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Research Dietetic Practice Group (RDPG) 
Social Media Guidelines & Protocol  

2015-2016  
 

Overview  
The Academy of Nutrition and Dietetics (AND) encourages its Academy groups (dietetic practice groups and member interest 
groups) to engage in Academy online communities via social media channels such as Facebook, Twitter, LinkedIn, Pinterest, 
Instagram and YouTube. The guidelines in this document serve as a code of conduct for organizational pages, ensuring that 
Research Dietetic Practice Group (RDPG) social media messaging remains consistent, streamlined, effective and in line with 
Academy and federal guidelines.  All Academy groups that maintain social media pages must link to the Academy’s social 
media policy on its social media page description field: http://www.eatrightpro.org/resources/about-us/our-policies/social-
media-policy.  

Goal 
To represent the dietetics profession and the RDPG on social media sites such as LinkedIn and Facebook in an engaging and 
appropriate manner consistent with Academy social media policies.  

 
Audience  
The intended audience for RDPG social media pages are current or prospective RDPG members, other Academy DPG members, 
and individuals within the food and nutrition community that are interested in following the RDPG social media pages to stay 
current on RDPG activities, emerging research findings and trends, etc.  
 
 
 
 

Participation  

http://www.eatrightpro.org/resources/about-us/our-policies/social-media-policy
http://www.eatrightpro.org/resources/about-us/our-policies/social-media-policy
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As an Academy group, the RDPG social media pages and communications are a reflection of the Academy at all times. The 
Academy’s organizational social media pages (@eatright, @eatrightPRO, @KidsEatRight, @FoodNutriMag, @eatrightPIA and 
@eatrightFNCE) are owned and operated by the Academy and should be promoted when relevant by the RDPG. 
 

Governance  
The RDPG social media pages will be managed by the Social Networking Coordinator. The Social Networking Coordinator will 
be appointed by the Chair and has a two-year term.  Functions are as follows: 

a. Oversee the RDPG’s current social media (e.g., LinkedIn and Facebook) and any future expansions of social 
media. 

b. Ensure participants in social media outlets are RDPG members when necessary, such as LinkedIn.  
c. Manage all social media which includes: 

i. Rights to group as manager 
ii. Making changes as needed to assure smooth running of social media while maintaining a reputable social 

presence of the RDPG 
iii. Monitor DPG member posts  
iv. Provide at least monthly posts 

d. Communicate to the Executive Committee at monthly meetings current membership numbers and social 
networking traffic and activity 

e. Adhere to the Academy’s Social Media Guidelines. 
f. Transfer ownership of social media outlets to newly elected Social Networking Coordinator when term on the 

RDPG Executive Committee has been served. Examples of transferring ownership can be found in the Appendix.  
All sign-in credentials including IDs and passwords for RDPG social media pages will be kept in confidentiality with the Social 
Networking Coordinator. Any changes to sign-in credentials must be documented and approved by both the Social Networking 
Coordinator and Chair.  
 

Transparency  
All RDPG social media pages must be created as branded pages—not personal profiles—and adhere to the policies set forth by 
each channel (links below current as of August 12, 2015):  

 Twitter: https://support.twitter.com/articles/69214  
 Facebook: https://www.facebook.com/communitystandards  

https://support.twitter.com/articles/69214
https://www.facebook.com/communitystandards
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 Google+: https://www.google.com/intl/en-US/+/policy/content.html  
 LinkedIn: https://help.linkedin.com/app/answers/detail/a_id/34593  
 Pinterest: https://about.pinterest.com/en/acceptable-use-policy 
 Instagram: https://help.instagram.com/477434105621119/  

 
Confidentiality  
RDPG social media pages must never include posts that may be considered confidential in nature, such as personally 
identifiable information about individuals, internal reports or proprietary information. If unsure, ask the Social Networking 
Coordinator to contact the appropriate Academy department that handles such areas of information for permission to publish 
Academy content to social media.    
 

Non-Endorsement and Disclosure 
The Academy adheres to a strict non-endorsement policy that extends to social media. While the Academy supports 
engagement among members, sponsors, exhibitors and participants of programs and events such as the Food & Nutrition 
Conference & Expo (including DPG/MIG meetings and receptions during FNCE®), DPG/MIG conferences and symposia or 
other revenue programs, all social media activity must:  
 a) respect the privacy of individuals, and  
 b) not create or imply an association with or endorsement from the Academy or its general membership.  
 
As such, no RDPG sponsorship agreement deliverables may include promotional social media messaging for any service, 
campaign or product that was not developed by the Academy or group. However, RDPG sponsorship agreement deliverables 
may include acknowledgment of an event or program sponsor as long as the relationship is clearly disclosed. Examples of 
appropriate disclosures are as follows:  

 Acceptable posts: “Thank you to our #RDPG reception sponsors @SponsorName and @SponsorName” or “Many thanks 
to @SponsorName for sponsoring our event.”  

 Unacceptable post: “Check out the new webinar from @SponsorName!” or “[Insert Product Name] is full of calcium and 
vitamin D. Gr8t for clients to build healthy bones.”  

 

Monitoring  

https://www.google.com/intl/en-US/+/policy/content.html
https://help.linkedin.com/app/answers/detail/a_id/34593
https://about.pinterest.com/en/acceptable-use-policy
https://help.instagram.com/477434105621119/
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It is the responsibility of the Social Networking Coordinator to ensure adherence to these guidelines, as well as the Academy 
social media guidelines, at all times. The RDPG ask for the support of all Executive Committee leaders and members in 
reporting any inappropriate activity or RDPG social media pages that either violates the Academy Code of Ethics or is offensive 
to or adversely affects the goodwill associated with the Academy. Such content can be reported to: DPGMIG@eatright.org  
 

Infringement & Amendment  
The Academy reserves all rights to take any appropriate measures with respect to violations of these guidelines, including a 
Take Down Notice, taking legal action for damages, and imposing other sanctions up to and including the removal of RDPG 
social media pages. The Academy also reserves the right to amend these guidelines, as it deems appropriate. The Academy’s 
Strategic Communications and Web Strategy teams shall be the final authority with respect to implementation of these 
guidelines.  

 
Tone and Voice  
To protect the Academy and its reputation, RDPG social media pages must engage in online discussions in a respectful and 
professional manner. All RDPG social media communications must use a consistently professional tone and voice. The 
following are examples of behavior that must be followed, but should not be considered a comprehensive list:  

 Use proper spelling, grammar and punctuation.  
 Respect others and be polite and professional at all times.  
 Never reprimand or insult others, use ethnic slurs or obscenity, or engage anyone in a way that would not be tolerated 

in the workplace.  
 Do not post or comment on inappropriate topics such as drugs or alcohol, profanity or crude humor.  
 Adhere to all principles of the Academy of Nutrition and Dietetics/Commission on Dietetic Registration Code of Ethics 

for the Profession of Dietetics and Process for Consideration of Ethics Issues.  
 Do not violate laws, including those that govern defamation, copyright, privacy, harassment, violence, solicitations and 

communications.  
 
 
 
 

mailto:DPGMIG@eatright.org
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 Only RDPG social media committee members are to post on behalf of RDPG using the group’s social media 
usernames/accounts. If a member of the RDPG social media committee or the Executive Committee wants to respond to 
a post with an opinion of his or her own, they need to use their personal social media usernames/accounts. 

o Refrain from posting statements that are opinions when you are posting on behalf of RDPG. Use personal social 
media sites to respond to RDPG comments if you would like to comment on a post.  

 Maintain the credibility of the Academy. Post only evidence-based information or official Academy position statements. 
 All comments in response to RDPG posts will be screened by the Social Networking Coordinator. Inappropriate 

comments or material will be removed and the RDPG Social Networking Coordinator will contact those individuals who 
violated the social media guidelines.  

 Reference scientific evidence supporting nutrition topics of interest accordingly by citing or providing links to scientific 
articles or journals. 

o When citing studies, avoid drawing conclusions based on findings as research is always changing based on 
recent evidence. Use language such as “this study suggests…” or “a recent study shows vegetables may help with 
eye health” instead of saying something like “eat this if you want to improve your health” 

 Routinely refer to the Academy of Nutrition and Dietetics when posting about nutrition topics of interest. 
o Use www.eatright.org and the Academy Daily News & Journal Review for daily content ideas.  

 Be aware of advertisements, linked video or article content associated with promoted videos or news articles.  
 Do not promote specific brands, services, food companies etc. 
 Post sources referencing an RD or RDN, LD or LDN as an author or supporting author.  
 Refrain from using slang, inappropriate language, or condescending language in posts. 
 Refrain from using inappropriate or irrelevant photos in posts or on group pages such as Facebook and Twitter. 
 Maintain mutual respect for differing opinions, even if they are not aligning with Academy positions. Refrain from 

challenging or attacking others and their posts. 
 Engage other members, share/retweet other RDs, the Academy and other state and local affiliates often. 

 

 

 

 

http://www.eatright.org/
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Appendix  

Protocol for Transferring Ownership of RDPG Social Media Platforms 

 

Instructions for LinkedIn  

 
1. To change a LinkedIn group’s ownership, the current group owner must make another individual a group manager. The 

current group owner can make any manager the owner by the following:  
a. Move the cursor over Interests at the top of the homepage and select Groups.  
b. Click the group’s name (i.e. RDPG).  
c. Click Manage and then click Change Owner on the left.  

2. To add or remove a group manager, you must select the individual from the Participants section of the LinkedIn group.  
a. To add a new manager: 

i. Move the cursor over the Interests at the top of the homepage and select Groups.  
ii. Click the group’s name.  

iii. Click the Manage tab.  
iv. Click Participants on the left and then click the Members tab.  
v. Locate the group member and click Change Role.  

vi. Select their new role.  
b. To remove a manager: 

i. Move the cursor over Interests at the top of the homepage and select Groups.  
ii. Click the group’s name.  

iii. Click the Manage tab.  
iv. Click Participants to see current managers on the Management tab.  
v. Click the Change Role under the manager’s name. (Note: An individual can also be removed, blocked or 

deleted from the group under this feature.)  
vi. Select their new role.  
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Instructions for Facebook  
 

1. To change a Facebook group’s administrator (admin), the current group admin must make another individual a group 
admin. The individual must be friends with the current admin, but does not need to have “liked” the group. The steps 
for adding an admin are as follows:  

a. While on the RDPG Facebook homepage, move the cursor over Settings, located in the top right corner next to 
Help. 

b. Select Page Roles from the menu on the far left side.  
c. Type the name of the new admin into the space provided. If you are Facebook friends with the new admin, their 

name will populate in a drop down menu.  
d. Below the blank space used to type the new admin’s name, change the drop down menu from Editor to Admin. 
e. Select Save in the bottom, right-hand corner of the screen.  

2. To add editors, follow the steps above, skipping step d.  

 
 
 


