot juice, turmeric), glazing agent (vegetable oil, 
carnauba wax).  Packaged in a facility that processes 
peanuts, tree nuts, milk, soy and wheat-containing 
products.


1.0 oz


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin C, artificial 
flavor (apple flavor, pineapple flavor, lemon flavor, 
cherry flavor, orange flavor), color (FD&C red No. 40, 
FD&C blue No. 1, FD&C yellow No. 5, FD&C yellow No. 
6), glazing agent (vegetable oil, carnauba wax).


2.25 oz


Sconza Candy 
Company*


Sconza® Sour  
Worms


Corn syrup, sugar, inulin, modified potato starch, 
gelatin, concentrated apple juice, citric acid, tartaric 
acid, fumaric acid, natural and artificial flavor (cherry 
flavor, raspberry flavor, lemon flavor, orange flavor, 
apple flavor), vitamin C, color (FD&C red No. 40, FD&C 
blue No. 1, FD&C yellow No. 5, FD&C yellow No. 6, 
titanium dioxide).


2.0 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Sconza Candy 
Company*


Sconza 
Scorchers Hot 
Chili Gummies 


Corn syrup, sugar, inulin, gelatin, citric acid, ascorbic 
acid, artificial flavor (mango flavor), natural flavor and 
natural color (paprika oleoresin), concentrated apple 
juice, color (FD&C red No. 40), contains soybean, 
manufactured in a facility that also processes milk-
containing products.


2 oz


Company Product Ingredient Statement
Portion 


Size


Skylar Haley


Essn®
Sparkling Blood 


Orange and 
Cranberry Juice


Filtered carbonated water, white grape juice 
concentrate, blood orange juice concentrate, cranberry 
juice concentrate, natural flavor.


8.4 fl oz


Skylar Haley


Essn®
Sparkling 
Minneola 


Tangerine Juice


Filtered carbonated water, white grape juice 
concentrate, Minneola tangerine juice concentrate, 
natural flavor.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Lemon Lime


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates apple, grape, lemon and 
acerola juice concentrates), natural flavor, ascorbic acid 
(Vitamin C), gum acacia.


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Orange 


Tangerine


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, tangerine, 
orange and acerola juice concentrates) gum acacia, 
natural flavors and colors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Watermelon
Strawberry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, acerola, 
strawberry and watermelon juice concentrates) natural 
flavors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Grape


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, concord grape, 
white grape and acerola juice concentrates), natural 
flavors, citric acid, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Fruit Punch


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, lemon, 
cherry, pineapple, orange, and acerola juice 
concentrates), natural flavors and colors, ascorbic acid 
(Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Kiwi Berry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, kiwi, 
acerola, raspberry and strawberry juice concentrates), 
natural flavors, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Black Cherry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, acerola 
and cherry juice concentrates), natural flavors, ascorbic 
acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Apple


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple and  acerola juice 
concentrates), natural flavors, ascorbic acid (Vitamin 
C).


8.0 fl oz     
8.3 fl oz


Company Product Ingredient Statement
Portion 


Size


Talking Rain 
Beverage Company


Sparkling ICE™
Black Raspberry 


Carbonated artesian spring water, natural flavors, 
marion blackberry juice concentrate, malic acid, 
sucralose, potassium sorbate (to ensure freshness), 
ascorbic acid (vitamin C), glucosamine, green tea 
extract, pyridoxide hydrochloride (B6) and 
cyanocobalamin (B12).


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Strawberry Kiwi


Carbonated artesian spring water, natural flavors, 
golden kiwi juice concentrate, citric acid, sucralose, 
potassium sorbate (to ensure freshness), ascorbic acid 
(vitamin C), magnesium lactate, glucosamine, calcium 
lactate and vitamin D.


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Pink Grapefruit


Carbonated artesian spring water, natural flavors, pink 
grapefruit juice concentrate, calcium lactate, potassium 
sorbate (to ensure freshness), sucralose, ascorbic acid 
(vitamin C), glucosamine and vitamin D. 


17 fl oz
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Donna S. Martin, EdS, RDN, LD, SNS, FAND
Director School Nutrition Program
Burke County Board of Education
789 Burke Veterans Parkway
Waynesboro, GA  30830

706-554-5393 (office)
706-554-5655 (fax)

DMartin@Burke.k12.ga.us

 

"USDA Healthier US School Challenge GOLD award recipient"

I
>>> Nancy Rice <NRice@doe.k12.ga.us> 7/15/2014 10:14 AM >>>



Please read the attached USDA numbered memorandum.  If you have questions, please call your area consultant.


 


Thank you.


 



Nancy Rice, M.Ed., RD, LD, SNS


State Director, School Nutrition Division


Georgia Department of Education


1662 Twin Towers East


205 Jesse Hill, Jr. Drive, SE


Atlanta, GA 30334


Phone:  404-651-6600 


FAX 404-463-3825


Email: nrice@doe.k12.ga.us


Website: http://gadoe.org


 


"Making Education Work for All Georgians"


 


“USDA is an equal opportunity provider and employer.”


This institution is an equal opportunity employer.
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Nancy Rice, M.Ed., RD, LD, SNS

State Director, School Nutrition Division

Georgia Department of Education

1662 Twin Towers East

205 Jesse Hill, Jr. Drive, SE

Atlanta, GA 30334

Phone:  404-651-6600
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1662 Twin Towers East
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Atlanta, GA 30334


Phone:  404-651-6600 


FAX 404-463-3825


Email: nrice@doe.k12.ga.us
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"Making Education Work for All Georgians"


 


“USDA is an equal opportunity provider and employer.”


This institution is an equal opportunity employer.
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4U2U Brands Fruit 66
Fruit Punch


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66


Kiwi
Strawberry


Pure juice from grape, apple, kiwi, strawberry, acerola 
and lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands Fruit 66
Oange Tangerine


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


 4U2U Brands
Fruit 66


Apple Berry


Pure juice from grape, apple, strawberry, blueberry, 
blackberry, acerola and lemon juice concentrates, 
sparkling water, natural flavors, natural color, Vitamin C, 
Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66 Epic Red 


(Strawberry 
Melon) 


Pure juice from grape, apple, strawberry, watermelon, 
acerola, lemon juice concentrates sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Yellow (Passion 
Fruit Mango)


Pure juice from grape, apple, mango, passionfruit, 
acerola, lemon juice concentrates, sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 
Purple (Black 


Cherry) 


Pure juice from grape, apple, black cherry, acerola, 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D, 
Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Green (Lemon 
Lime) 


Pure juice from grape, apple, lime, acerola, lemon juice 
concentrates, sparkling water, natural flavors, natural 
color, Vitamin C, Calcium, Vitamin D, Vitamin A, and 
fiber.


8 fl oz


Company Product Ingredient Statement
Portion 


Size


Albanese 
Confectionary 


Group, Inc.


A+ Gummi
Bears


Vegetable and Fruit Juice Concentrate (Carrot and 
Apple), Corn Syrup, Sugar, Gelatin, Citric Acid, Sorbitol, 
Natural and Artificial Flavors, FD&C Yellow No. 5&6, 
Blue No. 1, Red No. 40, Vegetable Oil (Coconut) and 
Carnauba Wax used for anti-sticking. Allergen 
Statement: Manufactured in a plant that processes 
peanuts, nutmeats, seeds, milk products, wheat 
products and soy products.


1.1 oz


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.
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Revised May 2014 - Exemption list is obsolete on July 1, 2014
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Albanese 
Confectionary 


Group, Inc.


A+ Juice
Bears


Vegetable and Fruit Juice from Concentrate (Carrot and 
Apple), Sugar, Soluble Dietary Fiber, Corn Syrup, 
Gelatin, Potato Starch, Citric Acid, Lactic Acid, Natural 
and Artificial Flavors, FD&C Red No. 40, Blue No. 1, 
Yellow Nos. 5&6, Vegetable Oil (Coconut) and 
Carnauba Wax (for anti-sticking). Manufactured in a 
plant that processes milk products, peanuts, soy, 
tree nuts, and wheat products.


1.1 oz


Company Product Ingredient Statement
Portion 


Size


Apple & Eve Fizz Ed
Green Apple


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, white grape, lemon and acerola juice 
concentrates), filtered carbonated water, natural flavors. 


8.4 fl oz


Apple & Eve Fizz Ed
Red Raspberry 


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, raspberry, lemon, acerola and black 
currant juice concentrates), filtered carbonated water, 
natural flavors, vegetable color. 


8.4 fl oz


Apple & Eve
Fizz Ed   


Pomegranate 
Cherry


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, pomegranate, lemon, cherry, black 
currant and acerola juice concentrates), filtered 
carbonated water, natural flavors, vegetable color.


8.4 fl oz


Apple & Eve Fizz Ed
Orange Mango


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, grape, mango, orange, passion fruit, 
acerola, lemon, and pineapple juice concentrates), 
filtered carbonated water, natural flavors, beta carotene 
(for color).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Arcor USA, Inc.*
Arcor


Fruit Snacks
Cherry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Arcor USA, Inc.*
Arcor


Fruit Snacks
Grape


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks
Mixed Fruit


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks 
Strawberry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


Company Product Ingredient Statement
Portion 


Size


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Dextrose, Citric Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Malic Acid, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Tumeric, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Dextrose, Citric 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Citric Acid, Malic Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Pectin, Ferric Phosphate, 
Niacinamide, Zinc Oxide, Colored with Tumeric, Vitamin 
A Acetate, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Citric Acid, Malic 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Tumeric, Grape Skin 
Extract, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Dextrose, Tapioca Starch, Corn Syrup, Citric 
Acid, Maltodextrin, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Colored with Dehydrated Beets, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Dehydrated Beets, Grape 
Skin Extract, Ferric Phosphate, Niacinaminde, Zinc 
Oxide, Vitamin A Acetate, Carnauba Wax, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Dextrose, Tapioca Starch, Corn Syrup, Citric Acid, 
Maltodextrin, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Malic Acid, 
Pectin, Colored with Grape Skin Extract, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Orange


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, orange juice 
from concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural orange 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Strawberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, strawberry 
juice from concentrate, blueberry juice from 
concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural strawberry 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Blueberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, blueberry 
juice from concentrate) (natural source of vitamin C), 
sugar, tapioca starch, corn syrup, citric acid, natural 
blueberry flavor, ascorbic acid (vitamin C), sodium 
citrate, pectin, purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Company Product Ingredient Statement
Portion 


Size


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Strawberry


Pineapple juice concentrate, pear juice concentrate, 
water, natural strawberry flavor, acerola juice 
concentrate, citric acid, fruit and vegetable color, 
sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Cherry


Pineapple juice concentrate, pear juice concentrate, 
water, acerola juice concentrate, fruit and vegetable 
color, citric acid, natural cherry type flavor, sodium 
benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
 5:1 concentrate 


Passionfruit-
Orange-Guava


Pineapple juice concentrate, pear juice concentrate, 
water, natural passionfruit, guava, mango flavors, 
acerola juice concentrate, citric acid, beta carotene, 
malic acid, fruit and vegetable color, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Watermelon


Pineapple juice concentrate, pear juice concentrate, 
water, natural watermelon flavor, acerola juice 
concentrate, fruit and vegetable color, sodium 
benzoate, citric acid. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Mango


Pineapple juice concentrate, pear juice concentrate, 
water, mango puree, acerola juice concentrate, 
passionfruit juice concentrate, natural mango type 
flavor, citric acid, beta carotene, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Lemon Lime


Pineapple juice concentrate, pear juice concentrate, 
water, lemon juice concentrate, acerola juice 
concentrate, citric acid, natural lemon lime flavor, 
sodium benzoate, antifoam, beta carotene. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Company Product Ingredient Statement
Portion 


Size


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Atomic Apple


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Filtered Water), Sugar, 
Maltodextrin, Pectin, Citric Acid, Apple Fiber, Natural 
Flavor, Sodium Citrate, Ascorbic Acid (Vitamin C). May 
contain traces of milk, wheat and soy.


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Chili Lime 
Fusion


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Lime Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Apple 
Pectin, Dried Apple, Apple Fiber, Citric Acid, Chili 
Pepper, Natural Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Charg-N Cherry


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Cherry Juice Concentrate, 
Elderberry Juice Concentrate, Filtered Water), Cane 
Sugar, Maltodextrin (corn), Dried Apple, Apple Pectin, 
Apple Fiber, Citric Acid, Natural Flavor, Ascorbic Acid 
(Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Citrus Cyclone


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Orange Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Dried 
Apple, Apple Pectin, Apple Fiber, Citric Acid, Natural 
Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Strawberry Blast


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, White Grape Juice 
Concentrate, Pineapple Juice Concentrate, Strawberry 
Juice Concentrate, Filtered Water), Cane Sugar, 
Maltodextrin (corn), Dried Apple, Apple Pectin, Apple 
Fiber, Citric Acid, Natural Flavor, Ascorbic Acid (Vitamin 
C). May contain traces of milk, wheat and soy.


0.75 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Canada Pure®*
Sparkling 


Refreshers
Strawberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Wildberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Raspberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Orange


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Company Product Ingredient Statement
Portion 


Size


Chill Beverage 
Company


Chill Soda
Guava


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
carrot and currant juice (for color), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6 (pyridoxine hydrochloride).


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Chill Beverage 
Company


Chill Soda
Kola


Pure filtered carbonated water, organic agave nectar, 
natural flavors, natural color (caramel color), tartaric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Limon


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
sodium citrate, potassium citrate (electrolyte), organic 
monk fruit concentrate, Vitamin B3 (niacinamide), 
Vitamin A (palmitate), Vitamin B5 (calcium 
pantothenate), Vitamin B12, Vitamin D3, Vitamin B6  
(pyridoxine hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Pome


Pure filtered carbonated water, organic agave nectar, 
natural flavors, carrot and currant juice (for color), citric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Company Product Ingredient Statement
Portion 


Size
 Clearly Canadian® 


Beverage
Corporation*


Quencher™
Grape


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Apple


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Tropical Lime


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Fruit & Berry


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Dr. Parsons Dairy 
LLC


e-Moo®
Berry


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Blue #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Bubblegum


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Pink #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Chocolate


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Brown #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Orange Sparkle


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Yellow #5, Vitamin A Palmitate, Vitamin D3, 
Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Cappuccino


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Chocolate


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Company Product Ingredient Statement
Portion 


Size


Envy Foods
Envy®


Sparkling
Acai Berry


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
lemon and acerola juice concentrates), calcium lactate, 
acai puree, natural flavor, ascorbic acid (Vitamin C), 
fruit and vegetable juice (color), Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling 
Strawberry Kiwi


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape,  
strawberry and acerola juice concentrates), natural 
flavors, calcium lactate, ascorbic acid (Vitamin C), 
Vitamin A palmitate and Vitamin D3.


8.3 fl oz
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Envy Foods
Envy®


Sparkling
Troical Mango


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
mango and acerola juice concentrates), calcium lactate, 
natural flavors, ascorbic acid (Vitamin C), cochineal 
(color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Fruit Punch


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape and 
acerola juice concentrates), calcium lactate, natural 
flavor, ascorbic acid (Vitamin C), fruit and vegetable 
juice (color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Green Apple


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape and 
acerola juice concentrates), calcium lactate, ascorbic 
acid (Vitamin C), natural flavor, Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Company Product Ingredient Statement
Portion 


Size
Farley & Sather's 
Candy Company, 


Inc.
formerly
Brach's 


Confections, Inc.


Brach's
Orchard Fruit®
Fruit Snacks


Orange juice from concentrate, corn syrup, sugar, 
gelatin, sorbitol, malic acid, ascorbic acid (Vitamin C), 
sodium citrate, natural and artificial flavors, mineral oil*, 
carnauba wax*, Red 40, Blue 1, Yellow 6, Yellow 5.  
*Adds a dietarily insignificant amount of fat.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size
FIZZA, LLC.


formally
Biofree-USA


FIZZA
Orange
Crème


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Apple


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Blue Ridge Cola


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz
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Fruit Wave H20 Green Apple 
Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural Apple  flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


 Fruit Wave H20 Cherry Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural cherry flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


Fruit Wave H20        Kiwi 
Watermelon 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural Kiwi Watermelon flavoring, Citric acid, Malic 
acid, Potassium sorbate, Sodium chloride, Sodium 
citrate, Acerola juice, Aspartame, Acesulfame 
Potassium.


12 fl oz


Fruit Wave H20 Orange 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Malic acid, Natural orange flavoring, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerolajuice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Grape 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural grape flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Mango 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural mango flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Gage Foods Fruit Shapes
Fruit Snacks


Fruit juice from concentrate (orange, cherry, grape, 
strawberry, lemon, apple), corn syrup, sugar, gelatin, 
sorbitol, malic acid, ascorbic acid, sodium citrate, 


0.9 oz


Company Product Ingredient Statement
Portion 


Size


General Mills


Fruit By the 
Foot®


Color By the 
Foot® 


Triple Fruit 
Punch 


Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, natural flavor, potassium citrate, 
color (yellow 5, red 40, blue 1), acerola extract (a 
natural source of vitamin C), freshness preserved by 
potassium sorbate and TBHQ.


0.75 oz
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General Mills


Fruit By the 
Foot®


Strawberry 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, color (red 
40), natural flavor, acerola extract (a natural source of 
vitamin C),  freshness preserved by potassium sorbate 
and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye® 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, natural flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C), freshness preserved by potassium 
sorbate and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye
Sweetened with 


Splenda®
Special Edition


Grapes from concentrate, maltodextrin, sugar, partially 
hydrogenated cottonseed oil, corn syrup, pears from 
concentrate, citric acid, carrageenan, acetylated mono 
and diglycerides, sodium citrate, malic acid, xanthan 
gum, vitamin C (ascorbic acid), locust bean gum, 
potassium citrate, sucralose, natural flavor, color (red 
40, blue 1), acerola extract (a natural source of vitamin 
C). Freshness preserved by potassium sorbate.


0.75 oz


General Mills


Fruit By the 
Foot®


Cherry Rage™
Special Edition


Grapes from concentrate, sugar, maltodextrin, corn 
syrup, pears from concentrate, partially hydrogenated 
cottonseed oil, carrageenan, citric acid, acetylated 
mono and diglycerides, glycerin, sodium citrate, malic 
acid, xanthan gum, vitamin C (ascorbic acid), locust 
bean gum, potassium citrate, natural & artificial flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C).


0.75 oz


General Mills


Fruit
Roll-Ups®


Crazy Colors®
Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Acerola Extract (a natural source of vitamin C), 
Natural Flavor, Color (red 40, yellow 5, blue 1). 


0.5 oz
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General Mills


Fruit Roll-Ups®
Blastin' Berry
Hot Colors®


Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Natural Flavor, Acerola Extract (a natural source 
of vitamin C), Color (yellow 5, red 40, blue 1). 


0.5 oz


General Mills


Fruit Roll-Ups®
Tropical Tie-


Dye™ 
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), natural 
flavor, acerola extract (a natural source of vitamin C), 
color (red 40, yellow 5, blue 1).


0.5 oz


General Mills


Fruit Roll-Ups®
Cherry Orange


Wildfire™
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), acerola 
extract (a natural source of vitamin C), color (red 40, 
yellow 5&6), natural flavor.


0.5 oz


General Mills
Fruit Roll-Ups®


Strawberry 
Special Edition


Pears from concentrate, polydextrose, dried corn syrup, 
sugar, corn syrup, maltodextrin, partially hydrogenated 
cottonseed oil. *Contains 2% or less of: citric acid, 
sodium citrate, distilled monoglycerides,  pectin, malic 
acid, vitamin C (ascorbic acid), acetylated mono and 
diglycerides, acerola extract (a natural source of vitamin 
C), natural flavor, color (red 40). *Adds a trivial amount 
of fat.


0.5 oz


General Mills


Fruit Roll-Ups®
Strawberry 


Sweetened with 
Splenda®


Special Edition


Pears from concentrate, maltodextrin, dried corn syrup, 
sugar, corn syrup, partially hydrogenated cottonseed oil, 
citric acid, sodium citrate, acetylated mono and 
diglycerides, pectin, malic acid, vitamin C (ascorbic 
acid), sucralose, acerola extract (a natural source of 
vitamin C), red 40, natural flavor.


0.5 oz


General Mills


Sneaky Stripes
Fruit String 


Thing®
Double Berry 


Punch Flavored
Special Edition


Orange juice from concentrate, grapes from 
concentrate, sugar, corn syrup, sugar, modified corn 
starch, pears from concentrate, dried corn syrup, 
partially hydrogenated cottonseed oil, citric acid, 
carrageenan, sodium citrate, monoglycerides, malic 
acid, vitamin C (ascorbic acid), high fructose corn syrup, 
potassium citrate, natural flavor, yellow 6, blue 1.  


0.73 oz
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General Mills


Fruit String 
Thing™


Strawberry 
Punch


Special Edition


Orange juice from concentrate, grapes from 
concentrate, corn syrup, sugar, modified corn starch, 
pears from concentrate, dried corn syrup, partially 
hydrogenated cottonseed oil, citric acid, carrageenan, 
sodium citrate, monoglycerides, malic acid, vitamin C 
(ascorbic acid), potassium citrate, natural flavor, red 40.  


0.73 oz


General Mills


Fruit Gushers®
Watermelon 


Blast®
Special Edition


Pears from concentrate, sugar, dried corn syrup, corn 
syrup, modified corn starch, fructose, grape juice from 
concentrate, contains 2% or less of: partially 
hydrogenated cottonseed oil, maltodextrin, cottonseed 
oil, carrageenan, citric acid, glycerin, distilled 
monoglycerides, sodium citrate, malic acid, vitamin C 
(ascorbic acid), potassium citrate, agar-agar, natural 
flavor, xanthan gum, acerola extract (a natural source of 
vitamin C), color (red 40, blue 1, yellow 5). 


0.9 oz


General Mills


Betty Crocker 
Special Edition 
Fruit Gushers®


Strawberry 


Pears from concentrate, corn syrup, sugar, fructose, 
modified corn starch, maltodextrin, grape juice from 
concentrate. Contains 2% or less of: partially 
hydrogenated cottonseed oil, cottonseed oil, 
carrageenan, citric acid, glycerin, distilled 
monoglycerdies, sodium citrate, malic acid, vitamin C 
(ascorbic acid), natural flavor, potassium citrate, agar-
agar, xanthan gum, red 40, acerola extract (a natural 
source of Vitamin C).


0.9 oz


General Mills


Scooby-Doo!™
Fruit Flavored 


Snacks
Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
Sunflower oil*, potassium citrate, maltodextrin Natural 
and Artificial Flavor,color (red 40, yellow 5, blue 1 and 
other color added), natural flavor, acerola extract (a 
natural source of Vitamin C), carnauba wax.  *Adds a 
trivial amount of fat


0.9 oz


General Mills


Sunkist® Mixed 
Fruit


Fruit Flavored 
Snacks


Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
potassium citrate, mineral oil, maltodextrin, natural 
flavor, acerola extract (a natural source of Vitamin C), 
carnauba wax, color (red 40, yellow 5, blue 1), 
beeswax.


0.9 oz
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General Mills


Sunkist® Fruit 
Spirals


Fruit Snacks
Special Edition


Grapes from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil, pears from 
concentrate, citric acid, acetylated mono and 
diglycerides, carrageenan, sodium citrate, malic acid, 
xanthan gum, vitamin c (ascorbic acid), locust bean 
gum, potassium citrate, sucralose, red 40, natural 
flavor, acerola extract (a natural source of vitamin C).  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Strawberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Raspberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Peach Orange


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Great Brands of 
Canada, Ltd.*


All Canadian™
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Watermelon


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Healthy Beverage 
Company


Steaz®
Grape Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
natural grape flavor, citric acid, sodium citrate, 
vegetable juice for color, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Green Tea with 
Lemon Flavored
Organic Sparkling 


Green Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, sodium citrate, natural lemon flavors, fair 
trade certified™ organic decaffeinated Ceylon green 
tea, ascorbic acid (vitamin C), and organic acerola juice 
concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Raspberry 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural raspberry flavor, citric acid, vegetable juice for 
color, sodium citrate, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Root Beer 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural root beer flavor, caramel color, fair trade 
certified™ organic decaffeinated Ceylon green tea, citric 
acid, ascorbic acid (vitamin C), organic acerola juice 
concentrate and sodium citrate.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Healthy Beverage 
Company


Steaz®
Orange Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, natural orange flavor, sodium citrate, beta 
carotene (vitamin A), fair trade certificed™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), organic acerola juice concentrate and vegetable 
juice for color. 


12 fl oz


Company Product Ingredient Statement
Portion 


Size


International Home 
Foods


Grist Mill™
Curious George™


Fruit Snacks


Fruit juice from concentrate (apple, pear, grape, 
strawberry, orange, lemon), corn syrup, sugar, modified 
food starch, partially hydrogenated vegetable oil 
(cottonseed and soybean), malic acid, natural and 
artificial flavors, mineral oil, ascorbic acid (vitamin C), 
soy lecithin, Blue 1, red 40, yellow 5, yellow 6, beeswax.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Clementine


Pure juice made from white grape, apple, lemon, 
orange, clementine, and acerola juice concentrates, 
sparkling water, natural flavor, citric acid, sodium citrate, 
gum arabic, beta carotene (color), ascorbic acid 
(Vitamin C), ester gum, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling
Grapefruit


Pure juice made from white grape, apple, orange, 
grapefruit, lemon and acerola juice concentrates, 
sparkling water, natural flavor, gum arabic, red radish 
juice (color), ascorbic acid (Vitamin C), ester gum, citric 
acid, sodium citrate, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Blackberry


Pure juice made from white grape, apple, blackberry, 
lemon, raspberry and acerola juice concentrates, 
sparkling water, citric acid, natural flavor, red grape 
juice concentrate (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Sparkling


Lemon


Sparkling water, grape juice concentrate, apple juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz
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Izze Beverage 
Company


Izze®
Sparkling


Pear


Sparkling water, pear juice concentrate, grape juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Apple


Pure juice made from white grape, apple, lemon and 
acerola juice concentrates, sparkling water, natural 
flavor, ascorbic acid (Vitamin C), niacinamide, 
pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Pomegranate


Pure juice made from apple, white grape, clarified 
pineapple, lemon, cranberry, pomegranate and acerola 
juice concentrates, sparkling water, natural flavor, fruit 
and vegetable juice (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Masterfoods USA* Xfruts Hyperfruit 
Snacks ™


Fruit extract, dextrin, gelatin, fruit juice from concentrate 
(strawberry, orange, grape, apple), fruit puree (apple, 
strawberry, grape), citric acid, less than 0.5% - ascorbic 
acid (vitamin C), coconut oil, carnauba wax, artificial & 
natural flavors, coloring (red 40, yellow 6, yellow 5, blue 
1).  


1.04 oz


Company Product Ingredient Statement
Portion 


Size


Mor Beverage 
Corporation 


Sparkling 
Enhanced Water 


Beverages - 
Pomegranate 


Lemon 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Mor Beverage 
Corporation 


Sparkling 
Enhanced Water - 


Raspberry 
Strawberry 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Mor Beverage 
Corporation 


Peach Passion 
Fruit 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Company Product Ingredient Statement
Portion 


Size


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling 


Strawberry Apple
Juice Blend


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Citrus Peach 
Juice Blend


USDA Grade A orange juice concentrate, apple juice 
concentrate, filtered water, white grapefruit concentrate, 
natural flavors, citric acid, sodium citrate, sodium 
benzoate & potassium sorbate (as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Kiwi Strawberry 
Juice Blend


Apple juice concentrate, filtered water, citric acid, 
strawberry juice concentrate, natural vegetable color, 
natural flavors, sodium benzoate & potassium sorbate 
(as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Fruit Punch
Juice Blend


Apple juice concentrate, filtered water, strawberry juice 
concentrate, natural flavors, natural vegetable color, 
citric acid, sodium benzoate & potassium sorbate (as 
preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz
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Nestle USA


Nestle
Juicy Juice
Sparkling


Berry


Apple juice, grape juice, raspberry juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling


Apple


Apple juice, and acerola juice (water, juice 
concentrates), water, and less than 1% of natural 
flavors, citric acid, ascorbic acid (vitamin C), 
carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling
Orange


Apple juice, orange juice, tangerine juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Nine Iron
Nine Iron


Sport Hydration 
Drink


Carbonated water, sugar, citric acid, natural flavors, 
taurine, salt, sodium benzoate (preservative), potassium 
sorbate (preservative), potassium citrate, modified food 
starch, ester gum, ginkgo biloba extract, acerola cherry 
extract, niacinamide, pantothenic acid, pyridoxine HCL, 
yellow 5, blue 1, cyanocobalamin (Vitamin B12).


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Perfetti Van Melle


Airheads®
Fruit Spinners™


Fruit Snacks
Fruit Punch 


Fruit juice from concentrate (orange juice and cherry), 
sugar, flour, corn syrup, high fructose corn syrup, 
partially hydrogenated soybean oil, natural and artificial 
flavors, malic acid, citric acid, glycerine, water, cellulose 
gum, ascorbic acid, red 40 and yellow 5.  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Promotion in 
Motion, Inc.


DINOSAURS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lime, or 
grape), corn syrup, sucrose, gelatin, modified corn 
starch, citric acid, lactic acid, pectin, natural and artificial 
flavors, hydrogenated soybean oil, mineral oil, red #40, 
yellow #5, blue #1, yellow #6 and beeswax.


0.9 oz
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Promotion in 
Motion, Inc.


FRUIT PARADE®
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


ALL STARS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


Pirate's 
TREASURE™


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


JAWS™
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


TRICKERTREATS™ 


HALLOWEEN 
TIME


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


WELCH'S®
Fruit Snacks
Mixed Fruit


Juice from concentrates (grape, peach, pear and 
pineapple), corn syrup, sugar, modified corn starch, fruit 
puree (grape, apple, strawberry and raspberry), gelatin, 
citric acid, lactic acid, natural and artificial flavors, 
coconut oil, carnauba wax, ascorbic acid (vitamin C), 
vitamin A palmitate and beta carotene (vitamin A), alpha 
tocopherol acetate (vitamin E), red 40, blue 1, yellow 6 
and yellow 5. 


0.9 oz
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Red Toe Sodas, LLC Red Toe® Soda
Fruit Punch


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, ester gum, acesulfame potassium, 
calcium citrate, yellow No. 6, magnesium citrate, 
brominated vegetable oil, red No. 40. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Cherry Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Lemon-Lime


Carbonated water, orange juice concentrate, pear juice 
concentrate, citric acid, natural flavors, ascorbic acid 
(Vitamin C), potassium chloride, modified food startch, 
sucralose, acesulfame potassium, calcium citrate, ester 
gum, magnesium citrate, FD&C yellow No. 5.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Wave


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose, natural color.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Citrus Rush


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Wild Berry


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, natural color, ascorbic acid 
(vitamin C), sucralose.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Strawberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Black Cherry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz
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RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Raspberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Lemon-Lime


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Orange


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Wild Berry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


Company Product Ingredient Statement
Portion 


Size


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin c, natural 
flavor (grape flavor, pineapple flavor, lemon flavor, 
strawberry flavor, orange flavor), natural color (black 
carrot juice, turmeric), glazing agent (vegetable oil, 
carnauba wax).  Packaged in a facility that processes 
peanuts, tree nuts, milk, soy and wheat-containing 
products.


1.0 oz


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin C, artificial 
flavor (apple flavor, pineapple flavor, lemon flavor, 
cherry flavor, orange flavor), color (FD&C red No. 40, 
FD&C blue No. 1, FD&C yellow No. 5, FD&C yellow No. 
6), glazing agent (vegetable oil, carnauba wax).


2.25 oz


Sconza Candy 
Company*


Sconza® Sour  
Worms


Corn syrup, sugar, inulin, modified potato starch, 
gelatin, concentrated apple juice, citric acid, tartaric 
acid, fumaric acid, natural and artificial flavor (cherry 
flavor, raspberry flavor, lemon flavor, orange flavor, 
apple flavor), vitamin C, color (FD&C red No. 40, FD&C 
blue No. 1, FD&C yellow No. 5, FD&C yellow No. 6, 
titanium dioxide).


2.0 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Sconza Candy 
Company*


Sconza 
Scorchers Hot 
Chili Gummies 


Corn syrup, sugar, inulin, gelatin, citric acid, ascorbic 
acid, artificial flavor (mango flavor), natural flavor and 
natural color (paprika oleoresin), concentrated apple 
juice, color (FD&C red No. 40), contains soybean, 
manufactured in a facility that also processes milk-
containing products.


2 oz


Company Product Ingredient Statement
Portion 


Size


Skylar Haley


Essn®
Sparkling Blood 


Orange and 
Cranberry Juice


Filtered carbonated water, white grape juice 
concentrate, blood orange juice concentrate, cranberry 
juice concentrate, natural flavor.


8.4 fl oz


Skylar Haley


Essn®
Sparkling 
Minneola 


Tangerine Juice


Filtered carbonated water, white grape juice 
concentrate, Minneola tangerine juice concentrate, 
natural flavor.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Lemon Lime


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates apple, grape, lemon and 
acerola juice concentrates), natural flavor, ascorbic acid 
(Vitamin C), gum acacia.


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Orange 


Tangerine


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, tangerine, 
orange and acerola juice concentrates) gum acacia, 
natural flavors and colors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Watermelon
Strawberry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, acerola, 
strawberry and watermelon juice concentrates) natural 
flavors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Grape


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, concord grape, 
white grape and acerola juice concentrates), natural 
flavors, citric acid, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Fruit Punch


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, lemon, 
cherry, pineapple, orange, and acerola juice 
concentrates), natural flavors and colors, ascorbic acid 
(Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Kiwi Berry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, kiwi, 
acerola, raspberry and strawberry juice concentrates), 
natural flavors, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Black Cherry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, acerola 
and cherry juice concentrates), natural flavors, ascorbic 
acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Apple


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple and  acerola juice 
concentrates), natural flavors, ascorbic acid (Vitamin 
C).


8.0 fl oz     
8.3 fl oz


Company Product Ingredient Statement
Portion 


Size


Talking Rain 
Beverage Company


Sparkling ICE™
Black Raspberry 


Carbonated artesian spring water, natural flavors, 
marion blackberry juice concentrate, malic acid, 
sucralose, potassium sorbate (to ensure freshness), 
ascorbic acid (vitamin C), glucosamine, green tea 
extract, pyridoxide hydrochloride (B6) and 
cyanocobalamin (B12).


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Strawberry Kiwi


Carbonated artesian spring water, natural flavors, 
golden kiwi juice concentrate, citric acid, sucralose, 
potassium sorbate (to ensure freshness), ascorbic acid 
(vitamin C), magnesium lactate, glucosamine, calcium 
lactate and vitamin D.


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Pink Grapefruit


Carbonated artesian spring water, natural flavors, pink 
grapefruit juice concentrate, calcium lactate, potassium 
sorbate (to ensure freshness), sucralose, ascorbic acid 
(vitamin C), glucosamine and vitamin D. 


17 fl oz
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Labels bearing the below product names must have the corresponding ingredient statement and portion size.





		Sheet1



SP_53_2014_Attachment___Transition_of_Foods_and_Foods_of_Minimal_Nutritional_Value_to_Smart_Snacks_in_School_Standards.pdf

SP_53_2014_Attachment___Transition_of_Foods_and_Foods_of_Minimal_Nutritional_Value_to_Smart_Snacks_in_School_Standards.pdf



FAX 404-463-3825

Email: nrice@doe.k12.ga.us

Website: http://gadoe.org

 

"Making Education Work for All Georgians"

 

"USDA is an equal opportunity provider and employer."

This institution is an equal opportunity employer.

Page 184



58. SP 53-2014: Transition of Foods and Foods of Minimal Nutritional Value to Smart Snacks in

School Standards

From: Nancy Rice <NRice@doe.k12.ga.us>

To: dmartin@burke.k12.ga.us

Cc: FBO - School Nutrition <FBO-SchoolNutrition@doe.k12.ga.us>

Sent Date: Jul 15, 2014 10:15:43

Subject: SP 53-2014: Transition of Foods and Foods of Minimal Nutritional Value to

Smart Snacks in School Standards

Attachment: SP 53-2014 Transition of Foods and Foods of Minimal Nutritional Value to
Smart Snacks in School Standards.pdf
SP 53-2014 Attachment - Transition of Foods and Foods of Minimal Nutritional
Value to Smart Snacks in School Standards.pdf

Please read the attached USDA numbered memorandum.  If you have questions, please call your

area consultant.

 

 

Thank you.

 

 

Nancy Rice, M.Ed., RD, LD, SNS

 

State Director, School Nutrition Division

 

Georgia Department of Education

 

1662 Twin Towers East

 

205 Jesse Hill, Jr. Drive, SE

 

Atlanta, GA 30334

 

Phone:  404-651-6600 

FAX 404-463-3825

 

Email: nrice@doe.k12.ga.us

 

Website: http://gadoe.org
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DATE:   June 30, 2014 
 
 
MEMO CODE: SP 53 - 2014 
 
SUBJECT:  Transition of Foods and Foods of Minimal Nutritional Value to 
   Smart Snacks in School Standards 
 
TO:   Regional Directors 
   Child Nutrition Programs 
   All Regions 
  
   State Directors 
   Child Nutrition Programs 
   All States 
 
This memorandum is to inform you that all Foods of Minimal Nutritional Value exemptions 
will end on June 30, 2014. Therefore, the attached list, Exemptions Under the Competitive 
Foods Regulation will become obsolete on July 1, 2014. 
  
Beginning July, 1, 2014, the interim final rule for Smart Snacks in School (Smart Snacks) 
will go into effect for School Year 2014-2015. Therefore, any competitive foods and 
beverages must meet the nutrition standards specified in the interim final rule.  
 
In addition, the Food and Nutrition Service (FNS) would like to make you aware of an 
important new tool titled, Smart Snacks Product Calculator developed by the Alliance for a 
Healthier Generation. FNS has thoroughly reviewed this online tool and has determined it to 
be accurate in assessing food and beverage product compliance with the federal requirements 
for Smart Snacks in School. We encourage everyone that is interested in determining if a 
specific product can be sold under the Smart Snacks requirements to use the calculator.  
Companies that have an interest in providing their product information to the Alliance for 
inclusion in a database should contact them directly using the information on the calculator 
webpage. 
 
The link to the Smart Snacks Product Calculator may be found at the following website:  
http://healthymeals.nal.usda.gov/smartsnacks. Additional information on Smart Snacks in 
School can be found: http://www.fns.usda.gov/school-meals/smart-snacks-schools.  
 


 
United States 
Department of 
Agriculture 
 
Food and 
Nutrition           
Service 
 
 
3101 Park 
Center Drive 
Alexandria, VA 
22302-1500 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



http://healthymeals.nal.usda.gov/smartsnacks

http://www.fns.usda.gov/school-meals/smart-snacks-schools





                                                         


Regional and State Directors 
Page 2  
 
States are reminded to immediately distribute this memorandum to School Food Authorities.  State 
agencies should contact the appropriate FNS regional office with any questions about this 
information, the exemption list, or if you need assistance in determining the category of a specific 
food.   
 
Sincerely,  
 


 
 
Cynthia Long 
Deputy Administrator 
Child Nutrition Programs 
 
 





		Beginning July, 1, 2014, the interim final rule for Smart Snacks in School (Smart Snacks) will go into effect for School Year 2014-2015. Therefore, any competitive foods and beverages must meet the nutrition standards specified in the interim final ru...
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Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


4U2U Brands Fruit 66
Fruit Punch


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66


Kiwi
Strawberry


Pure juice from grape, apple, kiwi, strawberry, acerola 
and lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands Fruit 66
Oange Tangerine


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


 4U2U Brands
Fruit 66


Apple Berry


Pure juice from grape, apple, strawberry, blueberry, 
blackberry, acerola and lemon juice concentrates, 
sparkling water, natural flavors, natural color, Vitamin C, 
Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66 Epic Red 


(Strawberry 
Melon) 


Pure juice from grape, apple, strawberry, watermelon, 
acerola, lemon juice concentrates sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Yellow (Passion 
Fruit Mango)


Pure juice from grape, apple, mango, passionfruit, 
acerola, lemon juice concentrates, sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 
Purple (Black 


Cherry) 


Pure juice from grape, apple, black cherry, acerola, 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D, 
Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Green (Lemon 
Lime) 


Pure juice from grape, apple, lime, acerola, lemon juice 
concentrates, sparkling water, natural flavors, natural 
color, Vitamin C, Calcium, Vitamin D, Vitamin A, and 
fiber.


8 fl oz


Company Product Ingredient Statement
Portion 


Size


Albanese 
Confectionary 


Group, Inc.


A+ Gummi
Bears


Vegetable and Fruit Juice Concentrate (Carrot and 
Apple), Corn Syrup, Sugar, Gelatin, Citric Acid, Sorbitol, 
Natural and Artificial Flavors, FD&C Yellow No. 5&6, 
Blue No. 1, Red No. 40, Vegetable Oil (Coconut) and 
Carnauba Wax used for anti-sticking. Allergen 
Statement: Manufactured in a plant that processes 
peanuts, nutmeats, seeds, milk products, wheat 
products and soy products.


1.1 oz


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.
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Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Albanese 
Confectionary 


Group, Inc.


A+ Juice
Bears


Vegetable and Fruit Juice from Concentrate (Carrot and 
Apple), Sugar, Soluble Dietary Fiber, Corn Syrup, 
Gelatin, Potato Starch, Citric Acid, Lactic Acid, Natural 
and Artificial Flavors, FD&C Red No. 40, Blue No. 1, 
Yellow Nos. 5&6, Vegetable Oil (Coconut) and 
Carnauba Wax (for anti-sticking). Manufactured in a 
plant that processes milk products, peanuts, soy, 
tree nuts, and wheat products.


1.1 oz


Company Product Ingredient Statement
Portion 


Size


Apple & Eve Fizz Ed
Green Apple


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, white grape, lemon and acerola juice 
concentrates), filtered carbonated water, natural flavors. 


8.4 fl oz


Apple & Eve Fizz Ed
Red Raspberry 


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, raspberry, lemon, acerola and black 
currant juice concentrates), filtered carbonated water, 
natural flavors, vegetable color. 


8.4 fl oz


Apple & Eve
Fizz Ed   


Pomegranate 
Cherry


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, pomegranate, lemon, cherry, black 
currant and acerola juice concentrates), filtered 
carbonated water, natural flavors, vegetable color.


8.4 fl oz


Apple & Eve Fizz Ed
Orange Mango


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, grape, mango, orange, passion fruit, 
acerola, lemon, and pineapple juice concentrates), 
filtered carbonated water, natural flavors, beta carotene 
(for color).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Arcor USA, Inc.*
Arcor


Fruit Snacks
Cherry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Arcor USA, Inc.*
Arcor


Fruit Snacks
Grape


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks
Mixed Fruit


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks 
Strawberry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


Company Product Ingredient Statement
Portion 


Size


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Dextrose, Citric Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Malic Acid, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Tumeric, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Dextrose, Citric 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Citric Acid, Malic Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Pectin, Ferric Phosphate, 
Niacinamide, Zinc Oxide, Colored with Tumeric, Vitamin 
A Acetate, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Citric Acid, Malic 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Tumeric, Grape Skin 
Extract, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Dextrose, Tapioca Starch, Corn Syrup, Citric 
Acid, Maltodextrin, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Colored with Dehydrated Beets, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Dehydrated Beets, Grape 
Skin Extract, Ferric Phosphate, Niacinaminde, Zinc 
Oxide, Vitamin A Acetate, Carnauba Wax, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Dextrose, Tapioca Starch, Corn Syrup, Citric Acid, 
Maltodextrin, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Malic Acid, 
Pectin, Colored with Grape Skin Extract, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Orange


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, orange juice 
from concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural orange 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Strawberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, strawberry 
juice from concentrate, blueberry juice from 
concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural strawberry 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Blueberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, blueberry 
juice from concentrate) (natural source of vitamin C), 
sugar, tapioca starch, corn syrup, citric acid, natural 
blueberry flavor, ascorbic acid (vitamin C), sodium 
citrate, pectin, purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Company Product Ingredient Statement
Portion 


Size


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Strawberry


Pineapple juice concentrate, pear juice concentrate, 
water, natural strawberry flavor, acerola juice 
concentrate, citric acid, fruit and vegetable color, 
sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Cherry


Pineapple juice concentrate, pear juice concentrate, 
water, acerola juice concentrate, fruit and vegetable 
color, citric acid, natural cherry type flavor, sodium 
benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
 5:1 concentrate 


Passionfruit-
Orange-Guava


Pineapple juice concentrate, pear juice concentrate, 
water, natural passionfruit, guava, mango flavors, 
acerola juice concentrate, citric acid, beta carotene, 
malic acid, fruit and vegetable color, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Watermelon


Pineapple juice concentrate, pear juice concentrate, 
water, natural watermelon flavor, acerola juice 
concentrate, fruit and vegetable color, sodium 
benzoate, citric acid. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Mango


Pineapple juice concentrate, pear juice concentrate, 
water, mango puree, acerola juice concentrate, 
passionfruit juice concentrate, natural mango type 
flavor, citric acid, beta carotene, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Lemon Lime


Pineapple juice concentrate, pear juice concentrate, 
water, lemon juice concentrate, acerola juice 
concentrate, citric acid, natural lemon lime flavor, 
sodium benzoate, antifoam, beta carotene. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Company Product Ingredient Statement
Portion 


Size


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Atomic Apple


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Filtered Water), Sugar, 
Maltodextrin, Pectin, Citric Acid, Apple Fiber, Natural 
Flavor, Sodium Citrate, Ascorbic Acid (Vitamin C). May 
contain traces of milk, wheat and soy.


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Chili Lime 
Fusion


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Lime Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Apple 
Pectin, Dried Apple, Apple Fiber, Citric Acid, Chili 
Pepper, Natural Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Charg-N Cherry


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Cherry Juice Concentrate, 
Elderberry Juice Concentrate, Filtered Water), Cane 
Sugar, Maltodextrin (corn), Dried Apple, Apple Pectin, 
Apple Fiber, Citric Acid, Natural Flavor, Ascorbic Acid 
(Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Citrus Cyclone


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Orange Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Dried 
Apple, Apple Pectin, Apple Fiber, Citric Acid, Natural 
Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Strawberry Blast


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, White Grape Juice 
Concentrate, Pineapple Juice Concentrate, Strawberry 
Juice Concentrate, Filtered Water), Cane Sugar, 
Maltodextrin (corn), Dried Apple, Apple Pectin, Apple 
Fiber, Citric Acid, Natural Flavor, Ascorbic Acid (Vitamin 
C). May contain traces of milk, wheat and soy.


0.75 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Canada Pure®*
Sparkling 


Refreshers
Strawberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Wildberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Raspberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Orange


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Company Product Ingredient Statement
Portion 


Size


Chill Beverage 
Company


Chill Soda
Guava


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
carrot and currant juice (for color), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6 (pyridoxine hydrochloride).


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Chill Beverage 
Company


Chill Soda
Kola


Pure filtered carbonated water, organic agave nectar, 
natural flavors, natural color (caramel color), tartaric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Limon


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
sodium citrate, potassium citrate (electrolyte), organic 
monk fruit concentrate, Vitamin B3 (niacinamide), 
Vitamin A (palmitate), Vitamin B5 (calcium 
pantothenate), Vitamin B12, Vitamin D3, Vitamin B6  
(pyridoxine hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Pome


Pure filtered carbonated water, organic agave nectar, 
natural flavors, carrot and currant juice (for color), citric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Company Product Ingredient Statement
Portion 


Size
 Clearly Canadian® 


Beverage
Corporation*


Quencher™
Grape


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Apple


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Tropical Lime


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Fruit & Berry


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Dr. Parsons Dairy 
LLC


e-Moo®
Berry


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Blue #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Bubblegum


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Pink #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Chocolate


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Brown #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Orange Sparkle


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Yellow #5, Vitamin A Palmitate, Vitamin D3, 
Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Cappuccino


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Chocolate


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Company Product Ingredient Statement
Portion 


Size


Envy Foods
Envy®


Sparkling
Acai Berry


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
lemon and acerola juice concentrates), calcium lactate, 
acai puree, natural flavor, ascorbic acid (Vitamin C), 
fruit and vegetable juice (color), Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling 
Strawberry Kiwi


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape,  
strawberry and acerola juice concentrates), natural 
flavors, calcium lactate, ascorbic acid (Vitamin C), 
Vitamin A palmitate and Vitamin D3.


8.3 fl oz
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Envy Foods
Envy®


Sparkling
Troical Mango


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
mango and acerola juice concentrates), calcium lactate, 
natural flavors, ascorbic acid (Vitamin C), cochineal 
(color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Fruit Punch


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape and 
acerola juice concentrates), calcium lactate, natural 
flavor, ascorbic acid (Vitamin C), fruit and vegetable 
juice (color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Green Apple


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape and 
acerola juice concentrates), calcium lactate, ascorbic 
acid (Vitamin C), natural flavor, Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Company Product Ingredient Statement
Portion 


Size
Farley & Sather's 
Candy Company, 


Inc.
formerly
Brach's 


Confections, Inc.


Brach's
Orchard Fruit®
Fruit Snacks


Orange juice from concentrate, corn syrup, sugar, 
gelatin, sorbitol, malic acid, ascorbic acid (Vitamin C), 
sodium citrate, natural and artificial flavors, mineral oil*, 
carnauba wax*, Red 40, Blue 1, Yellow 6, Yellow 5.  
*Adds a dietarily insignificant amount of fat.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size
FIZZA, LLC.


formally
Biofree-USA


FIZZA
Orange
Crème


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Apple


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Blue Ridge Cola


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz
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Fruit Wave H20 Green Apple 
Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural Apple  flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


 Fruit Wave H20 Cherry Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural cherry flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


Fruit Wave H20        Kiwi 
Watermelon 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural Kiwi Watermelon flavoring, Citric acid, Malic 
acid, Potassium sorbate, Sodium chloride, Sodium 
citrate, Acerola juice, Aspartame, Acesulfame 
Potassium.


12 fl oz


Fruit Wave H20 Orange 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Malic acid, Natural orange flavoring, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerolajuice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Grape 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural grape flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Mango 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural mango flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Gage Foods Fruit Shapes
Fruit Snacks


Fruit juice from concentrate (orange, cherry, grape, 
strawberry, lemon, apple), corn syrup, sugar, gelatin, 
sorbitol, malic acid, ascorbic acid, sodium citrate, 


0.9 oz


Company Product Ingredient Statement
Portion 


Size


General Mills


Fruit By the 
Foot®


Color By the 
Foot® 


Triple Fruit 
Punch 


Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, natural flavor, potassium citrate, 
color (yellow 5, red 40, blue 1), acerola extract (a 
natural source of vitamin C), freshness preserved by 
potassium sorbate and TBHQ.


0.75 oz
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General Mills


Fruit By the 
Foot®


Strawberry 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, color (red 
40), natural flavor, acerola extract (a natural source of 
vitamin C),  freshness preserved by potassium sorbate 
and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye® 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, natural flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C), freshness preserved by potassium 
sorbate and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye
Sweetened with 


Splenda®
Special Edition


Grapes from concentrate, maltodextrin, sugar, partially 
hydrogenated cottonseed oil, corn syrup, pears from 
concentrate, citric acid, carrageenan, acetylated mono 
and diglycerides, sodium citrate, malic acid, xanthan 
gum, vitamin C (ascorbic acid), locust bean gum, 
potassium citrate, sucralose, natural flavor, color (red 
40, blue 1), acerola extract (a natural source of vitamin 
C). Freshness preserved by potassium sorbate.


0.75 oz


General Mills


Fruit By the 
Foot®


Cherry Rage™
Special Edition


Grapes from concentrate, sugar, maltodextrin, corn 
syrup, pears from concentrate, partially hydrogenated 
cottonseed oil, carrageenan, citric acid, acetylated 
mono and diglycerides, glycerin, sodium citrate, malic 
acid, xanthan gum, vitamin C (ascorbic acid), locust 
bean gum, potassium citrate, natural & artificial flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C).


0.75 oz


General Mills


Fruit
Roll-Ups®


Crazy Colors®
Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Acerola Extract (a natural source of vitamin C), 
Natural Flavor, Color (red 40, yellow 5, blue 1). 


0.5 oz







Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


General Mills


Fruit Roll-Ups®
Blastin' Berry
Hot Colors®


Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Natural Flavor, Acerola Extract (a natural source 
of vitamin C), Color (yellow 5, red 40, blue 1). 


0.5 oz


General Mills


Fruit Roll-Ups®
Tropical Tie-


Dye™ 
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), natural 
flavor, acerola extract (a natural source of vitamin C), 
color (red 40, yellow 5, blue 1).


0.5 oz


General Mills


Fruit Roll-Ups®
Cherry Orange


Wildfire™
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), acerola 
extract (a natural source of vitamin C), color (red 40, 
yellow 5&6), natural flavor.


0.5 oz


General Mills
Fruit Roll-Ups®


Strawberry 
Special Edition


Pears from concentrate, polydextrose, dried corn syrup, 
sugar, corn syrup, maltodextrin, partially hydrogenated 
cottonseed oil. *Contains 2% or less of: citric acid, 
sodium citrate, distilled monoglycerides,  pectin, malic 
acid, vitamin C (ascorbic acid), acetylated mono and 
diglycerides, acerola extract (a natural source of vitamin 
C), natural flavor, color (red 40). *Adds a trivial amount 
of fat.


0.5 oz


General Mills


Fruit Roll-Ups®
Strawberry 


Sweetened with 
Splenda®


Special Edition


Pears from concentrate, maltodextrin, dried corn syrup, 
sugar, corn syrup, partially hydrogenated cottonseed oil, 
citric acid, sodium citrate, acetylated mono and 
diglycerides, pectin, malic acid, vitamin C (ascorbic 
acid), sucralose, acerola extract (a natural source of 
vitamin C), red 40, natural flavor.


0.5 oz


General Mills


Sneaky Stripes
Fruit String 


Thing®
Double Berry 


Punch Flavored
Special Edition


Orange juice from concentrate, grapes from 
concentrate, sugar, corn syrup, sugar, modified corn 
starch, pears from concentrate, dried corn syrup, 
partially hydrogenated cottonseed oil, citric acid, 
carrageenan, sodium citrate, monoglycerides, malic 
acid, vitamin C (ascorbic acid), high fructose corn syrup, 
potassium citrate, natural flavor, yellow 6, blue 1.  


0.73 oz
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General Mills


Fruit String 
Thing™


Strawberry 
Punch


Special Edition


Orange juice from concentrate, grapes from 
concentrate, corn syrup, sugar, modified corn starch, 
pears from concentrate, dried corn syrup, partially 
hydrogenated cottonseed oil, citric acid, carrageenan, 
sodium citrate, monoglycerides, malic acid, vitamin C 
(ascorbic acid), potassium citrate, natural flavor, red 40.  


0.73 oz


General Mills


Fruit Gushers®
Watermelon 


Blast®
Special Edition


Pears from concentrate, sugar, dried corn syrup, corn 
syrup, modified corn starch, fructose, grape juice from 
concentrate, contains 2% or less of: partially 
hydrogenated cottonseed oil, maltodextrin, cottonseed 
oil, carrageenan, citric acid, glycerin, distilled 
monoglycerides, sodium citrate, malic acid, vitamin C 
(ascorbic acid), potassium citrate, agar-agar, natural 
flavor, xanthan gum, acerola extract (a natural source of 
vitamin C), color (red 40, blue 1, yellow 5). 


0.9 oz


General Mills


Betty Crocker 
Special Edition 
Fruit Gushers®


Strawberry 


Pears from concentrate, corn syrup, sugar, fructose, 
modified corn starch, maltodextrin, grape juice from 
concentrate. Contains 2% or less of: partially 
hydrogenated cottonseed oil, cottonseed oil, 
carrageenan, citric acid, glycerin, distilled 
monoglycerdies, sodium citrate, malic acid, vitamin C 
(ascorbic acid), natural flavor, potassium citrate, agar-
agar, xanthan gum, red 40, acerola extract (a natural 
source of Vitamin C).


0.9 oz


General Mills


Scooby-Doo!™
Fruit Flavored 


Snacks
Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
Sunflower oil*, potassium citrate, maltodextrin Natural 
and Artificial Flavor,color (red 40, yellow 5, blue 1 and 
other color added), natural flavor, acerola extract (a 
natural source of Vitamin C), carnauba wax.  *Adds a 
trivial amount of fat


0.9 oz


General Mills


Sunkist® Mixed 
Fruit


Fruit Flavored 
Snacks


Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
potassium citrate, mineral oil, maltodextrin, natural 
flavor, acerola extract (a natural source of Vitamin C), 
carnauba wax, color (red 40, yellow 5, blue 1), 
beeswax.


0.9 oz
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General Mills


Sunkist® Fruit 
Spirals


Fruit Snacks
Special Edition


Grapes from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil, pears from 
concentrate, citric acid, acetylated mono and 
diglycerides, carrageenan, sodium citrate, malic acid, 
xanthan gum, vitamin c (ascorbic acid), locust bean 
gum, potassium citrate, sucralose, red 40, natural 
flavor, acerola extract (a natural source of vitamin C).  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Strawberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Raspberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Peach Orange


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Great Brands of 
Canada, Ltd.*


All Canadian™
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Watermelon


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Healthy Beverage 
Company


Steaz®
Grape Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
natural grape flavor, citric acid, sodium citrate, 
vegetable juice for color, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Green Tea with 
Lemon Flavored
Organic Sparkling 


Green Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, sodium citrate, natural lemon flavors, fair 
trade certified™ organic decaffeinated Ceylon green 
tea, ascorbic acid (vitamin C), and organic acerola juice 
concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Raspberry 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural raspberry flavor, citric acid, vegetable juice for 
color, sodium citrate, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Root Beer 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural root beer flavor, caramel color, fair trade 
certified™ organic decaffeinated Ceylon green tea, citric 
acid, ascorbic acid (vitamin C), organic acerola juice 
concentrate and sodium citrate.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Healthy Beverage 
Company


Steaz®
Orange Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, natural orange flavor, sodium citrate, beta 
carotene (vitamin A), fair trade certificed™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), organic acerola juice concentrate and vegetable 
juice for color. 


12 fl oz


Company Product Ingredient Statement
Portion 


Size


International Home 
Foods


Grist Mill™
Curious George™


Fruit Snacks


Fruit juice from concentrate (apple, pear, grape, 
strawberry, orange, lemon), corn syrup, sugar, modified 
food starch, partially hydrogenated vegetable oil 
(cottonseed and soybean), malic acid, natural and 
artificial flavors, mineral oil, ascorbic acid (vitamin C), 
soy lecithin, Blue 1, red 40, yellow 5, yellow 6, beeswax.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Clementine


Pure juice made from white grape, apple, lemon, 
orange, clementine, and acerola juice concentrates, 
sparkling water, natural flavor, citric acid, sodium citrate, 
gum arabic, beta carotene (color), ascorbic acid 
(Vitamin C), ester gum, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling
Grapefruit


Pure juice made from white grape, apple, orange, 
grapefruit, lemon and acerola juice concentrates, 
sparkling water, natural flavor, gum arabic, red radish 
juice (color), ascorbic acid (Vitamin C), ester gum, citric 
acid, sodium citrate, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Blackberry


Pure juice made from white grape, apple, blackberry, 
lemon, raspberry and acerola juice concentrates, 
sparkling water, citric acid, natural flavor, red grape 
juice concentrate (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Sparkling


Lemon


Sparkling water, grape juice concentrate, apple juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz
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Izze Beverage 
Company


Izze®
Sparkling


Pear


Sparkling water, pear juice concentrate, grape juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Apple


Pure juice made from white grape, apple, lemon and 
acerola juice concentrates, sparkling water, natural 
flavor, ascorbic acid (Vitamin C), niacinamide, 
pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Pomegranate


Pure juice made from apple, white grape, clarified 
pineapple, lemon, cranberry, pomegranate and acerola 
juice concentrates, sparkling water, natural flavor, fruit 
and vegetable juice (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Masterfoods USA* Xfruts Hyperfruit 
Snacks ™


Fruit extract, dextrin, gelatin, fruit juice from concentrate 
(strawberry, orange, grape, apple), fruit puree (apple, 
strawberry, grape), citric acid, less than 0.5% - ascorbic 
acid (vitamin C), coconut oil, carnauba wax, artificial & 
natural flavors, coloring (red 40, yellow 6, yellow 5, blue 
1).  


1.04 oz


Company Product Ingredient Statement
Portion 


Size


Mor Beverage 
Corporation 


Sparkling 
Enhanced Water 


Beverages - 
Pomegranate 


Lemon 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Mor Beverage 
Corporation 


Sparkling 
Enhanced Water - 


Raspberry 
Strawberry 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Mor Beverage 
Corporation 


Peach Passion 
Fruit 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Company Product Ingredient Statement
Portion 


Size


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling 


Strawberry Apple
Juice Blend


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Citrus Peach 
Juice Blend


USDA Grade A orange juice concentrate, apple juice 
concentrate, filtered water, white grapefruit concentrate, 
natural flavors, citric acid, sodium citrate, sodium 
benzoate & potassium sorbate (as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Kiwi Strawberry 
Juice Blend


Apple juice concentrate, filtered water, citric acid, 
strawberry juice concentrate, natural vegetable color, 
natural flavors, sodium benzoate & potassium sorbate 
(as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Fruit Punch
Juice Blend


Apple juice concentrate, filtered water, strawberry juice 
concentrate, natural flavors, natural vegetable color, 
citric acid, sodium benzoate & potassium sorbate (as 
preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz
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Nestle USA


Nestle
Juicy Juice
Sparkling


Berry


Apple juice, grape juice, raspberry juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling


Apple


Apple juice, and acerola juice (water, juice 
concentrates), water, and less than 1% of natural 
flavors, citric acid, ascorbic acid (vitamin C), 
carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling
Orange


Apple juice, orange juice, tangerine juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Nine Iron
Nine Iron


Sport Hydration 
Drink


Carbonated water, sugar, citric acid, natural flavors, 
taurine, salt, sodium benzoate (preservative), potassium 
sorbate (preservative), potassium citrate, modified food 
starch, ester gum, ginkgo biloba extract, acerola cherry 
extract, niacinamide, pantothenic acid, pyridoxine HCL, 
yellow 5, blue 1, cyanocobalamin (Vitamin B12).


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Perfetti Van Melle


Airheads®
Fruit Spinners™


Fruit Snacks
Fruit Punch 


Fruit juice from concentrate (orange juice and cherry), 
sugar, flour, corn syrup, high fructose corn syrup, 
partially hydrogenated soybean oil, natural and artificial 
flavors, malic acid, citric acid, glycerine, water, cellulose 
gum, ascorbic acid, red 40 and yellow 5.  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Promotion in 
Motion, Inc.


DINOSAURS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lime, or 
grape), corn syrup, sucrose, gelatin, modified corn 
starch, citric acid, lactic acid, pectin, natural and artificial 
flavors, hydrogenated soybean oil, mineral oil, red #40, 
yellow #5, blue #1, yellow #6 and beeswax.


0.9 oz
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Promotion in 
Motion, Inc.


FRUIT PARADE®
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


ALL STARS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


Pirate's 
TREASURE™


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


JAWS™
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


TRICKERTREATS™ 


HALLOWEEN 
TIME


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


WELCH'S®
Fruit Snacks
Mixed Fruit


Juice from concentrates (grape, peach, pear and 
pineapple), corn syrup, sugar, modified corn starch, fruit 
puree (grape, apple, strawberry and raspberry), gelatin, 
citric acid, lactic acid, natural and artificial flavors, 
coconut oil, carnauba wax, ascorbic acid (vitamin C), 
vitamin A palmitate and beta carotene (vitamin A), alpha 
tocopherol acetate (vitamin E), red 40, blue 1, yellow 6 
and yellow 5. 


0.9 oz
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Red Toe Sodas, LLC Red Toe® Soda
Fruit Punch


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, ester gum, acesulfame potassium, 
calcium citrate, yellow No. 6, magnesium citrate, 
brominated vegetable oil, red No. 40. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Cherry Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Lemon-Lime


Carbonated water, orange juice concentrate, pear juice 
concentrate, citric acid, natural flavors, ascorbic acid 
(Vitamin C), potassium chloride, modified food startch, 
sucralose, acesulfame potassium, calcium citrate, ester 
gum, magnesium citrate, FD&C yellow No. 5.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Wave


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose, natural color.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Citrus Rush


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Wild Berry


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, natural color, ascorbic acid 
(vitamin C), sucralose.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Strawberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Black Cherry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz
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RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Raspberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Lemon-Lime


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Orange


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Wild Berry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


Company Product Ingredient Statement
Portion 


Size


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin c, natural 
flavor (grape flavor, pineapple flavor, lemon flavor, 
strawberry flavor, orange flavor), natural color (black 
carrot juice, turmeric), glazing agent (vegetable oil, 
carnauba wax).  Packaged in a facility that processes 
peanuts, tree nuts, milk, soy and wheat-containing 
products.


1.0 oz


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin C, artificial 
flavor (apple flavor, pineapple flavor, lemon flavor, 
cherry flavor, orange flavor), color (FD&C red No. 40, 
FD&C blue No. 1, FD&C yellow No. 5, FD&C yellow No. 
6), glazing agent (vegetable oil, carnauba wax).


2.25 oz


Sconza Candy 
Company*


Sconza® Sour  
Worms


Corn syrup, sugar, inulin, modified potato starch, 
gelatin, concentrated apple juice, citric acid, tartaric 
acid, fumaric acid, natural and artificial flavor (cherry 
flavor, raspberry flavor, lemon flavor, orange flavor, 
apple flavor), vitamin C, color (FD&C red No. 40, FD&C 
blue No. 1, FD&C yellow No. 5, FD&C yellow No. 6, 
titanium dioxide).


2.0 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Sconza Candy 
Company*


Sconza 
Scorchers Hot 
Chili Gummies 


Corn syrup, sugar, inulin, gelatin, citric acid, ascorbic 
acid, artificial flavor (mango flavor), natural flavor and 
natural color (paprika oleoresin), concentrated apple 
juice, color (FD&C red No. 40), contains soybean, 
manufactured in a facility that also processes milk-
containing products.


2 oz


Company Product Ingredient Statement
Portion 


Size


Skylar Haley


Essn®
Sparkling Blood 


Orange and 
Cranberry Juice


Filtered carbonated water, white grape juice 
concentrate, blood orange juice concentrate, cranberry 
juice concentrate, natural flavor.


8.4 fl oz


Skylar Haley


Essn®
Sparkling 
Minneola 


Tangerine Juice


Filtered carbonated water, white grape juice 
concentrate, Minneola tangerine juice concentrate, 
natural flavor.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Lemon Lime


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates apple, grape, lemon and 
acerola juice concentrates), natural flavor, ascorbic acid 
(Vitamin C), gum acacia.


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Orange 


Tangerine


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, tangerine, 
orange and acerola juice concentrates) gum acacia, 
natural flavors and colors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Watermelon
Strawberry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, acerola, 
strawberry and watermelon juice concentrates) natural 
flavors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Grape


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, concord grape, 
white grape and acerola juice concentrates), natural 
flavors, citric acid, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Fruit Punch


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, lemon, 
cherry, pineapple, orange, and acerola juice 
concentrates), natural flavors and colors, ascorbic acid 
(Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Kiwi Berry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, kiwi, 
acerola, raspberry and strawberry juice concentrates), 
natural flavors, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Black Cherry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, acerola 
and cherry juice concentrates), natural flavors, ascorbic 
acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Apple


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple and  acerola juice 
concentrates), natural flavors, ascorbic acid (Vitamin 
C).


8.0 fl oz     
8.3 fl oz


Company Product Ingredient Statement
Portion 


Size


Talking Rain 
Beverage Company


Sparkling ICE™
Black Raspberry 


Carbonated artesian spring water, natural flavors, 
marion blackberry juice concentrate, malic acid, 
sucralose, potassium sorbate (to ensure freshness), 
ascorbic acid (vitamin C), glucosamine, green tea 
extract, pyridoxide hydrochloride (B6) and 
cyanocobalamin (B12).


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Strawberry Kiwi


Carbonated artesian spring water, natural flavors, 
golden kiwi juice concentrate, citric acid, sucralose, 
potassium sorbate (to ensure freshness), ascorbic acid 
(vitamin C), magnesium lactate, glucosamine, calcium 
lactate and vitamin D.


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Pink Grapefruit


Carbonated artesian spring water, natural flavors, pink 
grapefruit juice concentrate, calcium lactate, potassium 
sorbate (to ensure freshness), sucralose, ascorbic acid 
(vitamin C), glucosamine and vitamin D. 


17 fl oz
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59. SP 51-2014 Eligibility Effective date for Directly Certified Students and SP 53-2014: Transition

of Foods and Foods of Minimal Nutritional Value to Smart Snacks in School Standards

From: Nancy Rice <NRice@doe.k12.ga.us>

To: dmartin@burke.k12.ga.us

Cc: FBO - School Nutrition <FBO-SchoolNutrition@doe.k12.ga.us>

Sent Date: Jul 02, 2014 13:48:39

Subject: SP 51-2014 Eligibility Effective date for Directly Certified Students and SP 53-

2014: Transition of Foods and Foods of Minimal Nutritional Value to Smart

Snacks in School Standards

Attachment: SP 53-2014 Transition of Foods and Foods of Minimal Nutritional Value to
Smart Snacks in School Standards.pdf
SP 53-2014 Attachment - Transition of Foods and Foods of Minimal Nutritional
Value to Smart Snacks in School Standards.pdf
SP 51-2014 Eligibility Effective Date for Directly Certified Students.pdf

Good afternoon:

 

Please read and comply with the following USDA Memoranda:

 

SP 51 addresses inquiries regarding flexibility in determining the effective date of eligibility for

students who are directly certified to receive free meals or free milk in the National School Lunch

Program (NSLP), the School Breakfast Program (SBP), and the Special Milk Program (SMP). The

following clarifications are consistent with the flexibility provided for determining the effective date

of eligibility for applications in policy memorandum SP 11-2014, Effective Date of Free or Reduced

Price Meal Eligibility Determinations (December 3, 2013). Again, we hope to have the Direct

Certified list to you by mid-July.

 

 

SP 53 is to inform you again, that all Foods of Minimal Nutritional Value exemptions ended on

June 30, 2014.  Therefore, the list that is attached, Exemptions Under the Competitive Foods

Regulation, became obsolete yesterday, July 1, 2014.

 

 

Thank you.

 

 

Please Note: SP 52 is a State Agency only memorandum.

 

 

 

Nancy Rice, M.Ed., RD, LD, SNS
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DATE:   June 30, 2014 
 
 
MEMO CODE: SP 53 - 2014 
 
SUBJECT:  Transition of Foods and Foods of Minimal Nutritional Value to 
   Smart Snacks in School Standards 
 
TO:   Regional Directors 
   Child Nutrition Programs 
   All Regions 
  
   State Directors 
   Child Nutrition Programs 
   All States 
 
This memorandum is to inform you that all Foods of Minimal Nutritional Value exemptions 
will end on June 30, 2014. Therefore, the attached list, Exemptions Under the Competitive 
Foods Regulation will become obsolete on July 1, 2014. 
  
Beginning July, 1, 2014, the interim final rule for Smart Snacks in School (Smart Snacks) 
will go into effect for School Year 2014-2015. Therefore, any competitive foods and 
beverages must meet the nutrition standards specified in the interim final rule.  
 
In addition, the Food and Nutrition Service (FNS) would like to make you aware of an 
important new tool titled, Smart Snacks Product Calculator developed by the Alliance for a 
Healthier Generation. FNS has thoroughly reviewed this online tool and has determined it to 
be accurate in assessing food and beverage product compliance with the federal requirements 
for Smart Snacks in School. We encourage everyone that is interested in determining if a 
specific product can be sold under the Smart Snacks requirements to use the calculator.  
Companies that have an interest in providing their product information to the Alliance for 
inclusion in a database should contact them directly using the information on the calculator 
webpage. 
 
The link to the Smart Snacks Product Calculator may be found at the following website:  
http://healthymeals.nal.usda.gov/smartsnacks. Additional information on Smart Snacks in 
School can be found: http://www.fns.usda.gov/school-meals/smart-snacks-schools.  
 


 
United States 
Department of 
Agriculture 
 
Food and 
Nutrition           
Service 
 
 
3101 Park 
Center Drive 
Alexandria, VA 
22302-1500 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



http://healthymeals.nal.usda.gov/smartsnacks

http://www.fns.usda.gov/school-meals/smart-snacks-schools





                                                         


Regional and State Directors 
Page 2  
 
States are reminded to immediately distribute this memorandum to School Food Authorities.  State 
agencies should contact the appropriate FNS regional office with any questions about this 
information, the exemption list, or if you need assistance in determining the category of a specific 
food.   
 
Sincerely,  
 


 
 
Cynthia Long 
Deputy Administrator 
Child Nutrition Programs 
 
 





		Beginning July, 1, 2014, the interim final rule for Smart Snacks in School (Smart Snacks) will go into effect for School Year 2014-2015. Therefore, any competitive foods and beverages must meet the nutrition standards specified in the interim final ru...



SP 53-2014 Transition of Foods and Foods of Minimal Nutritional Value to Smart Snacks in School Standards.pdf

SP 53-2014 Transition of Foods and Foods of Minimal Nutritional Value to Smart Snacks in School Standards.pdf




Exemptions Under the Competitive Foods Regulation
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Company Product Ingredient Statement
Portion 


Size


4U2U Brands Fruit 66
Fruit Punch


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66


Kiwi
Strawberry


Pure juice from grape, apple, kiwi, strawberry, acerola 
and lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


4U2U Brands Fruit 66
Oange Tangerine


Pure juice from grape, apple, orange, acerola and 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D.


8 fl oz


 4U2U Brands
Fruit 66


Apple Berry


Pure juice from grape, apple, strawberry, blueberry, 
blackberry, acerola and lemon juice concentrates, 
sparkling water, natural flavors, natural color, Vitamin C, 
Calcium, Vitamin D.


8 fl oz


4U2U Brands
Fruit 66 Epic Red 


(Strawberry 
Melon) 


Pure juice from grape, apple, strawberry, watermelon, 
acerola, lemon juice concentrates sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Yellow (Passion 
Fruit Mango)


Pure juice from grape, apple, mango, passionfruit, 
acerola, lemon juice concentrates, sparkling water, 
natural flavors, natural color, Vitamin C, Calcium, 
Vitamin D, Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 
Purple (Black 


Cherry) 


Pure juice from grape, apple, black cherry, acerola, 
lemon juice concentrates, sparkling water, natural 
flavors, natural color, Vitamin C, Calcium, Vitamin D, 
Vitamin A, and fiber.


8 fl oz


4U2U Brands
Fruit 66 Epic 


Green (Lemon 
Lime) 


Pure juice from grape, apple, lime, acerola, lemon juice 
concentrates, sparkling water, natural flavors, natural 
color, Vitamin C, Calcium, Vitamin D, Vitamin A, and 
fiber.


8 fl oz


Company Product Ingredient Statement
Portion 


Size


Albanese 
Confectionary 


Group, Inc.


A+ Gummi
Bears


Vegetable and Fruit Juice Concentrate (Carrot and 
Apple), Corn Syrup, Sugar, Gelatin, Citric Acid, Sorbitol, 
Natural and Artificial Flavors, FD&C Yellow No. 5&6, 
Blue No. 1, Red No. 40, Vegetable Oil (Coconut) and 
Carnauba Wax used for anti-sticking. Allergen 
Statement: Manufactured in a plant that processes 
peanuts, nutmeats, seeds, milk products, wheat 
products and soy products.


1.1 oz


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.
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Company Product Ingredient Statement
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Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Albanese 
Confectionary 


Group, Inc.


A+ Juice
Bears


Vegetable and Fruit Juice from Concentrate (Carrot and 
Apple), Sugar, Soluble Dietary Fiber, Corn Syrup, 
Gelatin, Potato Starch, Citric Acid, Lactic Acid, Natural 
and Artificial Flavors, FD&C Red No. 40, Blue No. 1, 
Yellow Nos. 5&6, Vegetable Oil (Coconut) and 
Carnauba Wax (for anti-sticking). Manufactured in a 
plant that processes milk products, peanuts, soy, 
tree nuts, and wheat products.


1.1 oz


Company Product Ingredient Statement
Portion 


Size


Apple & Eve Fizz Ed
Green Apple


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, white grape, lemon and acerola juice 
concentrates), filtered carbonated water, natural flavors. 


8.4 fl oz


Apple & Eve Fizz Ed
Red Raspberry 


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, raspberry, lemon, acerola and black 
currant juice concentrates), filtered carbonated water, 
natural flavors, vegetable color. 


8.4 fl oz


Apple & Eve
Fizz Ed   


Pomegranate 
Cherry


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, pomegranate, lemon, cherry, black 
currant and acerola juice concentrates), filtered 
carbonated water, natural flavors, vegetable color.


8.4 fl oz


Apple & Eve Fizz Ed
Orange Mango


Fruit juice from concentrate, (filtered water sufficient to 
reconstitute apple, grape, mango, orange, passion fruit, 
acerola, lemon, and pineapple juice concentrates), 
filtered carbonated water, natural flavors, beta carotene 
(for color).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Arcor USA, Inc.*
Arcor


Fruit Snacks
Cherry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Arcor USA, Inc.*
Arcor


Fruit Snacks
Grape


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks
Mixed Fruit


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial colors: red 40 and blue 1; natural and artificial 
flavors. Contains traces of milk. 


13 pieces
(30 g)


Arcor USA, Inc.*
Arcor


Fruit Snacks 
Strawberry


Orange juice from concentrate, corn syrup, sugar, 
gelatin, corn starch, citric acid, ascorbic acid (Vitamin 
C), pectin, alpha tocopherol acetate (Vitamin E), 
artificial color: red 40; natural and artificial flavors. 
Contains traces of milk. 


13 pieces
(30 g)


Company Product Ingredient Statement
Portion 


Size


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Dextrose, Citric Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Malic Acid, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Tumeric, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Nugget


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, 
Dextrose, Citric Acid, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Ferric Phosphate, Niacinamide, Zinc Oxide, 
Colored with Grape Skin Extract, Carnauba Wax, 
Vitamin A Acetate, Maltodextrin, Riboflavin (Vitamin B2), 
Thiamine Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Nuggets


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Dextrose, Citric 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Carnauba Wax, Vitamin A Acetate, 
Maltodextrin, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz 
carton with 
three 0.5 oz 


pouches


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Tapioca Starch, Corn Syrup, Citric Acid, Malic Acid, 
Tricalcium Phosphate, Natural Flavors, Ascorbic Acid 
(Vitamin C), Sodium Citrate, Pectin, Ferric Phosphate, 
Niacinamide, Zinc Oxide, Colored with Tumeric, Vitamin 
A Acetate, Riboflavin (Vitamin B2), Thiamine 
Mononitrate (Vitamin B1).


1.5 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Tapioca Starch, Corn Syrup, Citric 
Acid, Malic Acid, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Pectin, 
Ferric Phosphate, Niacinamide, Zinc Oxide, Colored 
with Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice
Sour String


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Tapioca Starch, Corn Syrup, Citric Acid, Malic 
Acid, Tricalcium Phosphate, Natural Flavors, Ascorbic 
Acid (Vitamin C), Sodium Citrate, Pectin, Ferric 
Phosphate, Niacinamide, Zinc Oxide, Colored with 
Grape Skin Extract, Vitamin A Acetate, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


1.5 oz


Au'some Snack
Naturally, Inc.*


Orange
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Orange Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Tumeric, Grape Skin 
Extract, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Strawberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Strawberry Juice from Concentrate, Blueberry Juice 
from Concentrate) (Natural Source of Vitamin C), 
Sugar, Dextrose, Tapioca Starch, Corn Syrup, Citric 
Acid, Maltodextrin, Tricalcium Phosphate, Natural 
Flavors, Ascorbic Acid (Vitamin C), Sodium Citrate, 
Pectin, Colored with Dehydrated Beets, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Blueberry
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, 
Blueberry Juice from Concentrate) (Natural Source of 
Vitamin C), Sugar, Dextrose, Tapioca Starch, Corn 
Syrup, Citric Acid, Maltodextrin, Tricalcium Phosphate, 
Natural Flavors, Ascorbic Acid (Vitamin C), Sodium 
Citrate, Pectin, Colored with Dehydrated Beets, Grape 
Skin Extract, Ferric Phosphate, Niacinaminde, Zinc 
Oxide, Vitamin A Acetate, Carnauba Wax, Riboflavin 
(Vitamin B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Cranberry Apple
Fruit Juice


Shapes


Fruit Juice and Puree from Concentrate (Pear Puree 
from Concentrate, Pear Juice from Concentrate, Apple 
Juice from Concentrate, Cranberry Juice from 
Concentrate) (Natural Source of Vitamin C), Sugar, 
Dextrose, Tapioca Starch, Corn Syrup, Citric Acid, 
Maltodextrin, Tricalcium Phosphate, Natural Flavors, 
Ascorbic Acid (Vitamin C), Sodium Citrate, Malic Acid, 
Pectin, Colored with Grape Skin Extract, Vegetable 
Juice, Ferric Phosphate, Niacinaminde, Zinc Oxide, 
Vitamin A Acetate, Carnauba Wax, Riboflavin (Vitamin 
B2), Thiamine Mononitrate (Vitamin B1).


Six
0.28oz 
individually 
wrapped 
pouches 
equals one
1.68 oz
serving   


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Orange


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, orange juice 
from concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural orange 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Strawberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, strawberry 
juice from concentrate, blueberry juice from 
concentrate) (natural source of vitamin C), sugar, 
tapioca starch, corn syrup, citric acid, natural strawberry 
flavor, ascorbic acid (vitamin C), sodium citrate, pectin, 
purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Au'some Snack
Naturally, Inc.*


Florida's Natural 
Brand Au'some 
Fruit Juice Stiks


Blueberry


Fruit juice and puree from concentrate (pear puree from 
concentrate, pear juice from concentrate, blueberry 
juice from concentrate) (natural source of vitamin C), 
sugar, tapioca starch, corn syrup, citric acid, natural 
blueberry flavor, ascorbic acid (vitamin C), sodium 
citrate, pectin, purple carrot extract. 


Two 0.4 oz 
individually 
wrapped 
packs 
equals one 
0.8 oz 
serving 


Company Product Ingredient Statement
Portion 


Size


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Strawberry


Pineapple juice concentrate, pear juice concentrate, 
water, natural strawberry flavor, acerola juice 
concentrate, citric acid, fruit and vegetable color, 
sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Cherry


Pineapple juice concentrate, pear juice concentrate, 
water, acerola juice concentrate, fruit and vegetable 
color, citric acid, natural cherry type flavor, sodium 
benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
 5:1 concentrate 


Passionfruit-
Orange-Guava


Pineapple juice concentrate, pear juice concentrate, 
water, natural passionfruit, guava, mango flavors, 
acerola juice concentrate, citric acid, beta carotene, 
malic acid, fruit and vegetable color, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Watermelon


Pineapple juice concentrate, pear juice concentrate, 
water, natural watermelon flavor, acerola juice 
concentrate, fruit and vegetable color, sodium 
benzoate, citric acid. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Mango


Pineapple juice concentrate, pear juice concentrate, 
water, mango puree, acerola juice concentrate, 
passionfruit juice concentrate, natural mango type 
flavor, citric acid, beta carotene, sodium benzoate. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Berkeley Street 
Beverage Company


Juicy Jax™ 100% 
Sparkling Juice 


Blend
5:1 concentrate 


Lemon Lime


Pineapple juice concentrate, pear juice concentrate, 
water, lemon juice concentrate, acerola juice 
concentrate, citric acid, natural lemon lime flavor, 
sodium benzoate, antifoam, beta carotene. 


5 parts 
water:1 part 
concentrate 
portioned 
into: 4 fl oz


Company Product Ingredient Statement
Portion 


Size


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Atomic Apple


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Filtered Water), Sugar, 
Maltodextrin, Pectin, Citric Acid, Apple Fiber, Natural 
Flavor, Sodium Citrate, Ascorbic Acid (Vitamin C). May 
contain traces of milk, wheat and soy.


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Chili Lime 
Fusion


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Lime Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Apple 
Pectin, Dried Apple, Apple Fiber, Citric Acid, Chili 
Pepper, Natural Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Charg-N Cherry


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Cherry Juice Concentrate, 
Elderberry Juice Concentrate, Filtered Water), Cane 
Sugar, Maltodextrin (corn), Dried Apple, Apple Pectin, 
Apple Fiber, Citric Acid, Natural Flavor, Ascorbic Acid 
(Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Citrus Cyclone


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, Orange Juice Concentrate, 
Filtered Water), Cane Sugar, Maltodextrin (corn), Dried 
Apple, Apple Pectin, Apple Fiber, Citric Acid, Natural 
Flavor, Ascorbic Acid (Vitamin C).


0.75 oz


Brookside Fruit 
Company*


X-Treme Fruit™ 
Bites


Strawberry Blast


Fruit Juice from Concentrate (Apple Juice Concentrate, 
Lemon Juice Concentrate, White Grape Juice 
Concentrate, Pineapple Juice Concentrate, Strawberry 
Juice Concentrate, Filtered Water), Cane Sugar, 
Maltodextrin (corn), Dried Apple, Apple Pectin, Apple 
Fiber, Citric Acid, Natural Flavor, Ascorbic Acid (Vitamin 
C). May contain traces of milk, wheat and soy.


0.75 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Canada Pure®*
Sparkling 


Refreshers
Strawberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Wildberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Raspberry


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Canada Pure®*
Sparkling 


Refreshers
Orange


Spring water, high fructose corn syrup, citric acid, 
natural flavor, acerola juice, ascorbic acid (vitamin C), 
potassium benzoate and potassium sorbate (to 
preserve freshness), CO2.  


16.8 fl oz


Company Product Ingredient Statement
Portion 


Size


Chill Beverage 
Company


Chill Soda
Guava


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
carrot and currant juice (for color), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6 (pyridoxine hydrochloride).


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Chill Beverage 
Company


Chill Soda
Kola


Pure filtered carbonated water, organic agave nectar, 
natural flavors, natural color (caramel color), tartaric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Limon


Pure filtered carbonated water, organic agave nectar, 
natural flavors, citric acid, Vitamin C (ascorbic acid), 
sodium citrate, potassium citrate (electrolyte), organic 
monk fruit concentrate, Vitamin B3 (niacinamide), 
Vitamin A (palmitate), Vitamin B5 (calcium 
pantothenate), Vitamin B12, Vitamin D3, Vitamin B6  
(pyridoxine hydrochloride).


12 fl oz


Chill Beverage 
Company


Chill Soda
Pome


Pure filtered carbonated water, organic agave nectar, 
natural flavors, carrot and currant juice (for color), citric 
acid, Vitamin C (ascorbic acid), sodium citrate, 
potassium citrate (electrolyte), organic monk fruit 
concentrate, Vitamin B3 (niacinamide), Vitamin A 
(palmitate), Vitamin B5 (calcium pantothenate), Vitamin 
B12, Vitamin D3, Vitamin B6  (pyridoxine 
hydrochloride).


12 fl oz


Company Product Ingredient Statement
Portion 


Size
 Clearly Canadian® 


Beverage
Corporation*


Quencher™
Grape


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Apple


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Tropical Lime


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


 Clearly Canadian® 
Beverage


Corporation*


Quencher™
Fruit & Berry


Carbonated water, high fructose corn syrup, natural 
flavour, concentrated kiwi juice, citric acid, sodium 
benzoate (to conserve freshness).  


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.







Exemptions Under the Competitive Foods Regulation
 7 CFR, Part 210, Appendix B


Company Product Ingredient Statement
Portion 


Size


Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Dr. Parsons Dairy 
LLC


e-Moo®
Berry


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Blue #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Bubblegum


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Pink #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Chocolate


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Red #40, FD&C Brown #1, Vitamin A Palmitate, 
Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


e-Moo®
Orange Sparkle


Skim milk, crystalline fructose, natural & artificial flavor, 
FD&C Yellow #5, Vitamin A Palmitate, Vitamin D3, 
Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Cappuccino


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Dr. Parsons Dairy 
LLC


RPM™
Chocolate


Skim milk, crystalline fructose, Decaffinated coffee, 
vanilla extract, dipotassium phosphate, calcium lactate, 
tricalcium phosphate, magnesium glycerophosphate, 
Vitamin A Palmitate, Vitamin D3, Carbon Dioxide.


8 fl oz
12 fl oz


Company Product Ingredient Statement
Portion 


Size


Envy Foods
Envy®


Sparkling
Acai Berry


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
lemon and acerola juice concentrates), calcium lactate, 
acai puree, natural flavor, ascorbic acid (Vitamin C), 
fruit and vegetable juice (color), Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling 
Strawberry Kiwi


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape,  
strawberry and acerola juice concentrates), natural 
flavors, calcium lactate, ascorbic acid (Vitamin C), 
Vitamin A palmitate and Vitamin D3.


8.3 fl oz
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Envy Foods
Envy®


Sparkling
Troical Mango


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, pear, apple, grape, 
mango and acerola juice concentrates), calcium lactate, 
natural flavors, ascorbic acid (Vitamin C), cochineal 
(color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Fruit Punch


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, pear, grape and 
acerola juice concentrates), calcium lactate, natural 
flavor, ascorbic acid (Vitamin C), fruit and vegetable 
juice (color), Vitamin A palmitate and Vitamin D3.


8.3 fl oz


Envy Foods
Envy®


Sparkling
Green Apple


100% Juice (Filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape and 
acerola juice concentrates), calcium lactate, ascorbic 
acid (Vitamin C), natural flavor, Vitamin A palmitate and 
Vitamin D3.


8.3 fl oz


Company Product Ingredient Statement
Portion 


Size
Farley & Sather's 
Candy Company, 


Inc.
formerly
Brach's 


Confections, Inc.


Brach's
Orchard Fruit®
Fruit Snacks


Orange juice from concentrate, corn syrup, sugar, 
gelatin, sorbitol, malic acid, ascorbic acid (Vitamin C), 
sodium citrate, natural and artificial flavors, mineral oil*, 
carnauba wax*, Red 40, Blue 1, Yellow 6, Yellow 5.  
*Adds a dietarily insignificant amount of fat.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size
FIZZA, LLC.


formally
Biofree-USA


FIZZA
Orange
Crème


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Apple


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz


FIZZA, LLC.
formally


Biofree-USA


FIZZA
Blue Ridge Cola


Lactose free skim milk, crystalline fructose, natural 
flavors & colors, lactase enzyme, vitamin A palmitate, 
vitamin D3, filtered carbon dioxide.


8 fl oz
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Fruit Wave H20 Green Apple 
Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural Apple  flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


 Fruit Wave H20 Cherry Flavor 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Natural cherry flavoring, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame Potassium.


12 fl oz


Fruit Wave H20        Kiwi 
Watermelon 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural Kiwi Watermelon flavoring, Citric acid, Malic 
acid, Potassium sorbate, Sodium chloride, Sodium 
citrate, Acerola juice, Aspartame, Acesulfame 
Potassium.


12 fl oz


Fruit Wave H20 Orange 


Triple filtered reverse osmosis aerated water, Fructose, 
Citric acid, Malic acid, Natural orange flavoring, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerolajuice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Grape 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural grape flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Fruit Wave H20 Mango 


Triple filtered reverse osmosis aerated water, Fructose, 
Natural mango flavoring, Citric acid, Malic acid, 
Potassium sorbate, Sodium chloride, Sodium citrate, 
Acerola juice, Aspartame, Acesulfame potassium.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Gage Foods Fruit Shapes
Fruit Snacks


Fruit juice from concentrate (orange, cherry, grape, 
strawberry, lemon, apple), corn syrup, sugar, gelatin, 
sorbitol, malic acid, ascorbic acid, sodium citrate, 


0.9 oz


Company Product Ingredient Statement
Portion 


Size


General Mills


Fruit By the 
Foot®


Color By the 
Foot® 


Triple Fruit 
Punch 


Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, natural flavor, potassium citrate, 
color (yellow 5, red 40, blue 1), acerola extract (a 
natural source of vitamin C), freshness preserved by 
potassium sorbate and TBHQ.


0.75 oz
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General Mills


Fruit By the 
Foot®


Strawberry 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, color (red 
40), natural flavor, acerola extract (a natural source of 
vitamin C),  freshness preserved by potassium sorbate 
and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye® 
Special Edition


Pears from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil. Contains 
2% or less of: interesterified soybean oil, citric acid, 
carrageenan, acetylated mono and diglycerides, sodium 
citrate, malic acid, xanthan gum, vitamin C (ascorbic 
acid), locust bean gum, potassium citrate, natural flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C), freshness preserved by potassium 
sorbate and TBHQ.


0.75 oz


General Mills


Fruit By the 
Foot®


Berry Tie-Dye
Sweetened with 


Splenda®
Special Edition


Grapes from concentrate, maltodextrin, sugar, partially 
hydrogenated cottonseed oil, corn syrup, pears from 
concentrate, citric acid, carrageenan, acetylated mono 
and diglycerides, sodium citrate, malic acid, xanthan 
gum, vitamin C (ascorbic acid), locust bean gum, 
potassium citrate, sucralose, natural flavor, color (red 
40, blue 1), acerola extract (a natural source of vitamin 
C). Freshness preserved by potassium sorbate.


0.75 oz


General Mills


Fruit By the 
Foot®


Cherry Rage™
Special Edition


Grapes from concentrate, sugar, maltodextrin, corn 
syrup, pears from concentrate, partially hydrogenated 
cottonseed oil, carrageenan, citric acid, acetylated 
mono and diglycerides, glycerin, sodium citrate, malic 
acid, xanthan gum, vitamin C (ascorbic acid), locust 
bean gum, potassium citrate, natural & artificial flavor, 
color (red 40, blue 1), acerola extract (a natural source 
of vitamin C).


0.75 oz


General Mills


Fruit
Roll-Ups®


Crazy Colors®
Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Acerola Extract (a natural source of vitamin C), 
Natural Flavor, Color (red 40, yellow 5, blue 1). 


0.5 oz
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General Mills


Fruit Roll-Ups®
Blastin' Berry
Hot Colors®


Special Edition


Pears from Concentrate, Polydextrose, Dried Corn 
Syrup, Sugar, Corn Syrup, Maltodextrin, Partially 
Hydrogenated Cottonseed Oil. Contains 2% or Less of: 
Citric Acid, Sodium Citrate, Acetylated Monoglycerides, 
Fruit Pectin, Dextrose, Malic Acid, vitamin C (ascorbic 
acid), Natural Flavor, Acerola Extract (a natural source 
of vitamin C), Color (yellow 5, red 40, blue 1). 


0.5 oz


General Mills


Fruit Roll-Ups®
Tropical Tie-


Dye™ 
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), natural 
flavor, acerola extract (a natural source of vitamin C), 
color (red 40, yellow 5, blue 1).


0.5 oz


General Mills


Fruit Roll-Ups®
Cherry Orange


Wildfire™
Special Edition


Pears from concentrate, corn syrup, dried corn syrup, 
sugar, partially hydrogenated cottonseed oil, citric acid, 
sodium citrate, acetylated mono and diglycerides, 
pectin, malic acid, vitamin C (ascorbic acid), acerola 
extract (a natural source of vitamin C), color (red 40, 
yellow 5&6), natural flavor.


0.5 oz


General Mills
Fruit Roll-Ups®


Strawberry 
Special Edition


Pears from concentrate, polydextrose, dried corn syrup, 
sugar, corn syrup, maltodextrin, partially hydrogenated 
cottonseed oil. *Contains 2% or less of: citric acid, 
sodium citrate, distilled monoglycerides,  pectin, malic 
acid, vitamin C (ascorbic acid), acetylated mono and 
diglycerides, acerola extract (a natural source of vitamin 
C), natural flavor, color (red 40). *Adds a trivial amount 
of fat.


0.5 oz


General Mills


Fruit Roll-Ups®
Strawberry 


Sweetened with 
Splenda®


Special Edition


Pears from concentrate, maltodextrin, dried corn syrup, 
sugar, corn syrup, partially hydrogenated cottonseed oil, 
citric acid, sodium citrate, acetylated mono and 
diglycerides, pectin, malic acid, vitamin C (ascorbic 
acid), sucralose, acerola extract (a natural source of 
vitamin C), red 40, natural flavor.


0.5 oz


General Mills


Sneaky Stripes
Fruit String 


Thing®
Double Berry 


Punch Flavored
Special Edition


Orange juice from concentrate, grapes from 
concentrate, sugar, corn syrup, sugar, modified corn 
starch, pears from concentrate, dried corn syrup, 
partially hydrogenated cottonseed oil, citric acid, 
carrageenan, sodium citrate, monoglycerides, malic 
acid, vitamin C (ascorbic acid), high fructose corn syrup, 
potassium citrate, natural flavor, yellow 6, blue 1.  


0.73 oz
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General Mills


Fruit String 
Thing™


Strawberry 
Punch


Special Edition


Orange juice from concentrate, grapes from 
concentrate, corn syrup, sugar, modified corn starch, 
pears from concentrate, dried corn syrup, partially 
hydrogenated cottonseed oil, citric acid, carrageenan, 
sodium citrate, monoglycerides, malic acid, vitamin C 
(ascorbic acid), potassium citrate, natural flavor, red 40.  


0.73 oz


General Mills


Fruit Gushers®
Watermelon 


Blast®
Special Edition


Pears from concentrate, sugar, dried corn syrup, corn 
syrup, modified corn starch, fructose, grape juice from 
concentrate, contains 2% or less of: partially 
hydrogenated cottonseed oil, maltodextrin, cottonseed 
oil, carrageenan, citric acid, glycerin, distilled 
monoglycerides, sodium citrate, malic acid, vitamin C 
(ascorbic acid), potassium citrate, agar-agar, natural 
flavor, xanthan gum, acerola extract (a natural source of 
vitamin C), color (red 40, blue 1, yellow 5). 


0.9 oz


General Mills


Betty Crocker 
Special Edition 
Fruit Gushers®


Strawberry 


Pears from concentrate, corn syrup, sugar, fructose, 
modified corn starch, maltodextrin, grape juice from 
concentrate. Contains 2% or less of: partially 
hydrogenated cottonseed oil, cottonseed oil, 
carrageenan, citric acid, glycerin, distilled 
monoglycerdies, sodium citrate, malic acid, vitamin C 
(ascorbic acid), natural flavor, potassium citrate, agar-
agar, xanthan gum, red 40, acerola extract (a natural 
source of Vitamin C).


0.9 oz


General Mills


Scooby-Doo!™
Fruit Flavored 


Snacks
Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
Sunflower oil*, potassium citrate, maltodextrin Natural 
and Artificial Flavor,color (red 40, yellow 5, blue 1 and 
other color added), natural flavor, acerola extract (a 
natural source of Vitamin C), carnauba wax.  *Adds a 
trivial amount of fat


0.9 oz


General Mills


Sunkist® Mixed 
Fruit


Fruit Flavored 
Snacks


Special Edition


Fruit juice blend from concentrate (pear, apple), corn 
syrup, polydextrose, sugar, modified corn starch. 
Contains 2% or less of: fruit pectin, citric acid, dextrose, 
vitamin C (ascorbic acid), sodium citrate, malic acid, 
potassium citrate, mineral oil, maltodextrin, natural 
flavor, acerola extract (a natural source of Vitamin C), 
carnauba wax, color (red 40, yellow 5, blue 1), 
beeswax.


0.9 oz
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General Mills


Sunkist® Fruit 
Spirals


Fruit Snacks
Special Edition


Grapes from concentrate, maltodextrin, sugar, corn 
syrup, partially hydrogenated cottonseed oil, pears from 
concentrate, citric acid, acetylated mono and 
diglycerides, carrageenan, sodium citrate, malic acid, 
xanthan gum, vitamin c (ascorbic acid), locust bean 
gum, potassium citrate, sucralose, red 40, natural 
flavor, acerola extract (a natural source of vitamin C).  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Strawberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Black Cherry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Raspberry


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Peach Orange


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Great Brands of 
Canada, Ltd.*


All Canadian™
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Watermelon


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Great Brands of 
Canada, Ltd.*


All Canadian™ 
Brand Sparkling 


Spring Water 
with Natural Fruit 


Flavours
Lemon Lime


Spring water, high fructose corn syrup, citric acid, 
concentrated fruit juice (Caribbean cherry and/or Kiwi), 
natural flavors, sodium benzoate, potassium sorbate 
(as a preservative), ascorbic acid (as antioxidant), 
carbon dioxide.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Healthy Beverage 
Company


Steaz®
Grape Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
natural grape flavor, citric acid, sodium citrate, 
vegetable juice for color, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Green Tea with 
Lemon Flavored
Organic Sparkling 


Green Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, sodium citrate, natural lemon flavors, fair 
trade certified™ organic decaffeinated Ceylon green 
tea, ascorbic acid (vitamin C), and organic acerola juice 
concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Raspberry 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural raspberry flavor, citric acid, vegetable juice for 
color, sodium citrate, fair trade certified™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), and organic acerola juice concentrate.


12 fl oz


Healthy Beverage 
Company


Steaz®
Root Beer 
Flavored
Organic 


Sparkling Green 
Tea


Sparkling filtered water, organic evaporated cane juice, 
natural root beer flavor, caramel color, fair trade 
certified™ organic decaffeinated Ceylon green tea, citric 
acid, ascorbic acid (vitamin C), organic acerola juice 
concentrate and sodium citrate.


12 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Healthy Beverage 
Company


Steaz®
Orange Flavored


Organic 
Sparkling Green 


Tea


Sparkling filtered water, organic evaporated cane juice, 
citric acid, natural orange flavor, sodium citrate, beta 
carotene (vitamin A), fair trade certificed™ organic 
decaffeinated Ceylon green tea, ascorbic acid (vitamin 
C), organic acerola juice concentrate and vegetable 
juice for color. 


12 fl oz


Company Product Ingredient Statement
Portion 


Size


International Home 
Foods


Grist Mill™
Curious George™


Fruit Snacks


Fruit juice from concentrate (apple, pear, grape, 
strawberry, orange, lemon), corn syrup, sugar, modified 
food starch, partially hydrogenated vegetable oil 
(cottonseed and soybean), malic acid, natural and 
artificial flavors, mineral oil, ascorbic acid (vitamin C), 
soy lecithin, Blue 1, red 40, yellow 5, yellow 6, beeswax.  


0.9 oz


Company Product Ingredient Statement
Portion 


Size


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Clementine


Pure juice made from white grape, apple, lemon, 
orange, clementine, and acerola juice concentrates, 
sparkling water, natural flavor, citric acid, sodium citrate, 
gum arabic, beta carotene (color), ascorbic acid 
(Vitamin C), ester gum, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling
Grapefruit


Pure juice made from white grape, apple, orange, 
grapefruit, lemon and acerola juice concentrates, 
sparkling water, natural flavor, gum arabic, red radish 
juice (color), ascorbic acid (Vitamin C), ester gum, citric 
acid, sodium citrate, niacinamide, pyridoxine 
hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Blackberry


Pure juice made from white grape, apple, blackberry, 
lemon, raspberry and acerola juice concentrates, 
sparkling water, citric acid, natural flavor, red grape 
juice concentrate (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Sparkling


Lemon


Sparkling water, grape juice concentrate, apple juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz
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Izze Beverage 
Company


Izze®
Sparkling


Pear


Sparkling water, pear juice concentrate, grape juice 
concentrate, lemon juice concentrate, natural flavor, 
gum acacia (from acacia trees), ester gum.


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Apple


Pure juice made from white grape, apple, lemon and 
acerola juice concentrates, sparkling water, natural 
flavor, ascorbic acid (Vitamin C), niacinamide, 
pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Izze Beverage 
Company


Izze®
Fortified™
Sparkling


Pomegranate


Pure juice made from apple, white grape, clarified 
pineapple, lemon, cranberry, pomegranate and acerola 
juice concentrates, sparkling water, natural flavor, fruit 
and vegetable juice (color), ascorbic acid (Vitamin C), 
niacinamide, pyridoxine hydrochloride (Vitamin B6).


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Masterfoods USA* Xfruts Hyperfruit 
Snacks ™


Fruit extract, dextrin, gelatin, fruit juice from concentrate 
(strawberry, orange, grape, apple), fruit puree (apple, 
strawberry, grape), citric acid, less than 0.5% - ascorbic 
acid (vitamin C), coconut oil, carnauba wax, artificial & 
natural flavors, coloring (red 40, yellow 6, yellow 5, blue 
1).  


1.04 oz


Company Product Ingredient Statement
Portion 


Size


Mor Beverage 
Corporation 


Sparkling 
Enhanced Water 


Beverages - 
Pomegranate 


Lemon 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Mor Beverage 
Corporation 


Sparkling 
Enhanced Water - 


Raspberry 
Strawberry 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Mor Beverage 
Corporation 


Peach Passion 
Fruit 


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


12.0 fl oz


Company Product Ingredient Statement
Portion 


Size


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling 


Strawberry Apple
Juice Blend


Filtered carbonated water, Citric acid, Natural flavors, 
Calcium lactate, Monopotassium phosphate, 
Magnesium sulfate, Panax ginseng extract, Potassium 
benzoate (preservative), Potassium sorbate 
(preservative), Acai extract, Grape seed extract, 
Sucralose, Acerola extract, Ginger root extract, 
Pyridoxine HCL, Sodium Selenite, Cyanocobalamin 
(Vitamin B12).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Citrus Peach 
Juice Blend


USDA Grade A orange juice concentrate, apple juice 
concentrate, filtered water, white grapefruit concentrate, 
natural flavors, citric acid, sodium citrate, sodium 
benzoate & potassium sorbate (as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Kiwi Strawberry 
Juice Blend


Apple juice concentrate, filtered water, citric acid, 
strawberry juice concentrate, natural vegetable color, 
natural flavors, sodium benzoate & potassium sorbate 
(as preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz


Multi Flow
Dispensers


HARVEST 
SQUEEZE
Sparkling


Fruit Punch
Juice Blend


Apple juice concentrate, filtered water, strawberry juice 
concentrate, natural flavors, natural vegetable color, 
citric acid, sodium benzoate & potassium sorbate (as 
preservatives).


4 parts 
water:1 part 
concentrate 
portioned 
into: 8 fl oz
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Nestle USA


Nestle
Juicy Juice
Sparkling


Berry


Apple juice, grape juice, raspberry juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling


Apple


Apple juice, and acerola juice (water, juice 
concentrates), water, and less than 1% of natural 
flavors, citric acid, ascorbic acid (vitamin C), 
carbonation added.


8.4 fl oz


Nestle USA


Nestle
Juicy Juice
Sparkling
Orange


Apple juice, orange juice, tangerine juice, and acerola 
juice (water, juice concentrates), water, and less than 
0.5% natural flavors, citric acid, ascorbic acid (vitamin 
C), carbonation added.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Nine Iron
Nine Iron


Sport Hydration 
Drink


Carbonated water, sugar, citric acid, natural flavors, 
taurine, salt, sodium benzoate (preservative), potassium 
sorbate (preservative), potassium citrate, modified food 
starch, ester gum, ginkgo biloba extract, acerola cherry 
extract, niacinamide, pantothenic acid, pyridoxine HCL, 
yellow 5, blue 1, cyanocobalamin (Vitamin B12).


12 fl oz


Company Product Ingredient Statement
Portion 


Size


Perfetti Van Melle


Airheads®
Fruit Spinners™


Fruit Snacks
Fruit Punch 


Fruit juice from concentrate (orange juice and cherry), 
sugar, flour, corn syrup, high fructose corn syrup, 
partially hydrogenated soybean oil, natural and artificial 
flavors, malic acid, citric acid, glycerine, water, cellulose 
gum, ascorbic acid, red 40 and yellow 5.  


0.75 oz


Company Product Ingredient Statement
Portion 


Size


Promotion in 
Motion, Inc.


DINOSAURS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lime, or 
grape), corn syrup, sucrose, gelatin, modified corn 
starch, citric acid, lactic acid, pectin, natural and artificial 
flavors, hydrogenated soybean oil, mineral oil, red #40, 
yellow #5, blue #1, yellow #6 and beeswax.


0.9 oz
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Promotion in 
Motion, Inc.


FRUIT PARADE®
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


ALL STARS
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


Pirate's 
TREASURE™


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


JAWS™
Real Fruit 


Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


TRICKERTREATS™ 


HALLOWEEN 
TIME


Real Fruit 
Snacks 


Juice from concentrate (pineapple, pear, peach), 
acerola, fruit puree (strawberry, cherry, orange, lemon, 
apple or grape), corn syrup, sucrose, gelatin, modified 
corn starch, citric acid, lactic acid, pectin, natural and 
artificial flavors, hydrogenated soybean oil, mineral oil, 
carnauba wax, red #40, yellow #5, blue #1, yellow #6 
and beeswax.


0.9 oz


Promotion in 
Motion, Inc.


WELCH'S®
Fruit Snacks
Mixed Fruit


Juice from concentrates (grape, peach, pear and 
pineapple), corn syrup, sugar, modified corn starch, fruit 
puree (grape, apple, strawberry and raspberry), gelatin, 
citric acid, lactic acid, natural and artificial flavors, 
coconut oil, carnauba wax, ascorbic acid (vitamin C), 
vitamin A palmitate and beta carotene (vitamin A), alpha 
tocopherol acetate (vitamin E), red 40, blue 1, yellow 6 
and yellow 5. 


0.9 oz
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Red Toe Sodas, LLC Red Toe® Soda
Fruit Punch


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, ester gum, acesulfame potassium, 
calcium citrate, yellow No. 6, magnesium citrate, 
brominated vegetable oil, red No. 40. 


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Cherry Soda


Carbonated water, orange juice concentrate, natural 
flavors, citric acid, ascorbic acid (Vitamin C), potassium 
chloride, sucralose, red No. 40, ester gum, acesulfame 
potassium, calcium citrate, magnesium citrate.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Lemon-Lime


Carbonated water, orange juice concentrate, pear juice 
concentrate, citric acid, natural flavors, ascorbic acid 
(Vitamin C), potassium chloride, modified food startch, 
sucralose, acesulfame potassium, calcium citrate, ester 
gum, magnesium citrate, FD&C yellow No. 5.


16 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Orange Wave


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose, natural color.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Citrus Rush


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, ascorbic acid (vitamin C), 
sucralose.


12 fl oz


Red Toe Sodas, LLC Red Toe® Soda
Wild Berry


Carbonated water, lemon juice concentrate, calcium 
lactate, natural flavors, natural color, ascorbic acid 
(vitamin C), sucralose.


12 fl oz


Company Product Ingredient Statement
Portion 


Size


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Strawberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Black Cherry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz
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RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Raspberry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Lemon-Lime


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Acerola Juice Concentrate, Natural 
Flavor, Sodium Benzoate and Potassium Sorbate as 
Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher


Orange


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


RWI Resources, 
LLC


Sparkling
Riptide™


Fortified Water 
Refresher
Wild Berry


Filtered Water, High Fructose Corn Sweetener, Calcium 
Lactate, Citric Acid, Natural Flavor, Acerola Juice 
Concentrate, Sodium Benzoate and Potassium Sorbate 
as Preservatives, Ascorbic Acid (Vitamin C), CO2. 


16.9 fl oz


Company Product Ingredient Statement
Portion 


Size


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin c, natural 
flavor (grape flavor, pineapple flavor, lemon flavor, 
strawberry flavor, orange flavor), natural color (black 
carrot juice, turmeric), glazing agent (vegetable oil, 
carnauba wax).  Packaged in a facility that processes 
peanuts, tree nuts, milk, soy and wheat-containing 
products.


1.0 oz


Sconza Candy 
Company*


Sconza® Gummy 
Bears


Corn syrup, sugar, gelatin, citric acid, vitamin C, artificial 
flavor (apple flavor, pineapple flavor, lemon flavor, 
cherry flavor, orange flavor), color (FD&C red No. 40, 
FD&C blue No. 1, FD&C yellow No. 5, FD&C yellow No. 
6), glazing agent (vegetable oil, carnauba wax).


2.25 oz


Sconza Candy 
Company*


Sconza® Sour  
Worms


Corn syrup, sugar, inulin, modified potato starch, 
gelatin, concentrated apple juice, citric acid, tartaric 
acid, fumaric acid, natural and artificial flavor (cherry 
flavor, raspberry flavor, lemon flavor, orange flavor, 
apple flavor), vitamin C, color (FD&C red No. 40, FD&C 
blue No. 1, FD&C yellow No. 5, FD&C yellow No. 6, 
titanium dioxide).


2.0 oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Revised May 2014 - Exemption list is obsolete on July 1, 2014
Labels bearing the below product names must have the corresponding ingredient statement and portion size.


Sconza Candy 
Company*


Sconza 
Scorchers Hot 
Chili Gummies 


Corn syrup, sugar, inulin, gelatin, citric acid, ascorbic 
acid, artificial flavor (mango flavor), natural flavor and 
natural color (paprika oleoresin), concentrated apple 
juice, color (FD&C red No. 40), contains soybean, 
manufactured in a facility that also processes milk-
containing products.


2 oz


Company Product Ingredient Statement
Portion 


Size


Skylar Haley


Essn®
Sparkling Blood 


Orange and 
Cranberry Juice


Filtered carbonated water, white grape juice 
concentrate, blood orange juice concentrate, cranberry 
juice concentrate, natural flavor.


8.4 fl oz


Skylar Haley


Essn®
Sparkling 
Minneola 


Tangerine Juice


Filtered carbonated water, white grape juice 
concentrate, Minneola tangerine juice concentrate, 
natural flavor.


8.4 fl oz


Company Product Ingredient Statement
Portion 


Size


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Lemon Lime


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates apple, grape, lemon and 
acerola juice concentrates), natural flavor, ascorbic acid 
(Vitamin C), gum acacia.


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™ 
Sparkling 100% 


Juice
Orange 


Tangerine


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, tangerine, 
orange and acerola juice concentrates) gum acacia, 
natural flavors and colors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Watermelon
Strawberry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, acerola, 
strawberry and watermelon juice concentrates) natural 
flavors, ascorbic acid (Vitamin C). 


8.0 fl oz     
8.3 fl oz


* Foreign made products on this list are not exempt from the Buy American Provision 7CFR Part 210.21 (3)d.
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Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Grape


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, concord grape, 
white grape and acerola juice concentrates), natural 
flavors, citric acid, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Fruit Punch


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, grape, apple, lemon, 
cherry, pineapple, orange, and acerola juice 
concentrates), natural flavors and colors, ascorbic acid 
(Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated
Kiwi Berry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, kiwi, 
acerola, raspberry and strawberry juice concentrates), 
natural flavors, ascorbic acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Black Cherry


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple, grape, acerola 
and cherry juice concentrates), natural flavors, ascorbic 
acid (Vitamin C).


8.0 fl oz     
8.3 fl oz


Switch Beverage 
Company


Switch™
100% Juice
Carbonated


Apple


100% juice (filtered sparkling water sufficient to 
reconstitute juice concentrates, apple and  acerola juice 
concentrates), natural flavors, ascorbic acid (Vitamin 
C).


8.0 fl oz     
8.3 fl oz


Company Product Ingredient Statement
Portion 


Size


Talking Rain 
Beverage Company


Sparkling ICE™
Black Raspberry 


Carbonated artesian spring water, natural flavors, 
marion blackberry juice concentrate, malic acid, 
sucralose, potassium sorbate (to ensure freshness), 
ascorbic acid (vitamin C), glucosamine, green tea 
extract, pyridoxide hydrochloride (B6) and 
cyanocobalamin (B12).


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Strawberry Kiwi


Carbonated artesian spring water, natural flavors, 
golden kiwi juice concentrate, citric acid, sucralose, 
potassium sorbate (to ensure freshness), ascorbic acid 
(vitamin C), magnesium lactate, glucosamine, calcium 
lactate and vitamin D.


17 fl oz


Talking Rain 
Beverage Company


Sparkling ICE™
Pink Grapefruit


Carbonated artesian spring water, natural flavors, pink 
grapefruit juice concentrate, calcium lactate, potassium 
sorbate (to ensure freshness), sucralose, ascorbic acid 
(vitamin C), glucosamine and vitamin D. 


17 fl oz
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AN EQUAL OPPORTUNITY EMPLOYER 
 


 
 
DATE:   June 19, 2014 
 
MEMO CODE: SP 51-2014 
 
SUBJECT:  Eligibility Effective Date for Directly Certified Students 
 
TO:   Regional Directors 
   Special Nutrition Programs 
   All Regions 
 
   State Directors 
   Child Nutrition Programs 
   All States 
 
This memorandum addresses inquiries regarding flexibility in determining the effective 
date of eligibility for students who are directly certified to receive free meals or free milk 
in the National School Lunch Program (NSLP), the School Breakfast Program (SBP), and 
the Special Milk Program (SMP).  The following clarifications are consistent with the 
flexibility provided for determining the effective date of eligibility for applications in 
policy memorandum SP 11-2014, Effective Date of Free or Reduced Price Meal Eligibility 
Determinations (December 3, 2013). 
 
As defined in the Code of Federal Regulation (CFR) under 7 CFR 245.2, direct 
certification means determining a child is eligible for free meals or free milk, as 
applicable, based on documentation obtained directly from the appropriate State or local 
agency or individuals authorized to certify that the child is: 


• a member of a household receiving assistance under the Supplemental Nutrition 
Assistance Program (SNAP), the Food Distribution Program on Indian 
Reservations (FDPIR), or the Temporary Assistance for Needy Families (TANF) 
program; or 


• a foster child, homeless child, migrant child, Head Start or Even Start child or 
runaway child. 


 
Methods of direct certification include automated data matching, the letter method, and 
lists or other forms of documentation provided to the school or local educational agency 
(LEA) directly from the appropriate State or local agency administering the assistance 
program.  The following information addresses the flexibility for determining the 
eligibility effective date under all methods used to directly certify students for free meal or 
milk benefits and applies only to the school meal programs. 
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Automated Data Matching Method 
Automated data matching is the most common method used to directly certify students who are 
members of Assistance Program households (i.e., SNAP, TANF, or FDPIR) or in foster care.  
LEAs may consider the effective date of eligibility for free school meal or milk benefits to be the 
date of the automated data matching file (or benefit recipient file from another agency) which 
first identifies the student as eligible for direct certification, rather than the date the LEA 
accesses and processes the automated data matching file into their local point of service (POS) 
system.  To be used for this purpose, the data file must have been generated and received by the 
LEA in the current school year.  Please see the scenarios in the attached guidance for further 
explanation of the automated data matching methods.  NOTE:  Automated data matching is the 
only method of direct certification acceptable for SNAP. 
 
Letter Method and Lists or Other Forms of Documentation 
The letter method and lists or other forms of documentation may be used to directly certify 
students as members of TANF and FDPIR households, as well as Other Source Categorically 
Eligible Programs (i.e., foster child, homeless child, migrant child, Head Start or Even Start child 
and runaway child).  LEAs may consider the effective date of eligibility for free school meal or 
milk benefits to be the date the household or appropriate State or local agency submitted the 
letter, list or other form of documentation to the LEA, rather than the date the school official 
approves the documentation.  Although the letter method is not a form of direct certification for 
SNAP, a letter from the appropriate SNAP agency can be used in lieu of an application to 
establish a child’s categorical eligibility. Therefore, the flexibility in determining the effective 
date of eligibility also applies to the letter method of documentation from SNAP. Please see the 
scenarios in the attached guidance for further explanation of the letter method and lists or other 
forms of documentation for direct certification. 
 
IMPLEMENTATION 
If the LEA elects to exercise the flexibility described in this memorandum, the LEA must: 


• Do so consistently for all the direct certification methods described herein (i.e., automated 
data matching, letter method, and lists or other forms of documentation); 


• Apply the direct certification eligibility effective date flexibility consistently to all students 
directly certified across all participating schools and school meal programs within the LEA;   


• Document the effective date used, such as a date stamp, to document the date lists or letters 
from other agencies were received, or the documented and traceable run date of automated 
match files or recipient benefit files from another appropriate agency;   


• If categorical eligibility is based on SNAP, TANF or FDPIR, the extended eligibility 
provision in 7 CFR 245.6(b)(7) also applies;
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AN EQUAL OPPORTUNITY EMPLOYER 
 


 


• Refund any money paid by or on behalf of the student for reimbursable meals or milk 
during the period from the free meal eligibility effective date (as established through the 
methods described in this memorandum) through the date the direct certification is actually 
implemented at the local school, including forgiving accrued debt, for any meals or milk 
adjusted to free due to the change in effective date.  The LEA can only claim those meals 
or milk at the free reimbursement rate if the student is given a refund or the debt is 
discharged; and 


• Notify their State agency.  State agencies must work with the LEAs to ensure the proper 
implementation of the flexibility and the accuracy of the LEA’s adjusted claims, as 
applicable. 


 
LEAs electing to use this flexibility must follow the State agency procedures and timelines for 
adjusting claims after initial submission.  FNS encourages LEAs that choose to use this 
flexibility to resolve and implement direct certification matches as early as possible upon 
receipt of appropriate documentation.  This will help to ensure that eligible children receive 
free benefits as early as possible and that adjusted claims are submitted accurately during claim 
submission timeframes. 
 
For further information, please reference the attached guidance and the Eligibility Manual for 
School Meals to be issued in 2014.  
 
State agencies are reminded to distribute this memorandum to Program operators immediately.  
LEAs should contact their State agencies for additional information.  State agencies may direct 
any questions concerning this guidance to the appropriate Food and Nutrition Service Regional 
Office. 
 


 
 
Cynthia Long 
Deputy Administrator 
Child Nutrition Programs 
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Direct Certification Methods and Effective Date of Eligibility Scenarios 
If the LEA elects to exercise the flexibility for determining the eligibility effective date for 
directly certified students, the LEA must do so for all direct certification methods described 
below – Automated Data Matching, Letter Method, and Lists or Other Forms of Documentation.  
Therefore, to establish the eligibility date of students directly certified as the date the information 
was provided to the LEA, the LEA must either follow all the methods described below 
consistently for all affected students, as applicable, or use the date the direct certification 
information was processed at the LEA or school (i.e., the date data is entered into the point of 
service (POS) system) to implement the student’s direct certification. 
 
AUTOMATED DATA MATCHING 
While automated data matching is the most common method of direct certification, the processes 
vary from State to State and the effective dates may vary depending on the matching process 
used.  The scenarios listed below for State/Central-level and LEA/Local-level matching are 
intended to illustrate the most common process flows for direct certification data matching and 
identify the flexibility available to LEAs in determining the effective date of eligibility for 
directly certified students. 
 
Effective Date of Eligibility: 
LEAs have flexibility to consider the effective date of eligibility for free school meal benefits to 
be the date the student’s record first appeared on the automated data matching file, generated in 
the current school year, identifying the student as eligible to be directly certified.  This applies 
to students identified via solid matches (i.e., clear matches where further research is not needed 
to resolve), as well as students identified as “possible matches” (often referred to as “probable 
matches”) or “unmatched” when the record is later resolved to be a student enrolled in a school 
participating in the NSLP, SBP, or SMP.  The effective date used must be clearly documented, 
such as a traceable run date of automated match files or recipient benefit files from another 
appropriate agency (this includes documentation for students who are extended eligibility 
because they are members of the same household as a student identified as receiving SNAP, 
TANF or FDPIR benefits). 


 
1. State/Central-level matching:  In States where direct certification matching is conducted at 


the NSLP State agency level, LEAs may use the date of the State match results data 
file/report containing the student’s record as the effective date of the matched student’s 
eligibility for free school meals or milk.  This file date would be applicable even when the 
student’s record is discovered on the file/report later in the same school year as part of the 
resolution process for possible matches or unmatched records on the file. 
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For example: 
 
The NSLP State agency conducts an automated match between the SNAP/TANF 
statewide benefit recipient files and the most current statewide student enrollment file.  
Through a secure system, the NSLP State agency uploads the resulting “match file” to a 
website where LEAs can access the files for the students enrolled in their schools.  The 
match file is dated September 4 and is divided by “accepted” matches that can be loaded 
directly into the school POS systems, “possible” matches that require manual intervention 
to resolve, and “unmatched” records of students who are receiving SNAP benefits but do 
not match with any student record on the school enrollment file. 
 
On September 12, the LEA determines that a student enrolled in one of its schools is on 
the September 4 “possible match” list due to an error in the spelling of the child’s last 
name.  The LEA resolves the error and directly certifies the student, establishing 
September 4 as the effective date of the student’s eligibility for free meals.  The student 
paid full price lunch at $3.00 per meal totaling $12.00 for four reimbursable lunches 
between September 4 and September 11.  The LEA refunds the $12.00 to the student and 
adjusts their meal claim according to their State agency’s policies to reflect the 
reimbursable meals at the free rate.  The LEA also ensures the September 4 match file date 
is clearly documented to show justification for the change of the student’s eligibility date. 
 
 


2. Local/LEA-level matching:  In most States where direct certification matching is 
conducted at the LEA level, the NSLP State agency obtains benefit recipient files directly 
from the appropriate State or local agency and provides these files through a variety of 
methods to the LEA.  The LEA then conducts matching between these benefit recipient 
files and the LEA’s student enrollment records to identify students eligible to be directly 
certified for free school meals or milk.  For students identified through this local matching 
process as eligible to be directly certified, LEAs may elect to use the date of the benefit 
recipient files provided by the NSLP State agency as the effective date of the matched 
student’s eligibility for free school meals or milk. 


 
For example: 
 
The NSLP State agency receives a monthly recipient benefit file from the State 
SNAP/TANF agency dated September 14 and, on the same date, uploads the file to a 
secure website where LEAs can access the records for the students enrolled in their 
schools.  On September 18, an LEA runs a data match at the local level to compare its 
student enrollment records to the SNAP/TANF recipient file. 
 
On October 2, the LEA discovers that one of its students is on the September 18 
“unmatched” list due to a data entry error in the school enrollment record.  The record is 
corrected and the student is identified as eligible for direct certification.  The LEA directly 
certifies the student on October 2, but establishes September 14 as the effective date of 
the student’s eligibility for free meals since this is the date of the first data file that 
identified the student as eligible to be directly certified.  The student paid full price for 12 
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reimbursable lunches ($3.00 per meal) and 10 reimbursable breakfast meals ($2.00 per 
meal) between September 14 and October 2, so the LEA reimburses $56.00 to the student 
and adjusts their meal claims according to their State agency’s policies to reflect the 12 
reimbursable lunches and 10 reimbursable breakfasts at the free rate.  The LEA also 
ensures the September 14 match file date is clearly documented to show justification for 
the change of the student’s eligibility date. 
 


 
3. Other:  Where processes vary from the above scenarios, LEAs may work with their NSLP 


State agency to determine the most accurate date to reflect the eligibility effective date for 
directly certified students.  However, the selected date must be clearly documented and 
cannot be earlier than the date of the first data file received or made available to the LEA, 
in the current school year, that contains documentation from the appropriate State or local 
agency that the student is eligible to be directly certified. 


 
LETTER METHOD 
Another method of identifying students eligible for direct certification is the use of letters to 
eligible households from appropriate State or local agencies establishing a student’s categorical 
eligibility (see 7 CFR 245.6(b)).  Generally, such letters are provided directly to households and 
the households then provide them to the LEA or school to document their children’s categorical 
eligibility.  Such letters may be used as documentation for TANF and FDPIR Assistance 
Programs, or for Other Source Categorically Eligible (i.e., foster child, homeless child, migrant 
child, Head Start child and runaway child), but are not acceptable documentation for direct 
certification based on receipt of SNAP benefits. 


 
Effective Date of Eligibility: 
At the LEA’s discretion, the effective date of eligibility may be the date the letter from TANF, 
FDPIR, or appropriate State or local agencies establishing Other Source Categorically Eligible, 
as appropriate, is submitted by the household to the LEA or school as the effective date of 
eligibility, rather than the date the school official processed the direct certification based on 
receipt of the letter.  The effective date used must be clearly documented, such as a date stamp 
(or electronic date, if received electronically) to document the date the LEA received the letter. 
 
NOTE: Although the letter method is not an allowable method of direct certification with SNAP 
(i.e. cannot be considered as direct certification in counting and reporting the number of direct 
certifications completed with SNAP for the direct certification rate purposes), SNAP agencies 
may continue to provide letters as a secondary method to notify families of their children’s 
categorically eligibility. The LEA may accept the SNAP letter to establish eligibility, in lieu of 
the household providing an application.  In this circumstance, the LEA may choose the flexibility 
in this memorandum to consider the effective date of eligibility to be the date the LEA receives 
the SNAP letter documenting categorical eligibility. The effective date used must be clearly 
documented (e.g., date stamp) to establish the date the LEA received the letter.   
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LISTS OR OTHER FORMS OF DOCUMENTATION 
A further method of identifying students eligible to be directly certified is via a list of students or 
other documentation provided to the school or LEA directly from the appropriate State or local 
agency establishing Other Source Categorically Eligible.  Generally this method is used to 
directly certify students in foster care, Head Start or Even Start programs, or to establish 
categorical eligibility for migrants, runaways, and homeless students. 


 
Effective Date of Eligibility: 
At the LEA’s discretion, the effective date of eligibility may be the date the LEA or school 
receives such lists or other forms of acceptable documentation from the appropriate State or local 
agency establishing Other Source Categorically Eligible, rather than the date the school official 
processed the documentation.  The effective date used must be clearly documented, such as a 
date stamp (or electronic date, if received electronically) to document the date the list or other 
form of documentation was received by the LEA. 
 





SP 51-2014 Eligibility Effective Date for Directly Certified Students.pdf
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60. Donna , Bonus points are sprouting in May

From: Foodservice Rewards <customerservice@foodservicerewards.com>

To: dmartin@burke.k12.ga.us

Sent Date: Apr 24, 2013 12:19:02

Subject: Donna , Bonus points are sprouting in May

Attachment:

Hi Donna , Your Point Balance is: 24780
Enter Codes  |  Shop Rewards

Earn bonus points by participating in these exciting promotions! To view a full list of promotions

click here.
EARN THOUSANDS OF BONUS POINTS WHEN YOU RACE FOR REWARDS WITH GENERAL
MILLS!
TRIO is dishing up a sweepstakes, bonus points, and business building ideas. Sign up today and
begin earning Bonus Points each month in 2013.
There's never been a better time to try Liquid Whipped Toppings® from Rich Products. Earn
1,000 Bonus Points for just 1 case!!
EARN BONUS POINTS on Pierce Chicken Wing Dings and Wing-Zings, the best-selling wings in
foodservice.
EARN UP TO 1,400 BONUS POINTS FOR REDEEMING P&G PROFESSIONAL CLEANING
PRODUCTS!
EARN HUNDREDS OF BONUS POINTS WHEN YOU REDEEM KRAFT YES PACK 4/1
GALLON!
EARN UP TO 200 BONUS POINTS ON YOUR FIRST CASE OF KRAFT MAYO WITH OLIVE
OIL! EARN TRIPLE POINTS ON ALL CASES AFTER!
EARN UP TO 900 BONUS POINTS WHEN YOU REDEEM SPLENDA NO CALORIE SWEETNER
PRODUCTS! 
TRIPLE POINTS on Burgers from AdvancePierre Foods May 1–June 30!
Through June 30, 2013, redeem 2 cases of Steak-EZE®BreakAway® Chicken PLUS 3 cases of
Steak-EZE BreakAway Beef and earn 500 BONUS POINTS!
EARN 250 BONUS POINTS WHEN YOU REDEEM KING &PRINCE SUSHI BOB KIT FOR THE
FIRST TIME!
EARN BONUS POINTS ON ALL PARTICPATING KING &PRINCE SEAFOOD FOODSERVICE
REWARDS PRODUCTS!
Turn new neighbors into loyal customers with personalized letters and gift certificates... plus earn
5,000 Bonus Points when you mention this email!
Create same-day demand for your products and services with instant text messages... PLUS
earn 5,000 Bonus Points when you mention this email!!
Build relationships and drive retail sales with today's hottest online marketing tools... PLUS earn
5,000 Bonus Points when you mention this email!
Transform casual customers into frequent buyers with irresistible email offers... PLUS earn 5,000
Bonus Points when you mention this email!
Convert neighbors to buyers with a birthday greeting and gift for their special day... plus earn
5,000 Bonus Points when you mention this email!!
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MARS joins FSR! Earn points on chopped pieces of your favorite MARS candy brands. Plus,
Earn 100 Bonus Points on your 1st case between 2/15 &5/15!
EARN TRIPLE POINTS ON EVERY CASES OF SELECTED OLD CALIFORNIA PRODUCTS!
Try the new Brew City Mac 'N Jack Brew Bites™ - premium ingredients, beer battered, 500 Bonus
Points on your 1st case and Double Points after that.

  

Click through to read more about what's new.
Use your Foodservice Rewards points to pay for registration to the 2013 NRA Show.  
May 18-21, 2013 | Chicago, IL
Redeem your Foodservice Rewards points to help pay for ACF conferences, conventions, events
and membership fees.

  

More ways to earn! Click through, below, to learn how.
Earn 750 Bonus Points NOW with a chance at 50,000 MORE if you qualify for and complete this
survey from Technomic!
Earn 700 Bonus Points NOW with a chance at 25,000 MORE if you qualify for &complete this
survey from Technomic. Earn 50 points just for trying!

  
 
Earn points or discounts with these participating service partners.

                     

To ensure delivery of ExtraPoints eNewsletters in the future, please add

customerservice@foodservicerewards.com to your safe list.

If your email application cannot properly display this message please click here to view your

promotions on www.foodservicerewards.com.
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61. Spring into our new Promotions

From: Foodservice Rewards <customerservice@foodservicerewards.com>

To: dmartin@burke.k12.ga.us

Sent Date: Apr 10, 2013 12:16:32

Subject: Spring into our new Promotions

Attachment:

Hi Donna , Your Point Balance is: 24380
Enter Codes  |  Shop Rewards

Earn bonus points by participating in these exciting promotions! To view a full list of promotions

click here.
EARN THOUSANDS OF BONUS POINTS WHEN YOU RACE FOR REWARDS WITH GENERAL
MILLS!
TRIO is dishing up a sweepstakes, bonus points, and business building ideas. Sign up today and
begin earning Bonus Points each month in 2013.
MINOR'S® starts the new year with THOUSANDS of Bonus Points. Inspire your menu, keep your
patrons coming back, and maximize your bonus points.
There's never been a better time to try Liquid Whipped Toppings® from Rich Products. Earn
1,000 Bonus Points for just 1 case!!
EARN BONUS POINTS on Pierce Chicken Wing Dings and Wing-Zings, the best-selling wings in
foodservice.
EARN UP TO 1,400 BONUS POINTS FOR REDEEMING P&G PROFESSIONAL CLEANING
PRODUCTS!
EARN THOUSANDS OF BONUS POINTS WHEN YOU STRETCH YOUR CLEANING WITH
PROCTER &GAMBLE!
EARN HUNDREDS OF BONUS POINTS WHEN YOU REDEEM KRAFT YES PACK 4/1
GALLON!
EARN UP TO 200 BONUS POINTS ON YOUR FIRST CASE OF KRAFT MAYO WITH OLIVE
OIL! EARN TRIPLE POINTS ON ALL CASES AFTER!
EARN 100 BONUS POINTS FOR TRYING OUR NEW PRODUCT, LAND O'LAKES REDUCED
CREAM BASE!
EARN UP TO 900 BONUS POINTS WHEN YOU REDEEM SPLENDA NO CALORIE SWEETNER
PRODUCTS! 
Through June 30, 2013, redeem 2 cases of Steak-EZE®BreakAway® Chicken PLUS 3 cases of
Steak-EZE BreakAway Beef and earn 500 BONUS POINTS!
Earn up to 450 Bonus Points with participating Icelandic Brand products from High Liner Foods.
Place your order today!
EARN BONUS POINTS ON ALL PARTICPATING KING &PRINCE SEAFOOD FOODSERVICE
REWARDS PRODUCTS!
EARN 250 BONUS POINTS WHEN YOU REDEEM KING &PRINCE SUSHI BOB KIT FOR THE
FIRST TIME!
Transform casual customers into frequent buyers with irresistible email offers... PLUS earn 5,000
Bonus Points when you mention this email!
Turn new neighbors into loyal customers with personalized letters and gift certificates... plus earn
5,000 Bonus Points when you mention this email!
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Create same-day demand for your products and services with instant text messages... PLUS
earn 5,000 Bonus Points when you mention this email!!
Build relationships and drive retail sales with today's hottest online marketing tools... PLUS earn
5,000 Bonus Points when you mention this email!
Convert neighbors to buyers with a birthday greeting and gift for their special day... plus earn
5,000 Bonus Points when you mention this email!!
MARS joins FSR! Earn points on chopped pieces of your favorite MARS candy brands. Plus,
Earn 100 Bonus Points on your 1st case between 2/15 &5/15!
EARN TRIPLE POINTS ON EVERY CASES OF SELECTED OLD CALIFORNIA PRODUCTS!
Try the new Brew City Mac 'N Jack Brew Bites™ - premium ingredients, beer battered, 500 Bonus
Points on your 1st case and Double Points after that.
IT'S A POINT-A-PALOOZA... AND YOU'RE INVITED!  
ENTER ANY PRODUCT CODE TO REACH YOUR GOAL

  

Click through to read more about what's new.
Use your Foodservice Rewards points to pay for registration to the 2013 NRA Show.  
May 18-21, 2013 | Chicago, IL
Redeem your Foodservice Rewards points to help pay for ACF conferences, conventions, events
and membership fees.

  

More ways to earn! Click through, below, to learn how.
Earn 500 Bonus Points NOW with a chance at 25,000 More Later by qualifying for and
completing this survey from Technomic!
Earn 750 Bonus Points NOW with a chance at 20,000 More if you qualify for and complete this
survey on sauces, dressings, &condiments from Technomic!
Earn 600 Bonus Points NOW with a chance at 25,000 More later if you qualify for and complete
the beverage survey from Technomic!

  
 
Earn points or discounts with these participating service partners.

                     

To ensure delivery of ExtraPoints eNewsletters in the future, please add

customerservice@foodservicerewards.com to your safe list.

If your email application cannot properly display this message please click here to view your

promotions on www.foodservicerewards.com.
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62. It's not too late to get lucky!

From: Foodservice Rewards <customerservice@foodservicerewards.com>

To: dmartin@burke.k12.ga.us

Sent Date: Mar 27, 2013 12:20:15

Subject: It's not too late to get lucky!

Attachment:

Hi Donna , Your Point Balance is: 23915
Enter Codes  |  Shop Rewards

Earn bonus points by participating in these exciting promotions! To view a full list of promotions

click here.
EARN THOUSANDS OF BONUS POINTS WHEN YOU RACE FOR REWARDS WITH GENERAL
MILLS!
TRIO is dishing up a sweepstakes, bonus points, and business building ideas. Sign up today and
begin earning Bonus Points each month in 2013.
MINOR'S® starts the new year with THOUSANDS of Bonus Points. Inspire your menu, keep your
patrons coming back, and maximize your bonus points.
500 Bonus Points are YOURS for each of the participating Rich's breakfast products you try for
the 1st time before March 31! Click for Details
EARN BONUS POINTS on Pierce Chicken Wing Dings and Wing-Zings, the best-selling wings in
foodservice.
EARN TRIPLE POINTS on every case of Pierce Chicken® Dip-Stix®, the new handheld menu
item sure to satisfy your customers' cravings!
EARN THOUSANDS OF BONUS POINTS WHEN YOU STRETCH YOUR CLEANING WITH
PROCTER &GAMBLE!
EARN UP TO 200 BONUS POINTS ON YOUR FIRST CASE OF KRAFT MAYO WITH OLIVE
OIL! EARN TRIPLE POINTS ON ALL CASES AFTER!
EARN 100 BONUS POINTS FOR TRYING OUR NEW PRODUCT, LAND O'LAKES REDUCED
CREAM BASE!
EARN UP TO 900 BONUS POINTS WHEN YOU REDEEM SPLENDA NO CALORIE SWEETNER
PRODUCTS! 
Through June 30, 2013, redeem 2 cases of Steak-EZE®BreakAway® Chicken PLUS 3 cases of
Steak-EZE BreakAway Beef and earn 500 BONUS POINTS!
Earn QUADRUPLE POINTS on Steak-EZE®BreakAway® Corned Beef on St. Pat-EZE™ Day!
QUADRUPLE POINTS on Graham Snackers®— Perfect for Breakfast or Any Meal of the Day!
Earn up to 450 Bonus Points with participating Icelandic Brand products from High Liner Foods.
Place your order today!
SUSHI HAS NEVER BEEN SO EASY! START EARNING POINTS ON KING &PRINCE'S SUSHI
BOB!
EARN UP TO 850 BONUS POINTS FROM KING &PRINCE DURING LENT!
Pork from Clemens Food Group joins Foodservice Rewards. Celebrate with TRIPLE POINTS on
bacon, sausage, ham, tenderloins and chops.
Convert neighbors to buyers with a birthday greeting and gift for their special day... plus earn
5,000 Bonus Points when you mention this email!!
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Transform casual customers into frequent buyers with irresistible email offers... PLUS earn 5,000
Bonus Points when you mention this email!
Build relationships and drive retail sales with today's hottest online marketing tools... PLUS earn
5,000 Bonus Points when you mention this email!
Create same-day demand for your products and services with instant text messages... PLUS
earn 5,000 Bonus Points when you mention this email!!
Turn new neighbors into loyal customers with personalized letters and gift certificates... plus earn
5,000 Bonus Points when you mention this email!
MARS joins FSR! Earn points on chopped pieces of your favorite MARS candy brands. Plus,
Earn 100 Bonus Points on your 1st case between 2/15 &5/15!
EARN TRIPLE POINTS ON EVERY CASES OF SELECTED OLD CALIFORNIA PRODUCTS!
Try the new Brew City Mac 'N Jack Brew Bites™ - premium ingredients, beer battered, 500 Bonus
Points on your 1st case and Double Points after that.
IT'S A POINT-A-PALOOZA... AND YOU'RE INVITED!  
ENTER ANY PRODUCT CODE TO REACH YOUR GOAL

  

Click through to read more about what's new.
Use your Foodservice Rewards points to pay for registration to the 2013 NRA Show.  
May 18-21, 2013 | Chicago, IL
Redeem your Foodservice Rewards points to help pay for ACF conferences, conventions, events
and membership fees.

  
 
Earn points or discounts with these participating service partners.

                     

To ensure delivery of ExtraPoints eNewsletters in the future, please add

customerservice@foodservicerewards.com to your safe list.

If your email application cannot properly display this message please click here to view your

promotions on www.foodservicerewards.com.
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63. Get Lucky.  Earn Extra Points.

From: Foodservice Rewards <customerservice@foodservicerewards.com>

To: dmartin@burke.k12.ga.us

Sent Date: Mar 13, 2013 12:21:24

Subject: Get Lucky.  Earn Extra Points.

Attachment:

Hi Donna , Your Point Balance is: 23145
Enter Codes  |  Shop Rewards

Earn bonus points by participating in these exciting promotions! To view a full list of promotions

click here.
EARN THOUSANDS OF BONUS POINTS WHEN YOU RACE FOR REWARDS WITH GENERAL
MILLS!
MINOR'S® starts the new year with THOUSANDS of Bonus Points. Inspire your menu, keep your
patrons coming back, and maximize your bonus points.
500 Bonus Points are YOURS for each of the participating Rich's breakfast products you try for
the 1st time before March 31! Click for Details
EARN BONUS POINTS on Pierce Chicken Wing Dings and Wing-Zings, the best-selling wings in
foodservice.
EARN TRIPLE POINTS on every case of Pierce Chicken® Dip-Stix®, the new handheld menu
item sure to satisfy your customers' cravings!
EARN THOUSANDS OF BONUS POINTS WHEN YOU STRETCH YOUR CLEANING WITH
PROCTER &GAMBLE!
EARN UP TO 200 BONUS POINTS ON YOUR FIRST CASE OF KRAFT MAYO WITH OLIVE
OIL! EARN TRIPLE POINTS ON ALL CASES AFTER!
EARN 100 BONUS POINTS FOR TRYING OUR NEW PRODUCT, LAND O'LAKES REDUCED
CREAM BASE!
EARN UP TO 900 BONUS POINTS WHEN YOU REDEEM SPLENDA NO CALORIE SWEETNER
PRODUCTS! 
Earn QUADRUPLE POINTS on Steak-EZE®BreakAway® Corned Beef on St. Pat-EZE™ Day!
QUADRUPLE POINTS on Graham Snackers®— Perfect for Breakfast or Any Meal of the Day!
Earn up to 450 Bonus Points with participating Icelandic Brand products from High Liner Foods.
Place your order today!
EARN UP TO 850 BONUS POINTS FROM KING &PRINCE DURING LENT!
SUSHI HAS NEVER BEEN SO EASY! START EARNING POINTS ON KING &PRINCE'S SUSHI
BOB!
Pork from Clemens Food Group joins Foodservice Rewards. Celebrate with TRIPLE POINTS on
bacon, sausage, ham, tenderloins and chops.
Convert neighbors to buyers with a birthday greeting and gift for their special day... plus earn
5,000 Bonus Points when you mention this email!!
Create same-day demand for your products and services with instant text messages... PLUS
earn 5,000 Bonus Points when you mention this email!!
Build relationships and drive retail sales with today's hottest online marketing tools... PLUS earn
5,000 Bonus Points when you mention this email!
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Turn new neighbors into loyal customers with personalized letters and gift certificates... plus earn
5,000 Bonus Points when you mention this email!
Transform casual customers into frequent buyers with irresistible email offers... PLUS earn 5,000
Bonus Points when you mention this email!
MARS joins FSR! Earn points on chopped pieces of your favorite MARS candy brands. Plus,
Earn 100 Bonus Points on your 1st case between 2/15 &5/15!
EARN TRIPLE POINTS ON EVERY CASES OF SELECTED OLD CALIFORNIA PRODUCTS!
Try the new Brew City Mac 'N Jack Brew Bites™ - premium ingredients, beer battered, 500 Bonus
Points on your 1st case and Double Points after that.
IT'S A POINT-A-PALOOZA... AND YOU'RE INVITED!  
ENTER ANY PRODUCT CODE TO REACH YOUR GOAL

  

Click through to read more about what's new.
Use your Foodservice Rewards points to pay for registration to the 2013 NRA Show.  
May 18-21, 2013 | Chicago, IL
Anything4Restuarants.com and FSR join up to provide additional value for Foodservice
Professionals
Redeem your Foodservice Rewards points to help pay for ACF conferences, conventions, events
and membership fees.

  

More ways to earn! Click through, below, to learn how.
Earn 600 Bonus Points NOW with a chance at 20,000 More LATER by qualifying for and
completing this survey from Technomic!

  
 
Earn points or discounts with these participating service partners.

                     

To ensure delivery of ExtraPoints eNewsletters in the future, please add

customerservice@foodservicerewards.com to your safe list.

If your email application cannot properly display this message please click here to view your

promotions on www.foodservicerewards.com.
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64. Mia Jang, Ph.D.'s new photo, and other updates from your network

From: LinkedIn Updates <messages-noreply@linkedin.com>

To: Donna Martin, EdS, RD, LD, SNS <dmartin@burke.k12.ga.us>

Sent Date: Feb 01, 2013 01:11:31

Subject: Mia Jang, Ph.D.'s new photo, and other updates from your network

Attachment:

 

 

 

What are your connections up to? 

 

Stay on top of what's happening in your network. 
See all updates

 

 

 

PROFILE CHANGES IN YOUR NETWORK Update your profile 

 

 

 

 
Mia Jang, Ph.D. has uploaded a new profile picture 

 
Update your photo 

 

 
Timothy Cipriano has uploaded a new profile picture 

 
Update your photo 

 

 

 
Liz Marr, MS, RD has added a skill: Recipes 

 
Comment 

 

· 

 
See updated profile 
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Ioannis Dimakopoulos has added skills: Heart Disease, Medical Nutrition Therapy, Weight
Management, and 4 more 

 
Comment 

 

· 

 
See updated profile 

 

 

 
Megrette Fletcher has an updated profile (Expertise) 

 
Comment 

 

· 

 
See updated profile 

 

 

 
Isabella Camargo, MS, Nutritionist/Dietitian has an updated profile (Industry, Headline,
Experience) 

 
Comment 

 

· 

 
See updated profile 

 

 

 
Lois Moss-Barnwell, MS,RD,LDN,CDE has added a certification: Certified Diabetes Educator 

 
Comment 

 

· 

 
See updated profile 
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WHAT YOUR NETWORK IS SAYING 

 

 

 

 
Becky Dorner Does your staff know how to obtain and document accurate heights and weights in
your facility? http://ow.ly/hdjIz 

 

 
How to Take Accurate Heights and Weights - N4 

 

This inservice provides many of the tools you need to train your staff on how to obtain and

document accurate heights and weights in your facility: Resources: o The Resource section

provides resources to assist with... 

 
Comment 

 

 

 
Dr Robert Lewis 

 

 

 
2013 FAME Award Winners: A Photo Gallery 

 

GOLDEN STAR: Melanie Konarik, MS, SNS, FSD for the Houston Spring ISD (3rd from l.), took

the top honor in the annual FAME awards program. Flanking her (l. to r.): Basic American’s

Jennifer McKenzie-Muell; Schwan’s Mary... 

 
Comment 

 

 

 
Victoria Quaid Weaver MS RD LD MA Atlanta is # 1 on the list of Top 10 Destinations in the U.S.
for the 3rd year in a row! I love living in Atlanta:) 

 

 

 
Top 10 Moving Destinations in the U.S. 

 

More than 36 million Americans relocated in 2012. Find out where they moved. 
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Comment 

 

 

 
Megrette Fletcher Curious about mindful eating? Here are 8 wonderful resources to consider.
There are just so many I have decided to quote Inigo Montoya, my favorite character from the
movie The Princess Bride "Let me 'splain. [pause] No, there is too much. Let me sum up." Enjoy! 

 

 

 
New resources, tools, workshop to learn more about Mindful Eating? 

 

You become what you think. If you’re not getting the results you want, ask yourself what you were

thinking first. Whether you’re aware of it or not, you have a mental tape running constantly that

affects your moods and... 

 
Comment 

 

 

 
Mary Grazen-Browne I talk about this a lot - get off the artificial sugars- they can cause a lot of
problems for stomach upset to headaches. Stevia is the non caloric sweetener of choice. 

 

 

 
A Complete Guide To Sweeteners 

 

This is a complete guide to all sweeteners and discusses the side effects of artificial sweeteners

such as splenda, sucralose, aspartame and nutrisweet. This guide also goes into different natural

sweeteners such as agave,... 

 
Comment 

 

 

 
Isabella Camargo, MS, Nutritionist/Dietitian and 297 others are now following Christopher Elliott's
public shares 

 

 

 
Christopher Elliott 

 

Reader advocate for National Geographic Traveler, Tribune Media Services and The Washington

Post. 
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Would You Tattle on Your Seatmate? 

 

On a recent flight from Chicago to Philadelphia, Melissa Brown sat next to a dilemma: a fellow

passenger whose actions could crash the plane, but probably wouldn't. Should she report him —

or... 

 
Follow Christopher Elliott 

 

 

 
Robyn Flipse, MS, MA, RD Knowing how many miles you must walk to burn the calories in a meal
makes more sense to consumers than just knowing how many calories it contains. 

 

 

 
New Coke Ad Goes Beyond the Nutrition Facts Label | Health Goes Strong 

 

Nutrition facts label and good nutrition websites need activity... 

 
Comment 

 

 

 

NEW CONNECTIONS 

 

 

 

 

 
Bert Johnson is now connected to Sara Holcomb 

 

 

 
Alice Darr, MBA, RD, LD, CFP is now connected to Alice Bender 

 

 

 
Meredith Sargent is now connected to Lorraine Hogan 
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Sheryl Lozicki is now connected to Marti O'Brien and 9 other people 

 

 
Stuart Katsh, MS, RD is now connected to Cara Archer and 2 other people 

 

 

 
See all updates

 

You are receiving Network Updates emails. Unsubscribe. 

 

This email was intended for Donna Martin, EdS, RD, LD, SNS (Director School Nutrition Program).

Learn why we included this. © 2013, LinkedIn Corporation. 2029 Stierlin Ct. Mountain View, CA

94043, USA 
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65. Donna , There is a flurry of bonus points waiting for you

From: Foodservice Rewards <customerservice@foodservicerewards.com>

To: dmartin@burke.k12.ga.us

Sent Date: Jan 30, 2013 12:13:09

Subject: Donna , There is a flurry of bonus points waiting for you

Attachment:

Hi Donna , Your Point Balance is: 21010
Enter Codes  |  Shop Rewards

Earn bonus points by participating in these exciting promotions! To view a full list of promotions

click here.
MINOR'S® starts the new year with THOUSANDS of Bonus Points. Inspire your menu, keep your
patrons coming back, and maximize your bonus points.
500 Bonus Points are YOURS for each of the participating Rich's breakfast products you try for
the 1st time before March 31! Click for Details
EARN DOUBLE POINTS on every case of Pierce Chicken Skinny Dip'n Chik'n, the Original
Unbreaded Boneless Wing!
EARN THOUSANDS OF BONUS POINTS WHEN YOU STRETCH YOUR CLEANING WITH
PROCTER &GAMBLE!
Dress up your menu with Kraft Salad Dressings and Spreads and EARN up to 800 BONUS
POINTS!
EARN 100 BONUS POINTS FOR TRYING OUR NEW PRODUCT, LAND O'LAKES REDUCED
CREAM BASE!
REDEEM SPLENDA NO CALORIE SWEETENER AND EARN UP TO 600 BONUS POINTS!
When your customers want SPLENDA®, you need to have SPLENDA®!
QUADRUPLE POINTS on Graham Snackers®— Perfect for Breakfast or Any Meal of the Day!
Earn up to 450 Bonus Points with participating Icelandic Brand products from High Liner Foods.
Place your order today!
EARN UP TO 850 BONUS POINTS FROM KING &PRINCE DURING LENT!
SUSHI HAS NEVER BEEN SO EASY! START EARNING POINTS ON KING &PRINCE'S SUSHI
BOB!
Pork from Clemens Food Group joins Foodservice Rewards. Celebrate with TRIPLE POINTS on
bacon, sausage, ham, tenderloins and chops.
IT'S A POINT-A-PALOOZA... AND YOU'RE INVITED!  
ENTER ANY PRODUCT CODE TO REACH YOUR GOAL

  

Click through to read more about what's new.
Use your Foodservice Rewards points to pay for registration to the 2013 NRA Show.  
May 18-21, 2013 | Chicago, IL
Anything4Restuarants.com and FSR join up to provide additional value for Foodservice
Professionals
Redeem your Foodservice Rewards points to help pay for ACF conferences, conventions, events
and membership fees.
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More ways to earn! Click through, below, to learn how.
Save up to $150 on KNORR® Soup Du Jour!
Learn to build relationships, manage your reputation, &drive sales w/ Social Media. Plus earn 250
Points by attending this FREE Social Media Seminar!

  
 
Earn points or discounts with these participating service partners.

                      

To ensure delivery of ExtraPoints eNewsletters in the future, please add

customerservice@foodservicerewards.com to your safe list.

If your email application cannot properly display this message please click here to view your

promotions on www.foodservicerewards.com.
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66. Report on Sponsorship

From: Patricia Babjak <PBABJAK@eatright.org>

To: Becky Dorner <becky@beckydorner.com>, dwheller@mindspring.com

<dwheller@mindspring.com>, DMartin@Burke.k12.ga.us

<DMartin@Burke.k12.ga.us>, Elise Smith  <easaden@aol.com>, Ethan A.

Bergman <bergmane@cwu.edu>, Evelyn Crayton <craytef@auburn.edu>,

Glennacac@aol.com <Glennacac@aol.com>, Joe Derochowski

<joe.derochowski@nielsen.com>, Linda Farr  <linda.farr@me.com>, Lucille

Beseler  <lbeseler_fnc@bellsouth.net>, Marcia Kyle

<bkyle@roadrunner.com>, Margaret Garner <mgarner@cchs.ua.edu>,

peark02@outlook.com <peark02@outlook.com>,

Nancylewis1000@gmail.com <Nancylewis1000@gmail.com>, Patricia Babjak

<PBABJAK@eatright.org>, Sandra Gill  <sandralgill@comcast.net>, Sylvia

Escott-Stump <escottstumps@ecu.edu>, Trisha Fuhrman

<nutrisha50@earthlink.net>

Cc: Executive Team Mailbox <ExecutiveTeamMailbox@eatright.org>, Ulric Chung

<UChung@eatright.org>, Chris Reidy <CREIDY@eatright.org>, Susan Burns

<Sburns@eatright.org>, Alison Steiber <ASteiber@eatright.org>, Doris Acosta

<dacosta@eatright.org>, Karen Lechowich <KLechowich@eatright.org>

Sent Date: Jan 23, 2013 13:22:46

Subject: Report on Sponsorship

Attachment: Screen shot 2013-01-23 at 4.40.18 AM.PNG
AND_Corporate_Sponsorship_Report.pdf
Report Questions Nutrition Group’s Use of Corporate Sponsors -
NYTimes.c....pdf

You have probably seen that Michele Simon this morning released her report on the Academy’s

corporate sponsorship program and an article on the program has appeared in today’s New York

Times. Copies of the report and the Times article are attached to this email. This is the report and

article that we discussed in our January 18 email to you.

 

 

As we anticipated, the report is a mixture of facts – most of which were obtained from publicly

accessible pages on the Academy’s website – and opinion and speculation on Ms. Simon’s part. 

 

There is one indisputable fact in the report about the Academy's sponsorship program: We have

one. The majority of the report consists of these publicly available facts filtered through Ms.

Simon’s opinions, many of which she has previously written about. She is of course entitled to her

opinions.
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And Now a Word from Our Sponsors: New Report from Eat Drink Politics

Posted on January 22, 2013 by Michele Simon

January 23, 2012 - For Immediate Release
And Now a Word
From Our Public health attomey and author Michele Simon asks: Are

Sponsors America’s nutrition professionals in the pocket of Big Food? While
the Academy of Nutrition and Distetics' 74,000-member trade
‘group partners with the likes of Coke and Hershey's, the nation's
health continues to suffer from poor diet.

‘The largest trade group of nutrition professionals—the Academy of
Nutrition and Dietetics—has a serious credibility proble. In a
damning/report released today, industry watchdog Eat Drink
Politics examines the various forms of corporate sponsorship by
Big Food that are undermining the integrity of those professionals
‘most responsible for educating Americans about healthy eating.

‘The report details, for example, how registered dietitians can earn
‘continuing education units from Coca-Cola, in which they leam that
sugar is not a problem for children and how Nestié, the world's largest food company can pay $50,000 to
host a two-hour “nutrition symposium” at the Academy's annual meeting. Additional disturbing fin
from the report include:

= Beginning in 2001, the Academy listed 10 food industry sponsors; the 2011 annual report lsts 38, a
more than three-fold increase;

= Comparies on the Academy's list of approved continuing education providers include Coca-Cola,
Kraft Foods, Nestié, and PepsiCo;

= Atthe 2012 annual meeting, 18 organizations ~ less than five percent of all exhibitors — captured 25
percent of the total exhibitor space. Only two out of the 18 represented whole, non-processed foods;

= The Com Refiners Association (lobbysts for high fructose corn syrup) sponsored three "expo impact”
sessions at the 2012 annual meeting;

= Amajority of registered dietitians surveyed found three current Academy sponsors “unacceptable”
(Coca-Cola, Mars, and PepsiCo);

= 80 percent of registered dietitians said sponsorship implies Academy endorsement of that company
and their products;

= The Academy has not supported controversial nutrition policies that might upset corporate sponsors,
such as limits on soft drink sizes, soda taxes, or GMO labels;

= Sponsors and their activities appear to violate the Academy’s own sponsorship guidelines.

Among the report's recommendations are for the Academy to: 1) provide greater transparency on

‘corporate funding sources; 2) gather input from all members on corporate sponsorship; 3) reject all
‘corporate-sponsored education; and 4) provide better leadership on controversial nutrition
Registered dietitian and Academy member Andy Bellatti, who has long critcized his professional group's
confiicted corporate sponsorships sai

Michele Simon’s report on the Academy of Nutrition and Dieetics is thoroughly researched and
expertly points out the different ways in which the nation's leading nutrition organization harms its.
reputation, efficacy, and members by forming partnerships with food companies that care more
about selling products than they do about improving the health of Americans. Anyone concerned
about public health will realize that the Academy of Nutrition and Dietetics is in dire need of
systemic change if it hopes to take a leadership role and be taken seriously as the home base of
the nation’s nutiition experts.

Report links:

Eull Report

Executive Summary

Eormer Academy Members Speak Out

Image Gallery (Big Food booths at annual meeting)
= New York Times Story

Contact: Michele Simon at (510) 465-0322 or Michele@EatDrinkPolitics.com
Share/Save 1% % ¢

Tris entry was posted in Uncateqorized. Bookmark the permalink.
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And Now a Word From Our Sponsors  1


By any measure, the nation is currently 
suffering from an epidemic of diet-
related health problems. According to 
the U.S. Centers for Disease Control 
and Prevention,1 chronic diseases – such 
as heart disease, stroke, cancer, and 
diabetes – “are among the most common, 
costly, and preventable of all health 
problems.” 


Against this backdrop, we must ask: what 
is the role of the Academy of Nutrition 
and Dietetics (AND)—the nation’s largest 
association of nutrition professionals—in 
preventing or at least stemming the tide 
of diet-related health problems? What 
responsibility does this influential group 
of registered dietitians bear to be a 
leading advocate for policy changes to 
make eating healthfully more accessible? 
Does forming partnerships with the food 
industry compromise such a group’s 
credibility? And what does the food 
industry gain from such partnerships?


Why does it matter? As this report 
will show, the food industry’s deep 
infiltration of the nation’s top nutrition 
organization raises serious questions not 
only about that profession’s credibility, 
but also about its policy positions. The 
nation is currently embroiled in a series 
of policy debates about how to fix our 
broken food system. A 74,000-member 
health organization has great potential 
to shape that national discourse – for 
better and for worse.


Findings:


• Beginning in 2001, AND listed 10 food 
industry sponsors; the 2011 annual report 
lists 38, a more than three-fold increase. 


• The most loyal AND sponsor is the 
National Cattleman’s Beef Association, for 
12 years running (2001-2012).


• Processed food giants ConAgra and 
General Mills have been AND sponsors for 
10 of the last 12 years. 


• Kellogg and the National Dairy Council have 
been AND sponsors for 9 of the last 12 years.


• Companies on AND’s list of approved 
continuing education providers include 
Coca-Cola, Kraft Foods, Nestlé, and PepsiCo.


• Among the messages taught in Coca-Cola-
sponsored continuing education courses are: 
sugar is not harmful to children;  aspartame 
is completely safe, including for children over 
one year; and the Institute of Medicine is too 
restrictive in its school nutrition standards.


• At AND’s 2012 annual meeting, 18 
organizations – less than five percent of 
all exhibitors – captured 25 percent of the 
total exhibitor space. Only two out of the 18 
represented whole, non-processed foods. 


• Based on square footage, only about 12 
percent of the expo floor was taken up by 
fruit and vegetable vendors, using AND’s 
own generous classification. 


• The AND Foundation sells “nutrition 
symposia” sponsorships for $50,000 at the 
annual meeting. In 2012, Nestlé presented a 
session on “Optimal Hydration.” 


Executive Summary







And Now a Word From Our Sponsors  2


• The Corn Refiners Association (lobbyists 
for high fructose corn syrup) sponsored 
three “expo impact” sessions at the AND 
2012 annual meeting.


• Roughly 23 percent of annual meeting 
speakers had industry ties, although most 
of these conflicts were not disclosed in the 
program session description.


• In an independent survey, 80 percent 
of registered dietitians said sponsorship 
implies Academy endorsement of that 
company and its products.


• Almost all RDs surveyed (97 percent) 
thought the Academy should verify that a 
sponsor’s corporate mission is consistent with 
that of the Academy prior to accepting them.


• A majority of RDs surveyed found three 
current AND sponsors “unacceptable.” 
(Coca-Cola, Mars, and PepsiCo.)


• The AND lobbying agenda reveals 
mostly safe issues benefiting registered 
dietitians. To date, AND has not supported 
controversial nutrition policies that might 
upset corporate sponsors, such as limits on 
soft drink sizes, soda taxes, or GMO labels.


• AND’s sponsors and their activities appear 
to violate AND’s own sponsorship guidelines. 


• In 2011, AND generated $1.85 million in 
sponsorship revenue, which represents 
about 5% the total revenue. This is down 
from 9% in both 2010 and 2009.


• For the AND Foundation, corporate 
contributions were the single largest source 
of revenue in 2011: $1.3 million out of a total 
of $3.4 million or 38 percent. 


• In 2011, the AND Foundation reported 
more than $17 million in net assets, more 
than six times its expenses for that year.


Recommendations


1) Greater Transparency: AND should make 
more details available to the public (or at 
least to members) regarding corporate 
sponsorship—far beyond what it currently 
provides in its annual reports.


2) Request Input from Membership: Trade 
group policies should reflect the desires of 
its members. Many RDs object to corporate 
sponsorship but don’t know how to make 
their voices heard.


3) Meaningful Sponsorship Guidelines: 
AND should implement much stronger and 
more meaningful sponsorship guidelines, 
possibly looking to the Hunger and 
Environmental Nutrition Dietetic Practice 
Group’s stricter guidelines as a model.


4) Reject Corporate-Sponsored 
Education: AND should reject outright 
corporate-sponsored continuing 
education, as well as corporate-sponsored 
education sessions at its annual meeting. 
AND should also consider placing more 
distance between its credentialing arm and 
the main organization.  


5) Increased Leadership on Nutrition 
Policy: In recent years, AND’s leadership 
has taken important steps to improve 
its policy agenda and create a positive 
presence in Washington. However, while 
the staff in the D.C. office is lobbying on 
behalf of AND’s membership, “education 
sessions” are being taught to RDs by Coke 
and Hershey’s. This disconnect will continue 
to undermine AND’s credibility on critical 
policy issues until the conflicts are resolved.
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Introduction


By any measure, the nation is currently 
suffering from an epidemic of diet-
related health problems. According to 
the U.S. Centers for Disease Control and 
Prevention, 1 chronic diseases – such 
as heart disease, stroke, cancer, and 
diabetes – “are among the most common, 
costly, and preventable of all health 
problems.” The numbers are stunning: 
133 million Americans – almost half of 
all adults – have at least one of these 
chronic diseases, which cause seven out 
of 10 deaths each year. In addition to 
factors such as smoking and excessive 
alcohol consumption, poor diet plays a 
major causal role in chronic disease.


There is also irrefutable evidence that 
the food industry’s incessant marketing 
of unhealthy foods, especially to 
children, is at least partly to blame for 
America’s poor eating habits. It’s nearly 
impossible for “eat healthy” messages 
to compete with an industry that spends 
billions of dollars a year marketing 
“dollar menu meals” to adults and Happy 
Meals to children.


Against this backdrop, we must ask: what 
is the role of the Academy of Nutrition 
and Dietetics—the nation’s largest 
association of nutrition professionals—
in preventing or at least stemming the 
tide of diet-related health problems? 
What responsibility does this influential 
group of registered dietitians bear to be 


a leading advocate for policy change to 
make eating healthfully more accessible? 
Does forming partnerships with the food 
industry compromise such a group’s 
credibility? And what does the food 
industry gain from such partnerships?


Formed in 1917, the American Dietetic 
Association changed its name in 2012 
to the Academy of Nutrition of Dietetics 
(AND). The organization’s 74,000 
members are mostly registered dietitians 
(RDs), among other health and nutrition 
professionals. (It’s incorporated as a 
501(c)(6), the IRS tax designation for 
“business league” or trade group.) 
The organization’s stated mission 
is “empowering members to be the 
nation’s food and nutrition leaders;” 
and its vision is: “optimizing the nation’s 
health through food and nutrition.”2 The 
group seems to do well financially. In 
2011, AND enjoyed close to $34 million 
in revenues, from a mix of membership 
dues, sponsorships, and other sources.3


Controversy surrounding the group’s 
relationship with the food industry is 
hardly new. In 1995, New York Times 
reporter Marian Burros wrote about 
criticisms of the group for taking funding 
from industry groups such as the 
Sugar Association, the Meat Board, and 
companies such as McDonald’s, Coca-
Cola, and Mars.4 According to Burros: 
“Nothing negative is ever included in 
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materials produced by the association, 
a fact that critics attribute to its link to 
industry.” In that same article, veteran 
sustainable food advocate and Columbia 
University Professor Joan Gussow noted 
that giving money to registered dietitians 
is how industry silences its critics. 


In her seminal 2002 book, Food 
Politics, New York University Professor 
Marion Nestle documented the 
American Dietetic Association’s (its 
name then) troubling ties to the food 
industry. For example, Nestle cited 
a 1993 collaboration between ADA 
and McDonald’s to develop “Food 
FUNdamentals” Happy Meal toys as part 
of a shared “commitment to nutrition 
education.”5 Equally worrisome, Nestle 
found industry advertisements in the 


ADA journal, along with a 20-page 
“educational” insert from the Dannon 
Institute in the April 2000 issue.6


Little has changed since then—except 
that things have gotten even worse. As 
this report will show, the food industry’s 
deep infiltration of the nation’s top 
nutrition organization—the Academy 
of Nutrition of Dietetics—raises serious 
questions not only about that profession’s 
credibility, but also about its policy 
positions. The nation is currently 
embroiled in major debates and disputes 
about how to fix our broken food system, 
from agricultural subsidies to GMO 
labeling to marketing to children. A 
74,000-member health organization has 
great potential to shape that national 
discourse – for better and for worse.
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A Decade of Loyal Food Industry Sponsors


An examination of AND annual reports 
from 2001 to 2011 reveals a sharp rise in 
the number of food industry sponsors. 
Beginning in 2001, AND listed 10 food 
industry sponsors. The 2011 annual 
report listed 38, a more than three-fold 
increase. Although in later years some 
companies are listed more than once 
for different forms of sponsorship, the 
figures suggest a marked increase in 
sponsorship opportunities. (See table.)


According to an article published in the 
Journal of Hunger and Environmental 


Nutrition, the Academy implemented 
a new corporate relations sponsorship 
program in 2007, including “partners” for 
the first time, which confers an ongoing 
relationship, sometimes over several years.7 
The first Academy partners were Aramark, 
GlaxoSmithKline Consumer Healthcare, 
the National Dairy Council, and Unilever, 
with PepsiCo and Coca-Cola Company 
becoming partners shortly thereafter.


Certain food companies and industry 
trade groups have become especially 
loyal sponsors over the years, suggesting 


TABLE 1: Number of food company / trade group
sponsors of AND over 10 years
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a deeper relationship of cooperation 
and influence. The top loyalty prize 
goes to the National Cattlemen’s Beef 
Association, which has sponsored 
AND for the past 12 years (2001-2012). 
NCBA is a large and powerful lobbying 
organization representing the nation’s 
beef producers. Most notoriously, NCBA 
has flexed its lobbying muscle over 
the years to influence federal nutrition 
guidelines to ensure that beef remains a 
dietary staple.8  


Other loyal AND sponsors include 
processed food giants ConAgra, General 
Mills (for 10 of past 12 years), and 
Kellogg, along with the marketing group, 
the National Dairy Council, each listed for 
nine of the past 12 years. 


Over the past five years, AND’s most 
loyal Academy Partners (for all five years) 
have been Aramark, Coca-Cola, and 
the National Dairy Council. During that 
period, the following companies were 
listed as either “Partners” or “Premier 
Sponsors:” PepsiCo, Kellogg, Mars, 
General Mills, and Abbott Nutrition. 


On its promotional web page where 
AND solicits corporate sponsorships, 
the group offers its justification for 
these relationships: “We think it’s 
important for us to be at the same table 
with food companies because of the 
positive influence that we can have on 
them.”9 They continue: 


For the Academy, relationships with outside 
organizations are not about promoting 


Academy Sponsors 2001-2012


12 years 10 years 10 years 9 years 9 years


Academy Partners 2008-2012


Partners or Premier Sponsors 2008-2012


TABLE 2: Most Loyal Corporate Sponsors
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companies’ products; they are about 
creating nutrition messages that people can 
understand and act upon to improve their 
health and that of their families.


The top level of corporate sponsorship, 
“Academy Partner,” garners a nice 
collection of perks, mostly buying 
access to educate nutrition professionals 
on how their particular products are 
conducive to a healthy lifestyle.10 For 
example, partners can co-sponsor “all 
Academy Premier Events,” conduct a 
90-minute educational presentation at 
AND’s annual meeting, and host either a 
culinary demo or media briefing also at 
the annual meeting. 


Partner status also confers this benefit: 
“The right to co-create, co-brand 
an Academy-themed informational 
consumer campaign.” Examples include 
the Coca-Cola “Heart Truth Campaign,” 
which involves fashion shows of women 
wearing red dresses and is also promoted 
by the federal government.11 


Another instance of partner/sponsor co-
branding is the National Dairy Council’s 
“3-Every-Day of Dairy Campaign,” which 
is a marketing vehicle for the dairy 
industry disguised as a nutrition program.
The partnership consists of several 
fact sheets that bear the AND logo, 
demonstrating the value of the group’s 
seal of approval.12 The National Dairy 
Council does not disclose that they paid 
for the right to use the AND logo. 


It’s important to view these materials as 
opportunities for positive and free publicity 
under the guise of “education” for both 
RDs and consumers. Dietitians working 
in clinical settings or as independent 
practitioners are an important vehicle 
through which many consumers become 
educated on how to eat healthfully. By 
putting its seal of approval on materials 
developed by Coca-Cola and the National 
Dairy Council, the Academy is sending a 
strong message that these are legitimate 
sources of health and nutrition information, 
using its members to then educate the 
general public. In reality, these materials 
are little more than public relations 
messages for food companies and trade 
associations to sell more products.


PAST ACADEMY PRESIDENT SYLVIA ESCOTT-STUMP 
AT COCA-COLA HEART TRUTH CAMPAIGN EVENT
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The Best Nutrition Education 
Money Can Buy


One of the most important ways that 
food companies promote themselves 
to RDs is through the Academy’s 
credentialing agency, the Commission 
on Dietetic Registration (CDR). The 
agency, housed within AND, oversees 
the credentialing process for RDs 
and numerous other credentials 
and awards. The CDR also approves 
“accredited providers” for Continuing 
Profession Education” (CPE) for RDs.13


To teach RDs, one must pay a $250 
non-refundable application fee, along 
with an annual $300 “maintenance 
fee.” The AND Commission promotes 
the “benefits” of becoming an 
accredited provider of CPE by 
emphasizing “marketing opportunities” 
such as exposure to Academy 
members, promotion of CPE activities, 
and being listed on the Commission’s 
website.14 Judging from the list of 
providers, (about 200) quite a few food 
companies are taking advantage of 
this opportunity—including Coca-Cola, 
Kraft, Nestlé, and PepsiCo, often under 
the guise of the company’s “institute.”15


Accredited continuing education 
providers include:


•	General	Mills	Bell	Institute	for		 	
 Health and Wellness


•	Calorie	Control	Council		 	 	
 [industry group]


•	ConAgra	Foods	Science	Institute


•	Coca-Cola	Company	Beverage	Institute		
 for Health and Wellness


•	 Institute	of	Food	Technologists		 	
 [leaders tied to industry]


•	 International	Food	Information	Council		
 Foundation [industry group]


•	Kraft	Foods	Global


•	National	Pasteurized	Eggs	


•	Nestlé	HealthCare	Nutrition


•	PepsiCo	Nutrition


The following continuing education 
session is available for purchase by 
RDs directly from AND’s website: 
Restaurant Menu Labeling: Impact 
on the Environment of Nutrition and 
Dietetics.16 The two presenters are from 
the National Restaurant Association, 
the powerful lobbying organization for 
the restaurant industry, which fought 
for decades against menu labeling; 
thus having them present on this topic 
seems especially disingenuous. 


Also available are two sessions 
presented by the public relations 
group, International Food Information 
Council, which only puts out 
information that favors its food 
industry members and funders: 


• Agricultural and Food Production 
Practices17 


• Translating the 2010 Dietary Guidelines 
to Consumer Acceptance and Action.18
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Industry-spun Science is Not 
Continuing Education 


Allowing industry representatives 
to provide continuing education is 
problematic on several levels. For 
example, the food industry is not in the 
education business: it’s in the selling-
more-food business. Just because Coca-
Cola and Hershey’s launch their own 
branded “institutes” does not change this 
reality. Likewise, inventing a group called 
a “council” 
does not 
automatically 
mean your 
information is 
science-based.


The point of 
continuing 
education is to 
keep nutrition 
professionals 
abreast of 
their field’s 
cutting-edge 
research and 
other trends. 
The food 
industry does 
not monitor 
research: they select it; they spin it; and at 
times, fund it to get favorable outcomes. 
Often these companies rely on outside 
“experts” to teach their sponsored 
webinars, but while these instructors give 
the illusion of objectivity, the information 
can still be biased. Coca-Cola is not 
going to select (and pay) an expert 
who has anything bad to say about 
their products. These experts are hand-
picked by companies precisely because 


the messages they bring are in line with 
corporate goals to sell more. As a result, 
RDs are getting a very biased education 
on numerous critical health issues. 


For example, Ronald Kleinman is an 
MD who teaches continuing education 
webinars for Coca-Cola. From a quick 
look at his bio, his credentials are 
impressive: professor at Harvard, chief 
physician at Massachusetts General 
Hospital, etc.19 But his resume also reads 


like a who’s 
who of the 
corporate 
food industry. 
In addition to 
Coca-Cola, 
Dr. Kleinman 
consults for 
Burger King 
and General 
Mills. Kleinman 
was also 
tapped by 
Monsanto 
last fall to be 
one of the 
numerous 
“experts” 
speaking 
out against 


Proposition 37 in California, which would 
have required labeling of genetically-
engineered food in that state.20 


Then it may not be surprising that one 
take-away message from his Coke-
sponsored seminar is how sugar is just 
fine for our kids. The goal was to assuage 
parents’ concerns about sugar’s impact 
on their children. He dismissed such 
ideas as being (in his words) “urban 


SLIDE FROM CONTINUING EDUCATION WEBINAR ON “BUILDING BETTER 
BONE HEALTH” SPONSORED BY GENERAL MILLS, MAKER OF KIX, YOPLAIT.21
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myths” and “misconceptions.” Because 
the message is coming from a well-
credentialed MD, it carries weight; but 
that message was still bought and paid 
for by Coca-Cola. (See Table 2, p. 11.)


What’s Missing from    
RD Continuing Education?


Equally concerning, if RDs are getting 
their continuing education units from 
the food industry, what messages are 
they missing? Coca-Cola or General 
Mills are not going to sponsor sessions 
on the harmful impacts of marketing to 
children despite the numerous studies 
demonstrating the connection. Nor will 
they hire a scientist to explain why excess 
sugar consumption raises the risk of 
heart disease, despite that growing body 
of evidence. Where else, other than their 
own trade group’s approved providers, 
will RDs get exposed to such information 


while getting continuing education 
credits they need to further their career? 
Moreover, most of industry’s sessions are 
free, thereby furthering the RD’s incentive 
to choose these over other options. 


Also, these companies not only have 
their own large budget for marketing 
these sessions, but also gain access to 
70,000-plus RDs on AND’s email list. By 
comparison, an advocacy group such as 
the Institute for Agriculture and Trade 
Policy, which does excellent webinars, 
does not have such access; as a result 
most RDs don’t know about them. 


Finally, the messages being conveyed 
through the continuing education system 
by definition have the Academy stamp 
of approval. In fact, in some sessions, the 
Academy is cited as an authority on the 
issue being discussed, thereby closing 
the loop on corporate-sponsored public 
relations disguised as science.
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Addressing Questions About Aspartame and Stevia Sweeteners
Presenters:	Bernadene	Magnuson	and	Marianella	Herrera	


Coke-friendly messages:


•	 Aspartame	is	completely	safe,	including	for	children	over	one	year


•	 Aspartame	allows	enjoyment	of	sweet	taste	without	raising	blood	sugar	levels


•	 Aspartame	and	stevia	can	help	with	weight	loss


Understanding Americans’ Approach to Weight Management
Presenters: Adam Drewnowski and Robyn Flipse 


Coke-friendly messages:


•	 Low-calorie	sweeteners	(LCS)	do	not	overstimulate	taste	receptors,	provoke	hunger,			
cause overeating, or increase body weight


•	 Use	of	LCS	may	be	index	of	healthier	diets	(“Diet	soda	consumers	had	better	diets!”)


•	 LCS	intake	reduces	total	calories	consumed	and	improves	palatability	of	foods


Children’s Dietary Recommendations
Presenter:	Robert	Kleinman


Coke-friendly messages:


•	Majority	of	studies	have	not	found	link	between	sugar	and	behavior	in	children		 	
 Despite the evidence, parents continue to believe sugar leads to behavioral problems  
 in children due to their perceptual biases


•	 The	safety	of	low-calorie	sweeteners	are	supported	by	numerous	peer-reviewed		 	
	 studies	and	major	regulatory	agencies


•	 Institute	of	Medicine	is	too	restrictive	in	its	school	nutrition	standards


Source: Coca-Cola Beverage Institute for Health and Wellness website.22


TABLE 2: Sampling of Continuing Education Sessions



http://www.beverageinstitute.org/en_US/pages/cpe.html
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AND Annual Meeting Infused 
with Corporate Messages


Known as the “Food and Nutrition 
Conference and Expo” (FNCE) the 
Academy’s annual meeting brings 
together as many as 10,000 registered 
dietitians and other health professionals. 
AND offers the food industry a dizzying 
array of sponsorship opportunities for 
the organization’s flagship event. Those 
groups already designated as either 
“partner” or “premier” automatically get 
numerous perks at the conference. In 
addition, for $15,000 one can become a 
“FNCE event sponsor.” If all you can afford 
is $10,000 you can always be a “breakfast 
sponsor;” or any combination of the above. 
(See Table 3, p. 13.) 


There are yet more sponsorship 
opportunities available through 
workshops, education sessions, and 
other presentations. Attendees at the 
AND annual meeting could sign up for 
a “Pre-FNCE Workshop” sponsored by 
Hershey’s, in which RDs could “take a trip 
to Hershey, PA, to experience the science 
of chocolate at the Hershey Company’s 
Chocolate Lab… [and] visit the Hershey 
Story Museum.” But to cover up the fact 
that nutrition professionals were visiting 
a candy store, the event was called 
“From Nature to Nutrition: A Hands-
on Exploration of Natural Cocoa from 
the Bean to Health Benefits,” and was 
listed in the program as “Planned with 
Academy Partner: Hershey Center for 
Health & Nutrition.” To ensure maximum 


participation, RDs earned four continuing 
education units for this full-day field trip.


Meanwhile, the Academy’s nonprofit, tax-
exempt Foundation offers “Foundation 
Nutrition Symposia” for a cool $50,000 
plus travel expenses for speakers. The 
three companies that took advantage of 
this in 2012 were Ajinomoto (maker of 
many food additives including aspartame 
and MSG), Abbott Nutrition Health 
Institute (maker of Ensure), and Nestlé 
Nutrition Institute. Nestlé is a leading 
“maker” of bottled water and sweetened 
beverages aimed at children, including 
juices and chocolate milk. Their session 
was called “Optimal Hydration: New 
Insight” (to stress the “importance of 
maintaining good hydration in children”).


Each company offered two-hour sessions 
for which RDs could earn two continuing 
educational units. The name “Foundation 
Nutrition Symposia” and the way the 
sessions are set off in the program imply 
an endorsement by the Foundation. 


Then there was the “Kids Eat Right 
Breakfast Series,” all three of which were 
industry-sponsored. Those sessions:


• Breakfast in the Classroom: Convictions 
& Controversies.	Sponsored	by:	Premier	
Sponsor	PepsiCo	


• Shaping up America’s Breakfast: 
RDs and Consumers Choose MyBowl. 
Sponsored	by:	Premier	Sponsor	The	
Kellogg	Company	
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• Choose MyBowl: Tools and Resources for 
Building A Better Breakfast. Sponsored	by:	
Premier	Sponsor	The	Kellogg	Company.	


Both Kellogg and PepsiCo (owner of 
Quaker Oats) manufacture numerous 
child-friendly cereals that have 
come under fire for being too high in 
sugar. Through this sponsorship, the 


companies are attempting to counter 
any potential criticism by positioning 
their products as being healthy for 
children. “Choose MyBowl” is Kellogg’s 
version of the federal government’s 
“MyPlate” educational icon for optimal 
eating habits. (Kellogg’s booth also had 
copious MyBowl materials.)


Foundation Nutrition Symposia – $50,000


Breakfast Series – $10,000 Foundation Photo Shop – $10,000


Foundation Kids Eat Right Gala


Foundation Gold FNCE Sponsor Package – $20,000


Yoga – $15,000


Foundation Silver FNCE Sponsor Package – $10,000


Foundation Bronze FNCE Sponsor Package – $5,000


(Maker of many food additives 
including aspartame)


TABLE 3: Sponsorship Opportunities at 2012 Meeting







And Now a Word From Our Sponsors  14


Next came numerous opportunities for 
industry to educate RDs on the expo 
show floor. “Expo Impact Sessions” took 
place in the exhibit hall; of five offered, all 
were corporate-sponsored:


• Corn Refiners Association (three)


1) Added Sugars and Sweeteners 


2) Fructose, Sucrose, and High 
Fructose Corn Syrup: Danger or 
Distraction?


3) High Fructose Corn Syrup: 
Myths vs. Science


• General Mills: Zeroing in on the Whole 
Grain	Definition


• PepsiCo:	Social	Nutrition	Solutions:	
Inspiring	Lifestyle	Changes	through	Peer-to	
Peer	Motivation.


The Corn Refiners Association has been 
spending millions of dollars on a marketing 
campaign it calls “Sweet Surprise” to 
disabuse consumers of any negative 
impressions they have about high fructose 
corn syrup. General Mills makes dozens of 
child-oriented sugary cereals and is trying 
to hide that fact by putting “whole grain” 
labels on brands such as Reese’s Puffs 
and Cookie Crisp. PepsiCo is the nation’s 
largest food company and in addition 
to soda, owns the Frito-Lay, Gatorade, 
Quaker Oats, and Tropicana brands, so has 
much at stake in the national conversation 
about healthy eating.  


Next came “Culinary Demonstrations” in 
the exhibit hall; all six were corporate-
sponsored: 


• Cracking the College Code: Fabulous 
Food Deconstructed.	Presented	by	
Academy	Partner:	ARAMARK


• In the Kitchen and Outside the Box: 
Cooking Lactose-free.	Presented	by	
Academy	Partner:	National	Dairy	Council	


• Think Inside the Box: Increase Fiber with 
Food Ingredients.	Presented	by	Premier	
Sponsor:	Kellogg	Company


• Taste, Versatility and Health: Soy as a 
Nutritious Kitchen Staple.	Presented	by	
Premier	Sponsor:	SOYJOY	


• Seductive Nutrition: How to Make 
Healthier Foods Appealing to Your Clients. 
Presented	by	Premier	Sponsor:	Unilever


• Diabetes in a New Light: Diabetes-
Friendly Fare with Flavor.	Presented	by	
Premier	Sponsor:	Novo	Nordisk	(with	TV	
chef	personality	Paula	Deen).


Finally there were “Education Sessions,” 
the main event. Seven out of 136 total 
sessions listed corporate sponsorship:


• From Evidence to Practice: 
Understanding Dietary Fructose - Intakes, 
Research and Implications.	Presented	by	
Academy	Partner:	The	Coca-Cola	Company	


• Kids Are Drinking What?!	Presented	by	
Academy	Partner:	National	Dairy	Council	


• Advancing Practice through Outcomes-
Based Research.	Presented	by	Academy	
Partner:	ARAMARK	


• You Have the Coolest Job! – RDs in the 
Food Industry. Presented	by	Academy	
Partner:	Hershey	Center	for	Health	&	
Nutrition


• Food Additives: Impact on Consumers 
and Clients.	Planned	with	the	Academy	
of	Nutrition	and	Dietetics,	the	American	
Society	for	Nutrition,	the	Institute	of	Food	
Technologies	and	the	International	Food	
Information	Council	


• Call to Action: Elevating Your Role 
in Patient Care.	Presented	by	Academy	
Partner:	Abbott	Nutrition


• Hot Topic: Germ Warfare – The Impact 
of Home Food Safety™ on Safe Eating. 
Planned	with	ConAgra	Foods	and	Academy	
of	Nutrition	and	Dietetics.
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But session sponsorships tell only part 
of the story of corporate influence, as 
many of the speakers also had industry 
ties. Out of more than 300 speakers, 
26 were directly employed by the food 
industry, with another 44 speakers 
who had current or past ties to food 
or pharmaceutical companies. All told, 
roughly 23 percent of the FNCE speakers 
had industry ties. Most importantly, this 
potential conflict of interest wasn’t always 
made clear from the session description. 
Keep in mind that RDs could earn 
continuing education units by attending 
these sessions. (See Table 4, p. 16.)


Also at the annual meeting, each “dietetic 
practice group” (DPG) or “member 
interest group” (MIG) holds its own 
event(s). The following are examples of 
meetings with corporate sponsorships:23


• Filipino Americans in Dietetics and 
Nutrition.	Member	Meeting	and	Reception	
Sponsored	by	Butter	Buds	Foodservice			


• Medical Nutrition Practice Group. Gluten	
Intolerance	Session	Sponsored	by	General	
Mills	and	Schar	(gluten-free	products)


• Nutrition Educators of Health 
Professionals.	1)	Member	Reception	
Sponsored	by	Distilled	Spirits	Council	
of	United	States;	2)	Member	Breakfast	
Sponsored	by	Corn	Refiners	Association			


• Sports Cardiovascular and Wellness 
Nutrition.	1)	Member	Breakfast	Sponsored	by	
Gatorade;	2)	Member	Breakfast	Sponsored	
by	Egg	Nutrition	Center;	3)	Member	
Breakfast	Sponsored	by	Cranberry	Marketing	
Committee;	4)	Member	Reception	Sponsored	
by	Unilever;	5)	Member	Meeting	Sponsored	
by	Solae


• Weight Management.	Member	Breakfast	
Sponsored	by	Corn	Refiners	Association.	


Council Sounds Better    
Than Industry Front Group 


Even more insidious is the influence 
of the International Food Information 
Council (IFIC), an industry front group. 
A front group is an entity set up and 
controlled by other groups, without its 
actions being attributed to the funders. 
In other words, when companies don’t 
want to take responsibility for certain 
activities, they fund a front group instead.  


IFIC presents itself as a legitimate 
research authority, and sponsors 
numerous education sessions at FNCE—
but it’s funded by the food industry. On 
its board of trustees24 sit representatives 
from Coca-Cola, General Mills, Kraft 
Foods, and Mars, while its funders25 
include the likes of PepsiCo, Hershey’s, 
McDonald’s, Nestlé, and Monsanto. 


IFIC’s stated mission is “to effectively 
communicate science-based information 
about health, nutrition and food safety 
for the public good.” So what sort of 
“science-based” information was IFIC 
communicating to thousands of nutrition 
professionals at the AND gathering? 


One of IFIC’s sessions at the 2011 annual 
meeting was: “How Risky is Our Food? 
Clarifying the Controversies of Chemical 
Risks.”26 The Academy did not see fit 
to mention IFIC’s role in the session—
despite the moderator, Marianne Smith 
Edge, being the group’s senior vice 
president of nutrition and food safety. 
At no time during her remarks did 
she disclose IFIC’s corporate funding, 
although AND’s rules require speakers 
to disclose any conflicts of interest. 
The two panelists were Julie Miller 
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Table 4: 2012 Annual Meeting Speakers Employed by
Either the Food or Pharma Industries


NAME TITLE


Elizabeth Arndt, PhD ConAgra Foods Director R&D


Sara Baer-Sinnott, MRP President, Oldways 


Susan Borra, RD SVP, Food Marketing Institute (grocery store trade group) 
Susan Crockett, PhD, RD, FADA VP Health and Nutrition, General Mills 


Amy DeMage, MS, RD Dietetic Internship Director, ARAMARK 


Cheryl Dolven, MS, RD Director, Health and Wellness,     
  Darden Group (owns restaurant chains such as Olive Garden) 


Sylvia Emberger, RD, LDN Corporate Nutritionist, Ahold USA


Sylvia Geiger, MS, RD Consultant Dietitian, Price Chopper (supermarket chain) 
Marianne Gillete, MS, MBA VP Applied Research, McCormick and Company 
Cynthia Goody, PhD, MBA, RD, LD  Senior Director - Nutrition, McDonald’s Corporation


Mary Hise, PhD, RD, CNSD Director, Baxter Healthcare


Glenna Hughes, MS Research Scientist, Solae (owned by DuPont)


Beth Johnson, MS RD Consultant to leading food companies    
  and lobbying groups


Bonnie Johnson, MS, RD PepsiCo Global Nutrition Senior Principal Scientist


Kim Kirchherr, MS, RD, LDN, CDE SUPERVALU/Jewel-Osco Corporate Dietitian;   
  Advisory board for Facts Up Front   
Jess Kolko, RD, LD Healthy Eating RD, Whole Foods Market


Idamarie Laquatra, PhD, RD Director, Global Nutrition, H.J. Heinz Company


Elizabeth Pivonka, PhD, RD Produce for Better Health Foundation


Erin Quann, PhD, RD Director Regulatory Affairs, Dairy Management Inc.


Janice Raymond, MD, RD, CD Clinical Nutrition Manager, Sodexo


David Schmidt President and CEO, International    
  Food Information Council (industry-funded)


Marianne Smith Edge, MS, RD, LD, FADA SVP, International      
  Food Information Council (industry-funded)


Lori Stockert, MS, RDH Clinician, Pfizer, Inc.


Lisa Sutherland, PhD Consultant to Walmart, others 


Sara Swiderski, MBA, RD, LDN Director of Patient Services, ARAMARK


Lindsey Toth, MS, RD Nutrition Communications, PepsiCo


Additional	speakers	consulted	with	the	following	companies:	Sara	Lee,	Monsanto,	McDonald’s,	Ocean	Spray,	Nestlé,	Coca-Cola,	
Hershey’s,	and	Burger	King,	among	others.	
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Jones and Carl Winter, both academic 
researchers, apparently hand-picked by 
IFIC for their industry-friendly positions. 
Each speaker downplayed the risks of 
chemicals such as pesticides, food dyes, 
and other additives in food, while poking 
fun at the value of organic production 
and dismissing the Environmental 
Working Group’s “Dirty Dozen” report on 
pesticides on produce. It was a one-sided 
presentation, without any disclosure 
that the session sponsor had a conflict 
of interest that informed their panelists’ 
biased information. 


IFIC was back in action at the 2012 event 
with multiple presentations,27 including 
one on food additives, again downplaying 
any concerns RDs might have, such as 
the connection between food dyes and 
child behavior problems. One panelist 
explained that additives are safe because, 
after all, strawberries and coffee contain 
“chemicals” responsible for their taste 
and aroma. So, why should we fear 
controversial preservatives such as BHT 
and BHA? The Center for Science in the 
Public Interest recommends28 avoiding 
BHA because even the U.S. Department 
of Health and Human Services considers 
BHA to be “reasonably anticipated to be 
a human carcinogen.”29


Here is how registered dietitian Andy 
Bellatti described this session:


Panelist	Dr.	Roger	Clemens	enthusiastically	
defended chemical additives while 
mocking survey results that showed how a 
significant	portion	of	the	public	mistrusts	
the Food and Drug Administration. When 
I	asked	him	why	other	countries	have	
banned	additives	that	the	FDA	has	not,	I	
was	told	it	is	simply	a	result	of	“a	different	


group	of	scientists”	arriving	at	“a	different	
conclusion.”	How	convenient.	What	
concerned me even more was how most of 
the	audience	appeared	to	find	Dr.	Clemens’	
defense	of	additives	humorous.	Sadly,	it	
appeared	that	Dr.	Clemens	did	not	have	to	
work very hard to convince many dietitians 
that chemical additives were safe.30


Dr. Clemens’ bio includes being past 
president of the Institute of Food 
Technologists (whose leadership31 has 
numerous ties to the food industry), and 
21 years as Nestlé’s scientific advisor.32 
But the RDs at this IFIC panel wouldn’t 
have learned of this expert’s conflicted 
background at this biased presentation. 


Another industry group that AND 
associates with is the International Life 
Sciences Institute (ILSI). While the name 
sounds innocuous, the group’s board of 
trustees (listed in its 2010 annual report) 
includes representatives of Coca-Cola, 
Monsanto, PepsiCo, and Kraft Foods; the 
Institute’s members are a who’s who of 
the food industry.33 And yet AND has 
deemed it appropriate to plan continuing 
educational seminars with this group.34


Even more disturbing and ironic: AND 
accepted funding from ILSI for a research 
study, “to determine whether the funding 
source (specifically industry) results in a 
difference in study quality,” according to 
ILSI’s 2011 annual report. For its research, 
ILSI relied on articles provided by AND’s 
own library. Not surprisingly, the resulting 
article— published online only—found “no 
evidence of bias…that could be attributed 
to industry funding sources in food and 
nutrition research.”35


Although the article states that the 
“funders had no role in study design, data 
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collection and analysis, decision to publish, 
or preparation of the manuscript,” the 
outcome certainly benefits the industry 
group that funded the effort. That AND 
saw no conflict of interest in using industry 
money to study the potential bias of 
using industry money is troubling to say 
the least. Moreover, there is already a 
significant body of research demonstrating 
a clear bias in the outcome of studies 
funded by industry. For example, studies 
funded by the food industry on the health 
effects of soft drink consumption have 
been shown to have biased outcomes.36


Dairy Industry Marketing   
Disguised as Science 


As an “Academy Partner,” the National 
Dairy Council is a prominent presence 
at FNCE. But there is significant debate 
about whether dairy products are a 
necessary part of our daily diet. In recent 
years many top health experts have begun 
to question this nutrition dogma that 
has long been promoted by industry and 
government alike. In her books and on 
her blog, New York University Professor 
Marion Nestle has written about how:


[D]airy lobbying groups, aided and abetted 
by	the	USDA,	convinced	nutritionists	that	
dairy foods were equivalent to essential 
nutrients and the only reliable source 
of dietary calcium, when they are really 
just	another	food	group	and	one	high	in	
saturated fat, at that.37


In other words, we can get the same 
required nutrients from other, healthier 
foods; there is nothing unique about 
dairy that makes it essential. Professor 
Walter Willett, chair of the nutrition 
department of the Harvard School of 


Public Health, goes further, arguing that  
consuming dairy products is not only 
unnecessary,  it can even be harmful. “By 
now there’s quite a body of data showing 
a higher risk of fatal prostate cancer 
associated with milk,” he told WebMD in 
2011.38 Even if one doesn’t give up dairy 
altogether, “it’s also important for people 
to know that they don’t have to drink 
milk to be healthy,” he added.


But no one at the dairy-sponsored 
sessions at the 2012 AND conference 
heard anything close to that message—
quite the opposite. The “consume dairy” 
message was ubiquitous at the AND 
conference, throughout the expo hall 
(yogurt was everywhere) and in the 
breakout sessions.


Here is how registered dietitian Andy 
Bellatti described a National Dairy 
Council session he attended:


A session on children and beverages 
titled	“Kids	Are	Drinking	What?”	was	
essentially	an	hour-long	advertisement	
for	milk.	The	dairy	reps	acknowledged	
how	they	target	African-American	and	
Hispanic	communities	with	a	“drink	more	
milk”	message,	which	I	found	particularly	
disturbing as both ethnic groups have high 


The Academy is 
heavily sponsored 


by the National Dairy 
Council and their 


biases show in their 
recommendations.
– HEIDI TURNER, MS, RD, CD
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rates	of	lactose	intolerance…Even	more	
disturbing	was	all	the	hand-wringing	over	
children’s	high	intake	of	sugar-sweetened	
beverages, as if the dairy council really 
cares	about	kids’	health.	This	alleged	
concern	disappeared	when	I	asked	about	
the	added	sugar	in	chocolate	milk.	The	
panelists’ – all of whom were employed by 
the	National	Dairy	Council	—	answer	was	
that	chocolate	milk	is	a	“nutrient-dense”	
beverage.	Never	mind	how,	with	three	
teaspoons of sugar per cup, one serving 
of	chocolate	milk	supplies	the	maximum	
daily amount of added sugar for children 
ages four to eight, as recommended by the 
American Heart Association.39


More disturbing were the sessions with 
dairy industry influence that was not 
disclosed in the program. For example, 
the session description for “Beyond Belly 
Aches: Identifying and Differentiating 
Food Allergies and Intolerances,” did 
not mention that all three speakers had 
ties to the dairy industry. This could 
explain how the panelists pushed dairy 
consumption, even for those who are 
lactose-intolerant. Apparently some 
RDs were having none of it and even 


walked out of the session. One tweeted: 
“Encouraging Latinos to purchase 
increasing amounts of cheese? No 
thanks.” And: “NO I won’t recommend 3 
dairy servings a day to someone who is 
lactose-intolerant.”40


It’s too bad these RDs weren’t able to 
get a refund on their registration fee. 
They came to their professional trade 
group’s conference for scientifically 
sound information on allergies and 
instead got an infomercial from the 
dairy industry. 


Registered dietitian Elizabeth Lee was 
also bothered by the dairy industry spin 
and what she called a “lack of regulation 
from the Academy on the content of 
some presentations.” (It was her first 
FNCE experience.) She reported: 


I	was	shocked	at	some	of	the	
recommendations for dairy consumption 
even if the individual has evidence of 
lactose	intolerance.	To	me,	that	wasn’t	
sound dietetic evidence and advice 
and shouldn’t have been shared at a 
professional gathering.
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Nutrition Trade Show or 
Junk Food Expo?


A major component of AND’s annual 
meeting is the expo, where more than 
300 vendors have booths to sample 
their products and share information. 
It’s certainly the most dramatic and 
disturbing indicator of the extent to 
which the food industry has permeated 
the largest gathering of dietitians. 


An examination of the expo exhibitors 
confirms what was all-too easy to see 
walking though the hall: major junk food 
companies dominated the show floor. 
Based on the pricing of the booths, 
exhibitor payments represent big money 
for the conference: about $1.5 million. 


(This figure does not include AND 
sponsors that received a “free booth” 
as part of their “partner” or “premier” 
sponsorship status; seeTable 6, p. 22.)


When sorted from largest booths to 
smallest, 18 organizations – less than 
five percent of all exhibitors – captured 
25 percent of the total exhibitor space 
(17,200 square feet out of 68,820). 
Only two out of the 18 trade groups—
Hass Avocado Board and the California 
Strawberry Commission—represented 
whole, non-processed foods. Moreover, 
based on square footage, only about 12 
percent of the expo floor was taken up 


Organization Square Footage Booth Fee
Nestlé        2,500 $47,200
Abbott Nutrition 2,000 $47,200
PepsiCo       1,600 $38,000
Unilever       1,200 $28,800
General Mills       900 $21,900
Cargill        800 $19,600
Hass Avocado Board       800 $19,600
Hormel Health Labs/Diamond Crystal Brands        800 $19,600
Kraft Foods (2 booths)    800 $19,600
McNeil Nutritionals       800 $19,600
Safeway        800 $19,600
Biothera        600 $15,800
California Strawberry Commission      600 $15,800
Cambro Mfg. Co.      600 $15,800
Campbell Soup Company      600 $15,800
Chobani        600 $15,800
Coca-Cola Refreshments       600 $15,800
ConAgra Foods       600 $15,800
Totals 17,200 $411,300.00


Table 5: Largest Expo Vendors
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by fruit and vegetable vendors, using 
AND’s own very generous classification. 
For example, AND put the following 
vendors in the fruit and vegetable 
category: 


•	Meatless	Monday	campaign	(educational)


•	Monsanto	(biotechnology)	


•	Organic	Valley	(dairy,	juice,	eggs)


•	Publications	International	(cookbooks)


•	Stonyfield	(dairy)


•	Supermarket	Savvy	(educational)


•	Suzanne’s	Culinary	Tours	


•	Walmart	


The largest booth, sprawling 2,500 square 
feet, was occupied by Nestlé, which might 
reflect that Nestlé is the largest food 
company in the world. The booth was laid 
out like a house, complete with a rooftop. 
In each room one could find different 
products on display, usually in giant 
coolers. In the kitchen one could watch 
a chef demonstration, while in the dining 
room participants sat around the table 
while a rep described various processed 
food products. At the dining table, the 
company conducted a “water tasting.” 
Nestlé Waters is the world’s largest seller 
of bottled water. The “Nestlé house” 
cost the company $47,200 in booth fees, 
plus the expense of staff covering all the 
rooms and other expenses.


What’s Wrong with Having Corporate 
Sponsors at the Annual Meeting?


Some RDs don’t seem to mind the 
corporate sponsorship, saying it’s easy 
to avoid those booths and sessions and 
just take advantage of other aspects of 
the conference. Other RDs insist they 


are smart enough to not be fooled. But 
that misses the point: AND is sending 
the wrong message to its profession 
by allowing its annual meeting to 
be heavily influenced by the very 
companies that are undermining good 
nutrition and public health. 


Also, FNCE is attended by many students 
and future RDs, thus exposing upcoming 
generations of professionals to this 
corporate influence. As RD Andy Bellatti 
notes: “Since the issue of corporate 
sponsorships is rarely – if ever – brought 
up in the RD curriculum, there is no 
reason to believe RD students attend the 
annual conference with skeptical minds 
or even a cautious attitude.” Bellatti also 
disputes the claim that RDs can just 
ignore the industry PR:  


If	RDs	are	smart	enough	&	know	to	
ignore these corporate sponsors, why 
is	the	Pepsi	booth,	for	example,	always	
so	full	of	RDs?	And,	why,	in	sessions	
about processed foods, are there so few 
comments where RDs acknowledge they 
are	“on	to”	these	companies?


Registered dietitian Elizabeth Lee 
reported being “quite taken aback by 
the number of attendees who lined up 
for product samples from McDonalds, 


How can consumers 
trust us when 


our professional 
organization 


partners with junk 
food companies?  


– CARLA S CACCIA, RD, LDN
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2012 Partners


2012 Premier Sponsors


2012 Event Sponsors


TABLE 6: 2012 AND Corporate Sponsors


PepsiCo, and Coca Cola just to name a 
few.” She “expected a lot of cold shoulders 
from attendees to these companies but it 
was definitely not the case.”


Lee was also disappointed by the 
content presented at some of the 
sessions. At one session titled, “Can 
Government and Industry Work Together 


for the Public Good?” Lee said she 
“expected to come away with thought-
provoking info but the industry presenter 
was practically reading from a very dry 
script. The most useful portion of that 
session was the Q&A where a few RDs 
challenged the speakers and pushed the 
envelope a little bit.”
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It’s a truly surreal experience just to 
walk into the expo hall. You know it’s 
supposed to be a nutrition conference 
and yet it feels like a food industry 
event. Junk food expo is really the best 
descriptor. As you walk in, all you can see 
are the massive booths of companies like 
Coca-Cola, Hershey’s, and PepsiCo. 


Once you get past those, you have to walk 
toward the back to see any “real food” 
booths, which are much smaller, such as 
the California Walnut Board. Then further 
back, tucked away in a special pavilion, are 
the organic and “natural” companies, such 
as Amy’s Kitchen, Mary’s Gone Crackers, 
and Manitoba Harvest (hemp seeds). 


Other positive signs were the truly 
educational booths such as the American 
Cancer Society, Meatless Mondays, 
and several journal publishers. And the 
Center for Science in the Public Interest 
(a nutrition advocacy group) was given 
a free booth to promote its annual Food 
Day event. Another good booth was 
Corporate Accountability International, 
but it was stuck in the last aisle where 
there was far less foot traffic, as was 
the nonprofit Food and Water Watch. It 
seemed that vendors with more money 
to pay AND got better placement.


One interesting experience occurred at 
the Monsanto booth, where I struck up 


a conversation with Wendy Reinhardt 
Kapsak, MS, RD, senior manager of 
public affairs for Monsanto. Apparently, 
she had only been with the company for 
a few months and told me she was the 
first RD Monsanto had ever hired. I asked 
her why she thought Monsanto hired a 
dietitian and she said it was because the 
company wanted someone to address 
any concerns RDs might have. She 
explained that her role at this event was 
to talk to her fellow RDs, find out what 
their concerns were about Monsanto, 
ask them how the company could better 
address those concerns, and then share 
that information with her superiors.


I interpret her role (as she described 
it) as this: to gain trust from fellow RDs 
and find out what negative impressions 
of Monsanto they might have, try to 
change that impression, then relay the 
conversations back to company HQ so 
they can come up with better public 
relations talking points to counter them. 
That Monsanto would engage in this sort 
of intelligence-gathering to improve its 
PR is not surprising. What’s disturbing 
is how the Academy of Nutrition and 
Dietetics provided the biotech giant with 
the venue and opportunity to conduct 
this critical research. Based on the 
size of its booth (200 square feet), it 
appears Monsanto paid $4,600 for the 


Eat Drink Politics President
Michele Simon’s Experience
at AND 2012 Annual Meeting
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privilege, a small price to pay compared 
to expensive focus groups. 


In another conversation at the Monsanto 
booth, I asked a different rep about 
the company’s trademarked Frescada 
lettuce, which apparently was created 
through “traditional breeding” (not 
genetic engineering) in which iceberg 
was crossed with romaine lettuce. When 
I asked why this was even needed, 
the company rep explained that some 
people like the “crunch of iceberg, but 
want the nutrition of romaine.” OK. 
Monsanto also had a sign on display 
showing how their new version had 
more nutrients than iceberg. Again, that 
Monsanto would do this is not surprising, 
but having the product promoted at a 
nutrition conference gives it legitimacy. 
In contrast, plain old lettuce from a 
local farmer was not on display. (See 
Monsanto’s “Biotechnology Quiz” in 
Appendix 4, p.46, for more spin.)


I also chatted with reps from the 
Corn Refiners Association, which was 
promoting high fructose corn syrup, 
apparently attempting to counter any 
negative information RDs might have 
heard. (The Corn Refiners also sponsored 
three “expo impact” sessions during the 
conference – see above.) I talked to John 
White, PhD, who told me he was hired as 
a consultant to the CRA because of his 
decades of experience researching the 
science of sweeteners. (His business card 
says he is president of “White Technical 
Research, The Nutritive Sweetener 
Experts.”) White had lots of fancy charts 
and scientific articles at the ready to 


show why HFCS is perfectly safe and no 
different than regular sugar. 


As I approached the booth, I noticed two 
RDs leaving with the material that White 
gave them; one of them remarked, “We 
like corn.” While I was there, two others 
approached and we got into a discussion 
about the economics of HFCS. (I noted 
it was cheaper than sugar, so that’s why 
companies use it.) White explained that 
HFCS is also used for its specific properties 
like browning. When one RD tried to argue 
that HFCS is harmful, White opened up his 
slick materials with the charts and graphs 
to try to convince her otherwise.


Reasonable people can disagree 
about the science of HFCS versus 
other sweeteners, but the problem is, 
the rep at this booth was not sharing 
impartial research. Rather, he was a paid 
consultant only telling one side of the 
story. This scene was repeated over and 
over at booth after booth. The companies 
with booths at FNCE weren’t just there 
to promote their food products and spin 
them as good for you; many of them 
were also there to spin the scientific 
research in their favor. For example, 
the American Beverage Association, a 
lobbying group representing companies 
such as Coca-Cola, had a booth 
promoting its PR campaign called “Clear 
on Calories.” The trade group also had 
numerous “fact sheets” on how sugary 
soft drinks don’t contribute to obesity. 
There is plenty of research countering 
this view, but where were those fact 
sheets? The ABA is not a scientific or 
academic institution: its mission is to 
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lobby on behalf of its clients. Again, we 
can have a reasonable scientific debate 
on this issue, but it’s highly problematic 
that RDs were exposed to plenty of 
public relations disguised as science at 
their own profession’s annual conference. 


I was also struck by the booths that 
promoted various breakfast items to RDs 
to get them to come 
to their booths first 
thing in the morning. 
For example, Kellogg 
was giving away 
processed cereal at its 
“truck,” which is ironic 
given that the recent 
food truck trend is 
mostly a symbol of 
independent food 
purveyors. 


Among the most 
successful at 
this strategy was 
McDonald’s. But 
they weren’t serving up the company’s 
common breakfast items like the Egg 
McMuffin or Sausage Biscuit. No, it was 
all about oatmeal; to visit the McDonald’s 
booth, you’d think the fast food giant 
only sold oatmeal and smoothies. As I 
approached, a McDonald’s rep offered 
me some oatmeal, insisting that I just try 
it. (I declined, explaining that I make my 
own at home.) I asked a few RDs why they 
were there and they just said they were 
hungry. Fair enough, but it was clear that 
McDonald’s had succeeded in positioning 
itself as a purveyor of healthy food while 
feeding RDs breakfast. 


While visiting the very large booth for 
the National Pork Board (the industry’s 
marketing arm) I noticed they had 
educational handouts, including a pad 
of tear-off sheets showing federal 
recommended serving sizes on a plate—
with pork displayed as a sample meat 
serving. I watched as an RD took a bunch 


of these handouts and 
I asked her why she 
was doing so. She said 
she wanted to educate 
her clients about 
serving sizes. When I 
pointed out that the 
material was from 
the Pork Board, and 
asked if that bothered 
her, she just said, 
oh, they don’t have 
to know. (The Pork 
Board logo was on the 
back of the sheets.) 
So, people who are 
paid to promote pork 


succeeded in getting an RD to use their 
materials to promote pork to their clients. 
And where did this happen? Not at a 
meat expo, but at a nutrition conference, 
where almost no countering information 
could be found about how a meat-
centered diet can lead to chronic disease. 
(See Appendix 5, p. 47 for FNCE prizes.)


Industry PR Presentations Disguised 
as “Education Sessions”


I attended several sessions that were 
either officially sponsored by the food 
industry or had industry representatives 


MCDONALD’S BOOTH ADVERTISED OATMEAL, BUT 
FAILED TO MENTION THE 32 GRAMS OF SUGAR. 
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as speakers. Each one was more 
surreal than the next. The first session I 
attended, called “Making a Difference: 
Improving Nutrition at QSRs,” was not 
listed in the program as being sponsored 
but consisted of two representatives 
of the fast food industry. (QSRs are 
quick service restaurants.) One was a 
consultant to numerous fast food chains 
who goes by “Dr Jo®” – yes, she actually 
trademarked her name. The other was 
Cindy Goody, director of nutrition for 
McDonald’s. Goody introduced the 
“McDonald’s nutrition team” (most were 
wearing red jackets, like a sports team), 
including several RDs and chefs. 


This session was a 90-minute infomercial 
for the fast food giant. In fact, when 
I turned to an RD sitting next to me 
afterward, that’s exactly what she called 
it. She told me she was disappointed 
because she came to the panel 
expecting substantive information 
about what chain restaurants were 
doing about nutrition. Instead, we saw 
slide after slide about how wonderful 
McDonald’s is for posting calories on its 
menus (never mind how they lobbied for 
decades against laws to require menu 
labeling) and for adding apple slices to 
Happy Meals. Goody touted McDonalds 
“commitment to children’s well-being...
Now parents feel better feeding their 
kids Happy Meals.” But not a word 
about how the Happy Meals still contain 
hamburgers or fried chicken, and are 
marketed to young children. 


When it came time for questions, I was 
the only one willing to challenge what we 


just heard. I asked Goody why McDonald’s 
continued to market to children as young 
as age two, despite calls from public 
health professionals and others to stop 
exploiting kids.41 She simply repeated 
the same PR line about alleged nutrition 
improvements, without addressing the 
ongoing problem of marketing to kids. 


Later I had a troubling conversation with 
an RD friend about this session. As I 
began to tell her about it, she countered 
that McDonald’s did not “have a session” 
at FNCE. I had to insist that I had 
witnessed it myself to convince her. This 
exchange demonstrated the problem with 
how the sessions are listed in the program. 
Because this particular panel did not say 
“Sponsored by McDonalds,” this RD had 
no idea it was in fact a McDonald’s-run 
session. Moreover, because the speakers’ 
affiliations are only listed at the very 
end of the printed program, it’s easy for 
attendees to be misled about the sources 
of information presented.   


Another panel, “Policy into Action in the 
Real World,” consisted of three industry 
reps. This seemed odd; I was expecting 
actual policy experts or policymakers 
(like from government) or maybe even 
lawyers. But in this upside-down scene, 
policy is being made by corporations, in 
this case the food industry. Presumably 
the “real world” is where industry replaces 
governmental policymaking with its own. 


The three panelists represented Darden 
Restaurants (owner of Olive Garden 
among other chains), Disney, and 
Walmart. One by one, they glowed about 
the wonderful ways their companies are 
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being responsible corporate citizens. For 
example, Darden is improving its menu 
options for children. But no mention of 
the myriad labor violations the chain 
has been accused of.42 Next, the Disney 
rep boasted about that company’s new 
food marketing policy for kids: using its 
characters to market only “healthy food.” 
Finally, Walmart’s rep spoke about how 
the retail chain was helping by opening 
stores in food deserts and putting little 
green man stickers onto its food products. 


Again, I was alone in challenging these 
corporations’ claims. I asked Walmart 
to explain the research showing how 
communities have actually suffered as a 
result of Walmart stores, resulting in less 
(not more) access to healthy food.43 The 
rep (Lisa Sutherland, an independent 
consultant) claimed not to know what 
I was talking about, and declined to 
answer except to say I should ask 
someone at Walmart. Sadly, the session 
was listed in the program as being 
planned by AND’s Legislative and Public 
Policy Committee and Government 
Relations Team, indicating that this idea 
of public relations disguised as policy 
was endorsed by AND’s lobbying arm. 


After the session, several RDs stopped to 
thank me for my question, prompting a 
very healthy and constructive conversation 
about the role of corporations at FNCE. 
These RDs were genuinely bothered by the 
public relations they had just witnessed 
and were generally unhappy with the 
infiltration of junk food companies at 
the event. This type of conversation was 
repeated numerous times over the three 


days. I came away with the impression that 
while many RDs do not like the corporate 
sponsorships, their voices are not being 
heard by the AND leadership. (See 
Appendix 1, p. 42, for more from RDs.)


Of course there were numerous other 
sessions that I did not attend and I am 
sure many of them were worthwhile. But 
my experience in attending just a few 
of the many industry-influenced panels 
was that the information RDs were being 
exposed to was biased, non-scientific, 
and little more than industry PR. 


On the positive side, I connected with 
many truly dedicated RDs who reject the 
conflicted corporate sponsorships, are 
embarrassed by it, and are actively trying 
to change it. 


For example, the dietetic practice group 
(specialties into which AND members 
organize themselves) called Hunger 
and Environmental Nutrition offers 
an inspiring vision: to “optimize the 
nation’s health by promoting access to 
nutritious food and clean water from a 
secure and sustainable food system.”44 
I attended their evening film and panel 
discussion on fracking, during which I 
learned more than I had during the rest 
of the entire conference. I know many 
RDs come to FNCE to connect with their 
colleagues within their practice groups 
or specialties and are grateful for the 
opportunity to do so. I also heard from 
some RDs who come only to meet with 
their interest groups and avoid the rest 
of FNCE altogether, a sign of the growing 
disconnect between what AND offers 
and what members want.
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Does Sponsorship Impact AND 
Lobbying and Policy Positions?


To its credit, AND has a political action 
committee, ANDPAC. More health 
groups should have PACs to be an 
effective political player. However, 
AND’s policy positions remain mostly 
self-serving, relatively safe and non-
controversial. While there is no way 
to know for sure if the corporate 
sponsorships are playing a role, it’s 
disturbingly clear the group is not  
showing leadership on the most pressing 
nutrition policy issues of our day. 


A look at the most recently reported 
activity for 2012 reveals that ANDPAC 
spent $106,375 on campaign 
contributions to political candidates, 
with 86 percent going to Democrats 
and 13 percent to Republicans.45 In 2012, 
ANDPAC spent $86,250 lobbying on the 
following federal legislation:46 


•	Affordable	Care	Act	–	Prevention	and	
Nutrition	Reimbursement


•	Federal	Agriculture	Reform	and	Risk	
Management	Act	(Farm	Bill)


•	Medical	Foods	Equity	Act	-	Nutrition	
Coverage	and	Reimbursement


•	National	Diabetes	Prevention	Program


•	Preserving	Access	to	Life-Saving	
Medications	Act


•	Preventing	Diabetes	in	Medicare	Act


•	Older	Americans	Act	Amendments


These are all certainly legitimate policies 
for a nutrition trade group to lobby on. 


Most of them are about getting the 
profession insurance reimbursement 
of their services and expanding 
opportunities for nutrition services. One 
encouraging sign is ANDPAC’s lobbying 
on the farm bill in favor of assistance 
programs such as food stamps. 


Additional research shows that AND 
also has filed regulatory comments 
to several federal agencies including 
the U.S. Department of Agriculture, on 
improving nutrition standards on school 
meals (AND also lobbied for passage 
of the Child Nutrition Reauthorization 
Act, the underlying bill). It was also 
very encouraging to see that AND 
filed supportive comments to the 
Federal Trade Commission on the very 
contentious issue of junk food marketing 
to children. Inquiries to various nutrition 
advocates revealed that AND has been 
taking much more positive steps in 
recent years on these issues.  


But much more remains to be done. 
The Academy remains either silent or 
counter-productive on too many pressing 
issues, as discussed below. The following 
table shows AND’s own stated policy 
agenda over the next several years. 
Again, most of these issues are either 
internal to the profession or fairly safe 
territory politically—nothing that might 
ruffle the feathers of the likes of Coca-
Cola or Hershey’s.
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There is one encouraging sentence in the 
document: “The Academy has identified 
sustainable food systems as a priority in 
their commitment to helping individuals 
enjoy healthy lives.” But it’s unclear how 
AND intends to promote this goal. 


Historically, the Academy has never been 
much of a leader on nutrition policy 
and at times, quite the opposite. For 
example, in 1999, the Academy actually 
opposed mandated labeling of “trans 
fats” on food packaging.48 Looking back, 
this seems shocking and yet, similar 
examples exist today. 


One of the most pressing public health 
and nutrition issues is that of excess soda 
consumption. New York City is taking a 
commonsense and public health-oriented 


approach to this problem by proposing 
reasonable cup-size limits served at food 
service establishments. Of course, this 
proposal has garnered much controversy. 
However, public health leaders such as 
Harvard’s Walter Willett, Yale’s Kelly 
Brownell, and New York University’s 
Marion Nestle, along with nutrition 
advocacy groups such as the Center for 
Science in the Public Interest, and many 
others, are all strongly in favor.


Where then, does AND come down? 
Silence would be bad enough, but in May 
2012, they put out a press release, titled: 
“In Wake of New York Soda Ban Proposal, 
Academy of Nutrition and Dietetics 
Encourages Education, Moderation.”49  
Arguing that the New York proposal 
was “based on theoretical models,” AND 
called for evaluation of such measures 
and said they had “convened a working 
group to examine the effectiveness 
of measures like proposed bans and 
taxes that are designed to influence 
consumers’ purchases and their potential 
impact on people’s health.” Evaluation 
sounds reasonable, but why not 
recommend studying the policy while it’s 
in effect? The release goes on to say that 
“even after we have more science-based 
information about measures like New 
York’s, it is vital that we as registered 
dietitians educate consumers about the 
components of a healthful eating plan 
and help people make informed decisions 
that will positively affect their health.” 
This last comment is stunning, especially 
for a “science-based” organization, 
which AND claims to be. The nutrition 
profession must face the reality that 
our nation’s chronic disease epidemic 


AND’s Public Policy Priority Areas 
(2012-15)47


Consumer and Community Issues 


1.	Prevention	and	treatment	of	chronic	
disease, including health care equity 


2.	Meeting	nutrition	needs	through	the	
life	cycle:	Maternal	and	child	nutrition	to	
healthy aging 


3.	Quality	food	and	nutrition	through	
education, production, access and delivery 


4.	Nutrition	monitoring	and	research	


Professional Issues 


1.	Licensure:	Protection	of	the	Public	


2.	Workforce	demand:	Assuring	the	Public	
has access to nutrition services delivered 
by	qualified	practioners	


3.	Outcome	driven	nutrition	services	in	
changing health systems 
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has worsened because educational 
measures have failed miserably. One 
can’t help wondering how much Coca-
Cola’s sponsorship plays a role in AND’s 
position on this issue. 


The Academy’s startling response to 
the soda ban initiative lost the group at 
least one member. (See Appendix 1, p. 
42 for more from RDs.) Aaron Flores, an 
RD who decided to not renew his AND 
membership partly as a result of the 
organization’s position on the New York 
City policy, explained:


When	Mayor	Bloomberg	proposed	his	ban	
on large sugary beverages, it was such 
a controversial topic and everyone had 
an	opinion	on	one	side	or	the	other.	But	
instead	of	taking	a	stand,	AND	had	no	
position. How could they have no position 
on	such	a	topic?	I	felt	that	it	was	their	
partnerships	with	Coke	and	Pepsi	that	
prevented them from taking a stand even 
if they wanted to.  


During the 2012 election, AND 
inadvertently became part of the 
California Proposition 37 fight over the 
labeling of genetically-engineered foods. 
The No on 37 campaign claimed that 
AND was opposed to GMO labeling, 
apparently relying on an out-of-date 
position paper the organization had 
once published. While AND made clear 


this is no longer its position, many RDs 
and others were disappointed that 
the leadership chose to take a neutral 
position instead of speaking out in favor 
of the consumer’s right to know.50 The 
group is currently conducting a review of 
the issue, which it says will be released 
in 2013. While it’s admirable that AND 
positions itself as an “evidence-based 
organization,” and many of these issues 
are complex, not every policy issue or 
decision can wait for months (or years) 
of committee review and analysis. 
One also must wonder why AND ever 
opposed labeling GMOs in the first place, 
and why only now is it working to clarify 
its stance on this long-controversial 
issue of genetically engineered food. 
(See Appendix 2, p.44 for what food 
companies say about sponsoring AND.)


I think the 
partnership 


with big food 
companies ruins 
our credibility as 
nutrition experts.


– AARON FLORES, RD







And Now a Word From Our Sponsors  32


The Academy’s Money – Does AND 
Even Need Corporate Funding?


Data collected from the most recently 
available four years (2008-2011) of annual 
reports show the Academy in relatively 
decent financial health. (See Table 7.)


In 2011, AND enjoyed close to $34 million 
in revenues and $20 million in net assets, 
allowing the organization to spend a 
little more than it took in – $34.8 million 
in expenses. While AND reported about 
$1.8 million in “sponsorships,” it’s unclear 


if that figure reflects all of its revenues 
from corporate sources; for example, a 
separate line item under “programs and 
meetings” ($5.2 million in 2011) likely 
includes expo booth income. 


Still, just looking at the “sponsorship” 
category, AND generated $1.85 million, 
which represents only about 5% the 
total 2011 revenue. This is down from 
9% in both 2010 and 2009. It’s also 


AND 
 2008 2009 2010 2011
Net Assets $16,230,127 $12,516,187 $15,978,484 $19,960,306
Expenses $31,366,596 $32,911,641 $31,669,141 $34,815,498
Total Revenue $31,869,801 $32,967,588 $31,901,696 $33,941,396


Revenue Sources (not all)    
Membership dues (net) $10,703,454  $10,860,030  $11,076,602  $11,159,656 
Sponsorships $2,703,736  $2,949,786  $2,771,453  $1,854,316 
Sponsorships as % of Revenue 8% 9% 9% 5%
    
CEO Compensation  $240,339  $368,583  $368,583 
CFO Compensation  $212,654  $229,348  $229,348 
source - IRS 990 forms    
    
AND Foundation 
 2008 2009 2010 2011
Net Assets $12,365,008 $12,068,402 $15,098,945 $17,322,148
Expenses $1,823,939 $1,963,456 $2,588,722 $2,668,653
Total Revenue $2,299,142 $3,224,696 $4,213,720 $3,430,902


Revenue Sources (not all)    
Member Contributions $1,016,409  $2,136,804  $1,354,006  $926,184 
Corporate Contributions $1,032,764  $541,132  $991,339  $1,258,858 
Corporate Donations as % of Revenue 45% 17% 24% 38%


All data from annual reports, except compensation, which is from 990 forms. 


TABLE 7: AND Financial Statements
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possible that some corporate funding is 
coming from other sources than just the 
“sponsorship” category. 


Since 2008, AND has been operating 
at more or less break-even, meaning 
expenses closely matched revenues. 
Since 2009, however, AND’s net assets 
have increased from $12.5 million to $19.9 
million, a nearly 60% increase. These 
increases have come primarily from gains 
in investment returns, which totaled 
$4.2 million in 2011 alone. In its annual 
report, AND acknowledges its investment 
reserves are strong and are ready to be 
invested in “new member programs and 
services.” Perhaps that money could 
replace corporate sponsorships instead? 


The financial picture of the AND 
Foundation is more troubling because 
of the enormous sums of unspent funds. 
In 2011, the AND Foundation reported 
revenues of $3.4 million with more than 
$17 million in net assets. Given expenses 
ranging from a low of $1.8 million in 2008 
to a high of $2.7 million in 2011, this is an 
unusually tidy sum to keep in the bank.  
The general rule of thumb is to have on 
hand between six months and two years 
of operating expenses.51 ADAF currently 


holds net assets of more than six times 
its highest annual expenses.


Furthermore, since 2008, the Foundation 
has enjoyed an excess of revenue minus 
expenses ranging from $475,000 in 2008 
to $1.5 million in 2010. Added to that 
surplus, the Foundation posted investment 
gains of $2.1 million in 2011. This healthy 
financial picture raises the question: why is 
ADAF setting aside so much of its revenue 
year after year? The annual report does not 
appear to offer any explanation. Corporate 
contributions were ANDF’s single largest 
source of revenue in 2011:  $1.3 million out 
of a total of $3.4 million, or 38 percent. 


Taking a closer look at expenses, the 
main priority the 2011 annual report 
identifies is for “the Foundation to 
continue its investment in scholarships, 
awards and research to support the 
dietetics profession.” However, of its $2.7 
million budget in 2011, the Foundation 
spent around $500,000 on scholarships, 
and less than $35,000 on research. Both 
seem quite low given ANDF’s stated 
intention of “bringing more registered 
dietitians to the forefront and arming 
consumers with the most relevant and 
accurate food and nutrition information.”
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Discussion


What Do RDs Think About  
Corporate Sponsorship?


At least two surveys of RDs give us some 
clues about what the AND membership 
thinks of corporate sponsorship. One, from 
the dietetic practice group Hunger and 
Environmental Nutrition (HEN), showed 
that overall its members had a negative 
opinion of corporate sponsorship. 
Respondents felt strongly that corporate 
sponsorship has a “negative impact on 
the public’s perception” of the Academy, 
their profession, and even their “personal 
credibility.” 52


The survey also showed that a majority 
of respondents would be willing to pay 
higher membership fees to offset the 
need for corporate sponsorship. The 
authors acknowledge several limitations 
of their survey, including the small 
sample size (370) and self-selection bias: 
That those choosing to take the survey 
may have stronger views on the matter. 
It’s also likely that the HEN membership 
does not reflect the views of the AND 
membership as a whole. 


In 2011, independent researchers 
conducted a survey of close to 3,000 
AND members on this issue.53 The results 
were published in the Journal of Hunger 
and Environmental Nutrition. Notably, 
AND leadership did not cooperate with 
the researchers on the study, as nutrition 
science blogger Colby Vorland explains: 


Oddly,	the	Academy	of	Nutrition	and	
Dietetics	declined	to	offer	[the	researhcers]	
a list of members to make the survey 
representative	of	the	membership….That	
the Academy could not assist in research 
on	a	question	that	is	beneficial	for	them	to	
know	is	unfortunate.	So	instead	they	had	to	
contact state or district affiliates, most who 
agreed to send out emails to members.54


Survey results included: Only 13 percent 
disapproved of corporate sponsorship 
outright but 68 percent said it depends 
on who those sponsors are. The vast 
majority of respondents, 83 percent, 
agreed that members should have a say 
in deciding who the Academy sponsors 
are, which is certainly not the case now. 


Almost everyone surveyed, 97 percent, 
felt the Academy should verify that a 
sponsor’s corporate mission is consistent 
with that of the Academy prior to 
accepting them, something that would 
be hard to do for most current sponsors. 
A majority surveyed said they would 
be willing to pay more dues if it meant 
having fewer sponsors. 


Perhaps most revealing, 80 percent of 
registered dietitians said sponsorship 
implies Academy endorsement of that 
company and their products, despite the 
lack of an explicit endorsement.


However, the opinions regarding 
acceptability of specific corporate 
sponsors were somewhat disheartening. 
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An overwhelming majority found 
sponsors such as the National Dairy 
Council, Kellogg, General Mills, and the 
maker of Splenda, acceptable. This could 
partly be the result of AND allowing these 
companies to be sponsors over the years, 
creating an accepted status quo. It’s also 
a sign of how well these companies have 
succeeded in becoming a normal part of 
the American food experience. 


Still that a majority of those surveyed 
thought three current top AND sponsors 
(Coca-Cola, Mars, and PepsiCo) were 
unacceptable should give the organization 
pause. The survey authors noted: 
“These results are inconsistent with the 
information e-mailed by an Academy staff 
member who stated that their internal 
survey results show approval of corporate 
sponsorship by Academy members.”


The authors also singled out AND’s 
partnership with Hershey’s as a notable 


conflict with the group’s vision “to 
optimize the nation’s health through 
food and nutrition:”


When	the	Hershey	Center	for	Health	&	
Nutrition	became	a	partner	of	the	Academy	
to collaborate on their new campaign titled 
“Moderation	Nation,”	the	announcement	
stated that they would be working with 
the Academy to provide resources for 
the American public to achieve a healthy 
balance	in	terms	of	food	(including	
sweets)	and	exercise.	The	partnership	with	
Hershey’s is touted by the Academy as 
one	example	of	pairing	with	companies	
that	have	strong	research-based	data	on	
their programs and help the Academy 
to accomplish its mission for promoting 
healthy	eating.	Many	survey	respondents	
would question the validity of this claim.


The article concludes that the “entire 
membership needs to have the 
opportunity to make their voices heard,” 
and that since age was a factor in the 
responses, “the growing membership 


TABLE 8. What Dietitians Think About Corporate Sponsors55


SPONSORS 2009 PRODUCTS ACCEPTABLE/
UNACCEPTABLE


Abbott Nutrition Pediasure, Ensure, Similac, Nepro 85% / 15%


Aramark Food service & facilities management 83% / 17%


National Dairy Council Milk, cheese, yogurt 83% / 17%


McNeil Nutritional Spenda, Lactaid, VIACTIV 81% / 19%


Kellogg Company Corn Flakes, Eggo, Fruit Loops, Pop-Tarts, Special K 79% / 22%


General Mills Bisquick, Cheerios, Larabar, Pillsbury, Trix, Yoplait 79% / 21%


Soyjoy Snack bars 78% / 23%


CoroWise Brand Smart Balance, VitaTops, Minute Maid Heart Wise 76% / 25%


Truvia Stevia-based sweetener 72% / 28%


Unilever Slim-Fast Ben & Jerry’s, Bertolli 68% / 32%


Mars M&M”s Dove, Pedigree, Uncle Ben’s 45% / 55%


Coca-Cola Danani, Powerade, Sprite 34% / 66%


PepsiCo Frito-Lay, Quaker, Gatorade 34% / 66%
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will continue to have strong opinions 
on this matter.” Finally, because AND is 
a membership-based institution, “the 
Academy needs to reevaluate the current 
role of sponsorship and how it fits within 
the values of Academy.”


Do Corporate Sponsorships Conflict 
with AND’s Own Guidelines?


The Academy does have “Guidelines for 
Corporate Relations Sponsors,” but  it 
does not appear they are being followed. 
For example, AND says it is “mindful 
of the need to avoid a perception of 
conflict of interest and to act at all 
times in ways that will only enhance the 
credibility and professional recognition 
of the Academy and its members.”56 
The Academy also lists the following 
specific criteria under the header, 
“General Requirements for Acceptance 
of Corporate Relations Sponsors:”


•	Fit	with	Academy	strategic	goals


•	Scientific	accuracy


•	Conformance	with	Academy	positions,	
policies and philosophies


•	Academy	editorial	control	of	all	content	in	
materials bearing the Academy name


•	Clear	separation	of	Academy	messages	and	
content from brand information or promotion


•	No	endorsement	of	any	particular	brand	
or company product


•	The	inclusion	of	relevant	facts	and	
important information where their 
omission would present an unbalanced 
view of a controversial issue in which the 
sponsor has a stake.


For good measure, AND posts this 
disclaimer-like note below the guidelines:  
“If consumed in moderation with 


appropriate portion size and combined 
with regular physical activity, all foods 
can fit into a healthful diet.” 


Despite some clear conflicts between its 
policies and sponsorships, the Academy 
continues to defend its corporate 
funding.  Consider this 2008 quote from 
past president Martin Yadrick, posted on 
a page titled, “Why Become an Academy 
Sponsor:” “We think it’s important for 
us to be at the same table with food 
companies because of the positive 
influence that we can have on them.” 
How this “positive influence” manifests 
itself isn’t at all clear, unless you count 
self-serving public relations. The former 
president’s explanation continues:


For the Academy, relationships with outside 
organizations are not about promoting 
companies’ products; they are about 
creating nutrition messages that people can 
understand and act upon to improve their 
health and that of their families.


But the question remains: How can 
companies that promote junk food possibly 
“fit with Academy strategic goals,” unless 
those goals include furthering the nation’s 
diet-related disease epidemic?


These two criteria from the guidelines 
seem especially questionable:


•	Clear	separation	of	Academy	messages	
and content from brand information or 
promotion


•	No	endorsement	of	any	particular	brand	
or company product


Yet on a consistent basis, AND’s sponsors 
promote their brands, whether at the 
annual meeting or during continuing 
education sessions. Moreover, as 
the survey discussed earlier notes, 
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80 percent of AND members think 
sponsorship carries with it implicit 
endorsement, even if AND does not. 


Another AND criterion—“inclusion 
of relevant facts and important 
information where their omission 
would present an unbalanced view of a 
controversial issue in which the sponsor 
has a stake”—would apply to almost 
every corporate-sponsored continuing 
educational session. 


For example, Coca-Cola has a stake in 
all of its continuing education sessions 
and yet the information presented was 
completely one-sided. Similarly, the 
information presented by the National 
Dairy Council, that even those who are 
lactose-intolerant should consume dairy 
products, is not only controversial—it’s  
contrary to good health and common 
sense. And yet, RDs who attended 
the dairy industry sessions received 
very biased information with no 
counterbalancing views or facts. 


Can AND Redeem its   
Tarnished Reputation? 


Numerous health experts and 
commentators have criticized AND 
for its corporate sponsorships, 
further diminishing its reputation. For 
example, Michael Siegel, professor at 
Boston University School of Health 
explains how Coca-Cola is buying the 
Academy’s silence: “I defy anyone to 
find information on [AND’s] web site 
about the billions of dollars that Coke is 
spending annually to market its sugar-
laden products.”57 He goes further, 
saying that silence would be preferable 


to AND giving the soft drink giant its 
explicit endorsement: 


Concurrent	with	its	acceptance	of	money	
from	Coca-Cola,	[AND]	has	actually	become	
an enemy of critical public health measures 
to reduce obesity, not merely an innocent 
bystander,	and	at	the	far	extreme	from	being	
a leader in the nutrition policy movement.  


Harsh words, but it’s hard to argue with 
them. It seems clear that this is exactly 
what Coca-Cola is seeking to accomplish: 
silencing potential criticism within the AND 
leadership while using the organization as 
a vehicle to spread its public relations. 


AND says as much in its own words. 
In a 2008 press release announcing its 
new partnership with Coca-Cola, AND 
described the significant benefits to 
the company, saying how it provided 
“a national platform via ADA events 
and programs with prominent access 
to key influencers, thought leaders and 
decision makers in the food and nutrition 
marketplace.” [Emphasis added.]58 


Food Politics author Marion Nestle 
has long criticized the Academy for 
its corporate sponsorship. (Nestle and 


I feel like there should 
be some sort of 


internal boycott against 
supporting AND until 


they represent our views 
but no one is really doing 


that, so I am.
– DENISE JULIA GARBINSKI, MBA, RD
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other experts also criticize other health 
groups for similar conflicts, but AND 
is considered particularly conflicted.)  
Nestle has implored RDs to speak out in 
defense of their profession: “As long as 
your organization partners with makers 
of food and beverage products, its 
opinions about diet and health will never 
be believed independent (translation: 
based on science not politics) and neither 
will yours…Is the goal of [AND] really the 
same as the goal of the sponsors–to sell 
the sponsor’s food products?”59  


Positive Signs of Change 


Many RDs active within AND recognize 
this history of problems, but report 
that small positive changes have been 
afoot in recent years. Two years ago, 
the leadership cleaned house at the 
D.C. office, bringing in several new staff. 
Previously, the D.C. staff had strong 
ties to the food industry and not much 
background in nutrition or health, and 
operated with a lack of transparency. 


Now most of the D.C. staff are RDs, 
and two vice presidents are members 
of the progressive HEN practice group. 
This change that has made a significant 
difference for AND’s presence in the 
nation’s capital. For example, now AND 
has relationships with key government 
agencies and well as nutrition and health 
advocacy organizations.  


Some positive changes have been 
occurring at the group’s national 
headquarters in Chicago as well. For 
example, the CEO, Patricia Babjak, 
is more available and visible to 
members. In addition, HEN members 
are having one-on-one meetings with 
AND leadership. As a result of these 
constructive conversations, the Academy 
sent the more stringent HEN corporate  
sponsorship guidelines to all affiliates and 
dietetic practice groups as an example of 
“best practices.”


One minor change regarding corporate 
sponsorship at AND’s “House of 
Delegate” meetings demonstrates the 
leadership’s improved flexibility. After 
some delegates sent a letter asking 
to remove corporate sponsors from 
the two HOD annual meetings, AND 
changed the format so that the sponsor 
presentations would come at the end 
of the meeting, when delegates could 
choose to leave. This was apparently 
the only option because of current 
contractual obligations. As those 
obligations expire, it will be important 
to see if AND takes the next step and 
removes corporate sponsorships from 
these meetings altogether. 


Based on survey results, there is still 
significant concern within the AND 
membership about how current sponsors 
reflect poorly on the organization.
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Recommendations


1) Greater Transparency


In 2009, Senator Chuck Grassley of 
Iowa sent letters to 33 groups including 
AND, requesting information about the 
financial backing they received from 
the pharmaceutical, medical device, 
and insurance industries.60 Grassley’s 
main interest was transparency. He said: 
“Letting the sun shine in and making 
information public is basic to building 
people’s confidence in medical research, 
education and the practice of medicine.” 


AND responded to that inquiry two 
years later with a long list of sponsorship 
funding from pharmaceutical and medical 
device companies.61 Senator Grassley 
then sent AND another letter, this time 
requesting that the Academy “improve 
transparency and accountability” by 
making these materials available on 
its website.62 (It’s not clear how AND 
responded, but to date those materials 
are not publicly available.)  


Perhaps the time has come for Senator 
Grassley or other members of Congress to 
renew that call for greater transparency, 
this time asking AND and other health 
groups for full disclosure and greater 
transparency of the food industry’s role in 
financing these organizations. 


Barring a congressional inquiry, AND 
should on its own make more details 
available to the public (or at least 


to members) regarding corporate 
sponsorship—far beyond what is 
currently provided in its annual reports. 
For example:  


•	How	much	money	each	individual	
company	gives	to	AND	in	the	form	of	
sponsorships, continuing education fees, 
and Foundation donations; 


•	How	much	money	AND	makes	on	the	
annual meeting from corporate sponsors 
versus registration and vendor fees; 


•	How	much	the	“partner”	and	“premier	
sponsor”	levels	cost;


•	What	is	the	connection	between	
sponsorship	and	continuing	education?	


2) Request Input from Membership 


The 2011 survey authors were correct 
when they said that the entire AND 
membership should be heard on the 
issue of corporate sponsorship. Trade 
group policies should reflect the 
desires of its members, not just the 
leadership. It was clear at the annual 
meeting that while many RDs object 
to corporate sponsorship, they had no 
idea how to make their voices heard. 
Some had never even considered 
speaking out, a sign that AND is 
failing to offer adequate and readily 
accessible opportunities for members 
to give their feedback. Also, gathering 
input should not take the form of a 
one-time survey. Rather, there should 
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be easy access to AND leadership so 
that members have clear channels of 
communication about ongoing policy 
matters. AND recently sent a survey 
to some RD members about corporate 
sponsorship, a positive sign.


3) Meaningful Sponsorship 
Guidelines


Once the membership has been 
surveyed for its views, AND should put 
that information into action. This could 
take different forms, depending on the 
members’ views. For example, AND 
could implement much stronger and 
more meaningful sponsorship guidelines. 
As mentioned above, the Hunger and 
Environmental Nutrition Dietetic Practice 
Group has its own set of sponsorship 
guidelines, which could be a model.63 
Perhaps as other practice groups take up 
this issue, AND will be moved to reconsider 
its own sponsorships and guidelines. 
Other organizations’ guidelines may be 
useful as well. For example, the American 
Public Health Association has relatively 
robust guidelines64 and its annual meeting 
is a completely different experience than 
FNCE. For example, in the expo hall are 
mostly government agencies, publishers, 
schools, and other educational booths.  


Another approach would be to do away 
with industry sponsorships altogether. 
Based on the financial information provided 
in the 2011 annual report, sponsorships 
currently comprise only five percent of 
AND’s annual revenues—so why risk your 
profession’s entire reputation for such a 
small amount? Not to say that a larger 
amount of money would be OK. Usually 
the reason given to justify corporate 


sponsorship is that it’s desperately needed 
to subsidize a group’s activities, but that 
does not appear to be the case here. Still, 
more information is needed about where 
corporate sponsorship money is going.


4) Reject Corporate-Sponsored 
Education 


AND should reject outright corporate-
sponsored continuing education, as well as 
corporate-sponsored education sessions at 
its annual meeting. Continuing education 
units should not be tied to any business 
interest, as it diminishes the value of the 
credential. No sponsorship guidelines can 
change this simple truth: The food industry 
does not educate, it markets. Even when 
the companies hire “outside” experts to 
teach the session, the information is still 
biased, and the company still gets its 
brand name promoted. 


Also, when corporations influence and 
control so much of the educational 
agenda, there is less room for learning 
about other important issues that might 
go against industry interests. Along these 
lines, AND should do more outreach 
to health, environmental, and nutrition 
advocacy groups that offer webinars on 
substantive and controversial issues to 
encourage them to apply for CEU approval 
to encourage more diverse viewpoints.


AND should also consider placing more 
distance between its credentialing arm 
and the main organization. One possible 
model is the Accreditation Council for 
Continuing Medical Education, which 
oversees continuing medical education 
for physicians. That body is comprised 
of seven member organizations,65 which 
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seems to offer more checks and balances 
than AND’s internal approach. 


5) Increased Leadership on  
Nutrition Policy 


As discussed above, in recent years, 
AND’s leadership has taken important 
steps to improve its policy agenda and 
create a positive presence in Washington. 
However, there is still a significant image 
problem that cannot be ignored. While 
the staff in the D.C. office is lobbying on 
behalf of AND’s membership, “education 
sessions” are being brought to you by 
Coke and Hershey’s. This disconnect will 
continue to undermine AND’s credibility 
on critical policy issues until the conflicts 
are resolved.


Moreover, as long as AND remains on the 
sidelines on the most controversial issues 
of the day, there will be a perception 
that the organization has a conflict of 
interest. No guidelines will help shake that 
perception. AND will only truly become a 
leader on nutrition policy once it cleans 
up its reputation that has been damaged 
by being overly friendly with the junk food 
industry. Then, when the organization 
claims that it’s not endorsing a certain 
policy based on scientific grounds, 
that claim can be taken more seriously. 
By rejecting corporate sponsorships 
from junk food companies and industry 
lobbyists, AND will become freer to make 
truly science-based policy decisions. 


It’s also unclear how strong AND can be 
on such a contentious issue as junk food 
marketing to children, given that all its 
top sponsors engage in this practice, not 
to mention lobby to undermine public 


policy. As mentioned above, it was good 
that AND submitted comments to the 
FTC on the issue. However, by promoting 
industry-sponsored educational 
programs such as “Kids Eat Right,” which  
provide zero information for parents 
about how to protect their children 
from predatory marketing (or engage 
in advocacy on the matter) AND sends 
the message that it’s not serious about 
children’s health. (See Appendix 3, p. 45.)


As long as the Academy and its foundation 
allow the food industry to sponsor a 
children’s healthy eating program, it will 
remain in a conflicted position regarding 
junk food marketing to children.


A Call to Action


To conclude this report are the powerful 
words of registered dietitian and 
Academy member Andy Bellatti who 
believes his profession deserves better: 


Now	more	than	ever,	members	of	the	
Academy who recognize the insidious 
nature	of	partnering	with	Big	Food	must	
speak up and let the leadership know how 
and why these partnerships are detrimental 
to the profession. We cannot allow 
ourselves to be steamrolled by the notion 
put forth by many in power that partnering 
with	the	likes	of	PepsiCo	and	McDonald’s	
benefits	our	profession	and	the	health	of	
Americans.	It	is	simply	untrue.	We	will	never	
be	taken	seriously	as	nutrition	experts	when	
our	messaging	and	credential	is	co-opted	
by	junk	food	companies	who	think	we	are	
just	an	easy	sell.	I	urge	my	colleagues	to	
think critically, ask tough questions, and 
relentlessly defend the ideas of healthful, 
real	food.	It	is	up	to	us,	as	registered	
dietitians, to take back our credential.







And Now a Word From Our Sponsors  42


APPENDIX 1


Overheard: Former AND 
Members Speak Out


Carla S Caccia, RD, LDN
I	am	not	a	member	of	AND.	I	am	so	upset	
over their relationships with certain food 
manufacturers and lack of support for 
certain	food	policies,	such	as	GMO	labeling.	
However,	I	was	thinking	of	checking	into	[the	
progressive	dietetic	practice	group]	HEN	and	
seeing	if	it	would	be	worth	it	to	join	AND.


[Corporate	sponsorship]	is	unethical.	Some	
of the food companies’ products are full of 
questionable	and/or	harmful	ingredients.	The	
food companies are taking advantage of the 
whole	“variety,	moderation,	balance”	theme.	
They	say	“all	foods	fit.”	Well,	I	used	to	think	
that.	But	now	I’m	not	so	sure.	Are	GMOs	
safe	in	moderation?	I	don’t	know.	Caramel	
coloring?	High	fructose	corn	syrup?	Is	lean	
meat still the healthy choice even though 
the	animal	was	given	general	antibiotics?	
Is	grilled	chicken	still	the	healthy	choice	
even though it ate feed contaminated with 
arsenic?	I	don’t	know	and	I’m	supposed	to	
be	the	expert!	I	would	like	to	turn	to	AND	for	
these	answers	but	I	can’t	trust	them	because	
they are in partnership with food companies 
whose products are full of these things.  


There	are	great	handouts	from	AND.	Also,	
the	Nutrition	Care	Manual	is	a	great	resource,	
but some of the sample menus list brand 
names:	i.e.,	Quaker,	Nature’s	Own,	Hot	
Pockets	and	I’m	not	OK	with	that	because:	
1)	it	indicates	that	those	brands	paid	their	
way	into	the	menus	(I	don’t	know	if	they	did	
but why else would those brands and not 
others	be	listed?)	and	2)	those	brands	aren’t	
the	healthiest	and	I	wouldn’t	necessarily	
recommend	them	to	my	clients.	If	I	did	
provide these handouts, my clients might 


think those brands are somehow better or 
more nutritious because it came from me, an 
RD,	and	has	the	“AND	stamp	of	approval.”	


AND	says	RDs	are	the	food	&	nutrition	
experts	and	I	like	to	think	we	are.	There	are	
many	informed,	professional	RDs.	Also,	AND	
does a lot of great work. However, it sends 
a message of corruption when we have 
relationships with food companies whose 
products are incredibly unhealthy. That 
can put all RDs under a cloud of suspicion. 
How can consumers trust us when our 
professional organization partners with 
junk food companies?  


Aaron Flores, RD
I	was	an	ADA/AND	member	from	2002	
(when	I	started	school	to	become	an	RD)	to	
this	year	2013.


For	the	past	few	years	I	have	really	struggled	
with	whether	or	not	I	should	renew	my	
membership.	I	do	not	like	the	fact	that	AND	
partners	with	organizations	like	Coca-Cola,	
Hershey’s,	Mars,	General	Mills	and	Kellogg’s.	
I	think	that	it	sends	the	wrong	message	
about	our	organization	as	a	whole—whose	
primary	goal	is	to	promote	good	nutrition—
while taking money from companies whose 
products are mostly thought of as not 
healthy.	This	year	I	have	decided	I	will	no	
longer be a member of the Academy. 


What really disturbs me is that by partnering 
with	agribusiness,	I	feel	it	dilutes	our	
credibility as nutrition professionals. What 
really	highlighted	that	to	me	was	when	[New	
York	City]	Mayor	Bloomberg	proposed	his	
ban	on	large	sugary	beverages.	It	was	such	
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a controversial topic and everyone had an 
opinion	on	one	side	or	the	other.	But	instead	
of	taking	a	stand,	AND	had	no	position.	How	
could	they	have	no	position	on	such	a	topic?	
I	felt	that	it	was	their	partnerships	with	Coke	
and	Pepsi	that	prevented	them	from	taking	a	
stand even if they wanted to.   


I think the partnership with big food 
companies ruins our credibility as nutrition 
experts. The perception is that because we 
partner with companies like Coke, PepsiCo, 
Mars, and Hershey’s that we act on their 
behalf or in their interest. Even though 
that might not be the case, that is the 
perception and unfortunately, perception is 
everything. 


I	think	it’s	important	to	note	that	I’m	not	
anti-AND.	I	am	proud	to	be	a	RD.	There	
are	some	great	people	in	AND	who	are	
doing	some	important	work.	I	feel	though	
that until they change this policy, that the 
biggest	statement	I	can	make	is	to	vote	with	
my	pocket	book.	Some	of	my	colleagues	
do	not	agree	with	me	and	what	I	hope	for	
is	that	this	conversation	continues.	I	want	
RDs	to	talk	about	this	issue.	If	more	people	
start	talking	about	it,	AND	might	start	to	
listen.	If	AND	were	to	change	its	corporate	
sponsorship	policy,	I	would	happily	re-join.	


Denise Julia Garbinski, MBA, RD 
[current member re-considering]


AND’s	ongoing	demonstration	of	being	
in bed with agribusiness big food and 
its	‘neutral’	(but	obviously	not	neutral	
stance)	on	Prop	37	[labeling	GMO	foods]	
just	disgusts	me	to	the	point	where	I	am	
choosing to vote with my dollars against 
supporting	AND.	I	don’t	attend	their	
functions and am seriously considering 
withdrawing	my	membership	next	year.	So	
many	of	the	good	folks	in	the	HEN,	DIFN	
and	Veg	DPG’s	[dietetic	practice	groups]	
keep	up	their	AND	memberships	because	
it’s	mandatory	in	order	to	join	the	DPG.	


And	they	pay	to	attend	FNCE	when	all	
they	really	want	to	do	is	attend	their	DPG	
meetings.	AND	doesn’t	hear	their	battle	cry	
in	this	case,	as	AND	still	gets	their	money.	
I feel like there should be some sort of 
internal boycott against supporting AND 
until they represent our views but no one is 
really doing that, so I am.


Heidi Turner, MS, RD, CD
I	left	AND	for	a	few	reasons.	One	was	
its	focus	on	mainstream	dietetics.	The	
recommendations they make to patients 
are	industry-driven	and	out	of	date.	If	I	
was told one more time that dairy is the 
primary	way	to	get	calcium	into	patients	I	
was	going	to	scream.	In	this	particular	case,	
they	are	heavily	sponsored	by	the	National	
Dairy	Council	and	their	biases	show	in	their	
recommendations.	Their	overall	philosophy	of	
what types of foods and diets to recommend 
to patients was not consistent with my own.


Also,	I	got	tired	of	the	fact	that	they	
continued to accept corporate dollars for 
advertising	in	their	journals/conferences	
from	what	I	would	consider	to	be	“junk”	
food	companies.	They	seem	to	accept	and	
celebrate	the	idea	that	Coca	Cola,	Hershey’s,	
Pepsi,	General	Mills	and	others	can	be	part	of	
a healthy diet, completely ignoring the fact 
that these very companies are creating other 
products that are at the core of our obesity 
epidemic.	I	suppose	they	need	to	get	money	
from somewhere, but, come on. If you’re 
trying to be at the forefront of changing 
what people eat, then at least accept 
funding from sponsors who truly share that 
vision, and aren’t just looking to appear 
“healthy” via their association with AND.  


That	said,	AND	has	lobbied	hard	to	ensure	
that RDs like me are considered a critical 
part of the health care picture and for that 
I	am	grateful.
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APPENDIX 2


From the Mouths of Big Food


The Academy is not shy about promoting 
its corporate sponsors. Following is a 
sampling from a web page called, “What 
Our Corporate Sponsors Think.” 66 The 
theme throughout is the power this 
large group of nutrition professionals 
holds and why sponsorhip is so valuable. 
(American Dietetic Association is the 
previous name.)


Coca-Cola
“We	are	proud	to	partner	with	the	
American Dietetic Association, one of 
the country’s leading authorities in health 
and	nutrition	education…	Like	ADA,	Coca-
Cola	understands	that	a	healthy	lifestyle	
involves	balancing	many	different	elements	
—	staying	physically	active,	consuming	a	
balanced	diet,	getting	enough	rest	—	and	
even	keeping	a	positive	attitude.”


General Mills
“ADA	members	play	a	valuable	role	in	
educating the public about nutrition and 
health, and we are pleased to support 
the American Dietetic Association as a 
Premier	Sponsor.”


Hershey’s
“The	Hershey	Center	for	Health	&	Nutrition®	
recognizes	the	significant	role	that	
registered dietitians can play in empowering 


consumers with the information, tools and 
resources they need to achieve a balanced 
lifestyle. We are thrilled to be an Academy 
Partner	in	the	Academy’s	sponsorship	
program	and	are	excited	to	help	people	
enjoy	a	well-balanced	life.”	


Kellogg
“When	it	comes	to	helping	people	
understand how to make informed 
decisions about healthy lifestyles, ADA’s 
members are the most influential source 
of	food	and	nutrition.	Kellogg	Company	
is proud to continue its longstanding 
relationship	with	ADA	to	benefit	
consumers.”


Mars
“We’re	proud	to	collaborate	with	the	
American Dietetic Association, the 
largest organization of food and nutrition 
professionals, to support ADA members’ 
missions to improve the health and 
wellbeing	of	our	nation.”


PepsiCo
“PepsiCo	believes	we	have	a	responsibility	
to ensure the health and wellness of the 
communities we serve. We rely upon 
the	expertise	and	commitment	of	ADA	
members to provide unique insight into 
the health and nutritional challenges 
people	face	every	day.”
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APPENDIX 3


Kids Eat Right: Pennies from    
Corporations Making Billions in Profits


The AND Foundation loves to tout “Kids 
Eat Right.” The annual conference makes 
a big deal about how the fundraising gala 
that benefits the program. What is it? 


AND says the mission67 of Kids Eat Right 
is “to support public education projects 
and programs that address the national 
health concern of obesity among our 
children by assisting 
Academy members in 
working with schools 
and communities to help 
kids eat better and move 
more.” But how?


The Kids Eat Right 
website contains 
mostly banal nutrition 
information and recipes 
that could be found in 
many other places, with 
zero information about 
the problem of junk food 
marketing to children, or 
even tips for parents on 
this issue. Perhaps that 
has something to do with the project’s 
sponsors. Kids Eat Right started in 2010 
with funding from the National Dairy 
Council. Additional sponsors include 
Coca-Cola, PepsiCo, and General Mills. 


The program relies on RDs to volunteer 
to implement “tool kits” and other 
educational programs in schools and 
communities. RDs are encouraged to 


sign up to volunteer to participate. 
General Mills sponsored the development 
of a toolkit for cooking workshops with 
parents, hardly an innovative approach. 
AND announced these small grants: 
“Congratulations to the 30 RDs selected 
to receive a Kids Eat Right Family 
Champions, One Change at a Time RD 


mini-grant! Each RD will 
receive $250 to lead 
one parent cooking 
workshop from the 
Family Champions toolkit 
in their communities.”


A cookbook was created 
as a part of the “Kids Eat 
Right Shop-Cook-Eat 
Summit” held in Napa, 
California in March 2012, 
which raised $350,000. 
The “cookbook” features 
17 recipes, each one 
industry sponsored: 
the page features the 
corporate logo while 


the recipe contains a processed food 
product. Sponsors include: National 
Dairy Council, Kellogg’s, The Coca-
Cola Company, ConAgra Foods, and 
PepsiCo. For example, Coca-Cola’s 
page is a pork recipe with Minute Maid 
orange juice and the PepsiCo pages 
require Quaker Oats in recipes that 
would never otherwise call for them, 
like pasta and meatball soup.







And Now a Word From Our Sponsors  46


At the 2012 AND annual meeting, RDs 
could take this quiz at the Monsanto 
booth to enter a sweepstakes for a Coach 
handbag. (Sampling of questions.)


Which tools or techniques does Monsanto 
use to develop innovative products to help 
the farmer feed, fuel and clothe the world?


a. Plant breeding
b. Biotechnology
c. Chemistries and equipment improve-
ments to develop agronomic solutions
d. All of the above


Answer: All of the above. Biotechnology is 
only part of what we do. We also use tools 
such as plant breeding and agronomics 
solutions including crop protection 
chemistries and equipment technologies.


Reality Check: “Feeding the world” is 
a familiar refrain of biotech companies; 
however we don’t need more technology 
to feed people; we have enough food.


Is there a difference in the nutritional 
value of organic crops compared to 
conventionally grown crops?


a. Yes
b. No


Answer: No. The evidence shows no 
significant differences among organic, 
conventional or biotech crops in terms of 


nutrition and safety.


Reality Check: There is research on both 
sides of this debate; also the question 
ignores the safety concerns of consuming 
pesticides, described euphemistically as 
“conventionally-grown.”


Foods and crops derived from plant 
biotechnology are thoroughly tested 
for safety.


a. True
b. False


Answer: True. Biotech crops have been 
reviewed by FDA, USDA and EPA; are tested 
more than any other crops in the history of 
agriculture; and have been shown to be as 
safe as their conventional counterparts.


Reality Check: Extremely deceptive. No 
federal agency requires biotech crops 
undergo human safety testing prior to 
approval. We have no long-term safety 
testing of these crops.


What are some benefits of modern plant 
science techniques, such as biotechnology?


a. Improved yields
b. Decreased tillage to protect soil and 
water resources
c. Decreased use of fossil fuels resulting 
from fewer pesticides
d. Improved nutrition
e. All of the above


Answer: All of the above. Modern plant 
science contributes to sustainable 
agriculture by helping farmers increase 
yields, decrease pesticide use and improve 
on-farm management, while also improving 
nutrition with healthful oils or vegetables 
with increase phytonutrients. 


Reality Check: Much research exists to 
dispute each of these claims. For example, 
studies have shown increased herbicide 
use as a result of weed resistance to 
Monsanto’s Roundup product.


APPENDIX 4


Monsanto Biotechnology Quiz
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APPENDIX 5


Annual Meeting Food Industry Giveaways, 
Raffles, Prizes promoted via Twitter


Lindsey Toth, MS, RD @NutritionTalk 
[PepsiCo]


There’s	still	time	to	win	a	$100	gift	card	
today!	Stop	by	@PepsiCo’s	Social	Showcase	
of	Innovation,	booth	#901,	for	the	chance	
to	win!	


Bell Institute @GenMillsBellIns   
[General Mills]


Before	the	expo	ends,	be	sure	2	stop	by	
our	booth	(618)	for	the	#FNCE	Foodie	
Challenge.	Test	your	food	knowledge	&	
enter	2	win	an	e-reader!


Laura’s Lean Beef @laurasleanbeef


Stop	by	booth	557	and	visit	the	team	@
laurasleanbeef	during	#FNCE…	Scan	your	
badge	to	win	an	iPad!


Pork @allaboutpork [National Pork Board]


Congrats	@theguidedbite	&	Courtney	L.	for	
winning	today’s	Pork	prize	packs	at	#FNCE!	
Stop	by	our	booth/DM	us	2	claim	prizes.	
#LeanerThanEver


National Honey Board @NationalHoney


Only	24	hrs	left	to	visit	booth	670	and	let	
us know at what age honey can be given to 
children.	You	might	win	something!	


CA Cling Peaches @CalClingPeach


Fill out our short survey and be entered to 
win	an	anthropologie	apron!		


SherryColemanCollins @PeanutRD


Visit	booth	119!	‘Like’	us	&	draw	to	win.	MT	
@LeanGrnBeanBlog:	I	need	one!!	MT	@
steph_espo:	Thx	4	t-shirts!!


Del Monte @DelMontebrand


Play	#FlavorBoom	at	our	booth	for	a	
chance	to	win	a	knife	set!	It’s	fun	you	won’t	
want	to	miss!	


Kristen Carlucci, RD @simplysavor 


Stop	by	#unileverfnce	at	1130,	1215	or	1pm	
2day	for	risotto,	bfast	pizza,	spaghetti/
meatballs	+	chance	to	win	$100	!	


FoodInsight.org @FoodInsight    
[IFIC – industry group]


We would love to meet our twitter follower 
in	person!	Pls	visit	us	@	booth	325	to	say	hi	
and	enter	to	win	an	AMX	gift	card!


California Walnuts @CaWalnuts


#FNCE	begins	this	weekend!	Don’t	forget	
to	stop	by	our	booth	#852	to	learn	about	
heart-healthy	@CaWalnuts	and	a	chance	to	
win	an	iPad	3!


HealthEd On Demand @HEOnDemand


We’re	almost	ready	to	pack	up	for	#FNCE.	
Stop	by	our	booth	for	a	chance	to	win	an	
iPad.


Walmart Healthy @WalmartHealthy


ATTENTION	#FNCE	attendees:	Stop	by	
our	#GreatForYou	Booth,	#107,	&	enter	our	
raffle	for	a	new	#iPad!	


Frito-Lay N. America @Fritolay


#FNCE	attendees	-	Look	4	#ChipMyth	
quiz	@	#Fritobooth1011	4chance2win	
KitchenAid®	Stand	Mixer	or	t-shirts!	
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Report Faults Food Group’s Sponsor
Ties
By STEPHANIE STROM


A new report by a public health advocate criticizes the Academy of Nutrition and Dietetics, a
trade group presenting some 74,000 dietitians, for allowing corporate sponsorships of its
organization.


The report, by Michele Simon, a lawyer who specializes in legal issues involving the food
industry, raises questions about the role big food companies play in the continuing
education of the nation’s nutrition experts and the ability of the group to challenge the
industry on matters of health and nutrition.


Among her findings were that the number of food companies and trade groups that are paid
sponsors of the academy more than tripled between 2001 and 2011 — to 38, from 10 — and
that roughly 23 percent of about 300 speakers at its annual meeting had undisclosed
financial ties to the food industry.


Ryan O’Malley, a spokesman for the academy, said the organization could not comment
without seeing the report, which was to be published on Ms. Simon’s Web site late Tuesday.


ConAgra, the National Cattlemen’s Beef Association, Kellogg’s, General Mills, Aramark,
Mars and the National Dairy Council are among the organization’s major sponsors.


Some sponsors become an “Academy Partner,” which entitles them to educate nutrition
professionals about the health benefits of their products, co-sponsor events and conduct
educational sessions at meetings. They also can use the academy’s logo in marketing
campaigns.


Ms. Simon, author of “Appetite for Profit: How the Food Industry Undermines Our Health
and How to Fight Back,” said she decided to study the relationship between the food
industry and the academy after hearing complaints from dietitians.


Questions about corporate influence have bedeviled the organization for years. In 2007, it
revamped its corporate sponsorship program to address concerns among its members.


Report Questions Nutrition Group’s Use of Corporate Sponsors ... http://www.nytimes.com/2013/01/23/business/report-questions-...
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In its 2011 annual report, the latest available, the academy said corporate sponsorships
accounted for $1.85 million, or about 5 percent of its roughly $34 million in revenue, down
from 9 percent in each of the previous two years. Whether that figure accounts for all of its
corporate and trade group support is unclear.


Margo Wootan, an academy member who is director of nutrition policy at the Center for
Science in the Public Interest, said leadership and other changes the organization had made
had helped curb the influence of companies. “Ten years ago, the academy was really very
closely tied to the food and beverage industry,” Ms. Wootan said. “But they really have
cleaned up their act.”


The academy is conducting a survey among some members to gauge their opinions about
corporate sponsorship. In a survey of 2,968 members two years ago published in the
Journal of Hunger and Environmental Nutrition, 80 percent of the respondents said that
the group was endorsing its corporate sponsors by allowing the sponsorships.


Aaron Flores, a dietitian in Los Angeles, dropped his membership because of the
organization’s ties to industry. “By taking money from companies like Coke and Pepsi and
Hershey, I think it makes us seem like a partner in their message,” Mr. Flores said.
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While the Academy will not engage in point-by-point rebuttals to the report, we will make it clear

that the Academy does not tailor its messages or programs in any way due to influence by

corporate sponsors and that Ms. Simon's report does not provide evidence to the contrary.

 

 

The “recommendations” in the report consist mainly of things that we are already doing. For

example, we are transparent. We post our Annual Report to the website, after the financial

statements are approved by independent auditors. 

 

A great deal of Ms. Simon’s report is based on HEN’s 2011 survey, which was not statistically

representative of our entire membership. This is misleading. The fact is, each year the Academy

utilizes Performance Research, an independent, third-party research company, to examine a

random selection of members that is a statistically sound representation of the Academy

membership as a whole. The results from these representative surveys have shown an increased

awareness and continued support of the sponsorship program.

 

 

The callout to HEN in the recommendations and references sections also indicates HEN members

were sources. 

 

Much of the report is drawn from the Academy’s own public materials – a testament to our

commitment to transparency in candor in all our actions, including corporate sponsorship. Of the

67 references at the end of Ms. Simon’s report, at least 24 (more than one-third) are information

from the Academy and the Foundation’s websites; the Commission on Dietetic Registration’s

website; and research articles published by Academy members. Many of the references are to

previous blog postings by Ms. Simon herself. 

 

We understand that members will have questions about this report and the Academy’s reaction to

it. It is important that we remind members to not take all information they see at face value, but to

consider the source (in this case, an advocate who is predisposed to find fault with the Academy)

and seek out the facts. 

 

This afternoon, we will post a statement to our website that will include excerpts from Ethan

Bergman’s March Journal President’s Page, which is on an especially timely topic: the need for

members and the entire Academy to be leaders in disseminating accurate information to the

public. To quote one paragraph from President Bergman’s column: 

The Academy’s Media Spokesperson Policy requires those who speak on the Academy’s behalf to

“provide – and when necessary, seek out – accurate information when acting as a source for the

media, the public and Academy members or any other audience.” This is good advice for us all.

Another pertinent old saying comes from the field of journalism: “If your mother says she loves you

– check it out!” 
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We have planned and will implement a social media strategy incorporating Facebook, Twitter and

other platforms to encourage all members to “check it out” and draw their own conclusions,

separating fact from opinion. Spokespeople will be front and center on the outreach. As a note, we

have already seen online comments in which RDs are taking issue with the opinions expressed by

Ms. Simon and her supporters. We anticipate more of this fact-checking and support for the

Academy to continue. We will also send a link to the statement to the affiliates, DPGs and MIGs. 

 

Finally, if you are contacted by anyone from the news media for comment on this report, please

politely decline to comment and refer the caller to the Academy’s Strategic Communications Team

at media@eatright.org.

 

 

Thank you and please let me know if you have any questions or comments.

 

 

Pat

 

Patricia M. Babjak

 

Chief Executive Officer

 

 

Academy of Nutrition and Dietetics 

 (formerly the American Dietetic Association)  

NEW NAME, SAME COMMITMENT TO PUBLIC’S NUTRITIONAL HEALTH

 

120 South Riverside Plaza, Suite 2000

 

Chicago, IL  60606

 

Tel:  312/899-4856  

E-mail:    pbabjak@eatright.org
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