
The DBC Execu-
tive Committee just 
returned from a very 
successful mid-year 
meeting in New 
Orleans where our 

current programs and initiatives 
were discussed, reinforced, and 
tweaked in order to provide more 
value to our members. For exam-
ple, our mentoring program is con-
tinually growing in size; our educa-
tional webinars are more focused 
on business and communications 
topics; the new DBC Communica-
tions Camp for 2013 is underway, 
and more regional meetings are 
taking place around the country 
to bring our members together. 
It continues to be my pleasure to 
lead this group of motivational and 
inspirational nutrition and foodser-
vice professionals.

I recently read an article that 
stated, “The happier we are, the 
more energy we have, the better 
we think, and the more friendships 
we develop.” Giving not only makes 
you feel good, but research shows 
that it may lower your risk of de-
pression, strengthen your heart, 
lower stress, and literally add years 
to your life. Giving back to your 
profession offers several benefits 
as well. One study found that fos-
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tering positive social support at 
work helps raise productivity. It 
was also found that those who 
give back at work are far more 
engaged with what they do and 
are more often promoted, com-
pared with colleagues who stay 
isolated while doing their job, 
according to another study.

However, you probably do not 
need research to tell you that 
giving makes you feel good! 
Just think back to the last time 
you helped a colleague who was 
stuck in a rut or you helped out 
on a DBC committee. Giving 
helps boosts our energy in a 
way that nothing else can. We 
feel connected and engaged 
when we help others because 
it reminds us of what it means 
to be human. Giving creates a 
network of trust, goodwill, and 
good energy at work that can 
pay off many times over in the 
future. Giving and kindness also 
have an important ripple ef-
fect, which is why one generous 
person can transform a team 
or an organization. The person 
you give to feels great about the 
help they received and this can 
create a desire for them to “pay 
it forward.” One act of kindness 
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I’d like you to take 
a moment and 
think about what 
characteristics come 
to mind when you 
think of a leader. 

Is it someone who holds a very 
important job title in the corporate 
world? Someone who makes six 
figures? Maybe it’s that person 
in your company with the corner 
office?  Would you be surprised 
to hear that the most important 
leader out there is, in fact, you! 
You have the potential to be a 
leader everyday you work with your 
clients. You do not need a special 
title, lots of money, or the biggest 
office in order to be a leader, 
and an effective and successful 
one at that. When you wake up 
in the morning, tell yourself that 
today you will step up and take 
the initiative to be a leader and 
make a difference in at least one 
person’s life, whether it’s a client, 
consumer, high-powered executive, 
or a complete stranger. In the 
Message from the Chair, Marsha 
talks about the spirit of giving and 
how just one act of kindness can 
spark a ripple effect for people to 
pay it forward, simply because one 
person stepped up and initiated 
something positive. In this issue, 
you will learn about what it means 
to be an effective leader. We 
showcase Becky Dorner in our 

By: Elisabeth D’Alto, RD
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DBC Member Spotlight because 
she exemplifies what it means 
to be a successful leader and 
businesswoman. We also surveyed 
past DBC leaders to find out what 
qualities they believe it takes to 
be a great leader. While everyone 
may have their own definition of 
a leader, I think this quote, one of 
my favorites, can resonate with all 
of us as DBC members. 

“Do not follow where the path 
may lead; go instead where there 
is no path and leave a trail.”

Ralph Waldo Emerson, American Poet

Think outside of your comfort 
zone and make a difference today.

Best,

Elisabeth D’Alto, RD
Newsletter Editor

elisabethrd@gmail.com

Elisabeth is a New Jersey 
based registered dietitian. She 
enjoys working in mass media 
communications. She has her 
own business called D’Alto 
Nutrition, LLC, a nutrition 
communications and consulting 
company where she focuses on 
speaking, freelance writing, and 
individual nutrition counseling.
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can impact dozens, or even 
hundreds of lives. The cul-
ture of an organization starts 
with its leadership. Make an 
effort to give regularly. You 
will love the results and you 
may become the next leader 
to change the culture of your 
organization. 

Engage and learn. Participate 
in your DBC regional network-
ing events and engage with 
others to create relationships 
and potential opportunities.

Please let us know how we can 
help you in our journey. Reach 
out to our Executive Commit-
tee members and Regional 
Networking Coordinations. We 
would love to hear from you. 

Passionately,

Marsha

Marsha Diamond, MA.RD

Marsha has her own busi-
ness as a consultant/strategic 
speaker. Marsha consults and 
speaks on foodservice market-
ing, branding, social media 
strategies, sales solutions, & 
retail operational efficiencies. 

Connect with her via:

LinkedIn: www.linkedin.com/
in/marshadiamond 

Twitter: http://twitter.com/
marshadiamond 

Website: http://marshadia-
mond.wordpress.com
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Change is the one 
constant in the 
food and nutrition 
industry.  Pinpointing 
exactly what will 
take off in 2012 

is best left to expert market 
researchers but lucky for us they 
publish trend reports.  Here’s a 
roundup of some of the hottest 
trends this year: 

• Whole grains continue to gain 
popularity. Expect to see more 
farro and sorghum, which 
is literally popping up on 
restaurant menus (as popped 
sorghum).

• Kale is the new spinach but 
sexier. People are blending it 
into smoothies, sautéing it with 
bacon and roasting kale chips. 
In fact, you’re likely to see kale 
chips at a supermarket near 
you. Sea salt and vinegar kale 
chips, anyone?  

• Food will cost more everywhere 
due to environmental condi-
tions and production demands. 
As in recent years, food manu-
facturers will release fewer new 
products and existing pack-
ages will shrink. Even chefs will 
serve up smaller portions to 
patrons.

• Peruvian food is projected to go 
mainstream. With its focus on 
seafood and fresh flavors, it’s 

 a welcome addition to the din-
ing scene. 

• America’s adoration of food and 
technology continues to grow. 
Food bloggers have clout and 
as their recipes rise to the top 
of search results they are in-
creasingly influential over what 
people eat.  A handful of popu-
lar social media integrated food 
apps like Foodspotting bring an 
element of real time sharing to 
the eating experience no mat-
ter where you are.  A picture is 
worth a thousand words.  

Top Food and Nutrition 
Trends for 2012
Marisa Moore, MBA, RD, LD

In the Fall issue 
of Dimensions, I 
introduced you 
to basic termi-
nology for using 
Twitter.  If you’ve 

mastered these terms and are 
ready to take Twitter to the 
next level, here are resources 
to explore for tweeting more 
efficiently.

Bit.ly is a free URL shortening 
service so you can incorporate 
links into your tweets while 
keeping within the 140 
character minimum.  

Twitpic is a site that makes it 
easy to share photos and vid-
eos in your tweets in real time.  
You can post media from the 
site itself, your phone or  
via email.

TweetDeck and HootSuite 
are social media manage-
ment systems that enable you 
to manage all of your social 
media interactions (Facebook, 
LinkedIn, Twitter, Google+) 
from one dashboard.

A Tweet Chat is a pre-ar-
ranged virtual conversation 
that threads all participants 
together by a pre-defined 
#hashtag topic. For example, 
every first Wednesday of the 
month at 8pm EST there is a 
#RDChat with a defined topic. 
TweetChat.com separates 
tweets by the #hashtag, mak-
ing it is easier for participants 
to follow a thread of tweets.

Twitter Search is a search 
engine within Twitter.com that 
allows tweeters to search in 
real time for messages and 
users incorporating certain 
search terms.

Twictionary 201
By: Rachel Begun, MS, RD, CDN

These are only a few of the 
trends you can expect to  
see. There’s always a new 
trend rising.

To stay on top of industry 
trends, listen to your clients, 
colleagues and the media, 
look for patterns. To capitalize 
on industry trends, anticipate 
what people will need and 
provide a solution. Maybe next 
year you’ll be a trendsetter.

Marisa Moore, MBA, RD, LD, 
owns a nutrition consulting 
practice in Atlanta, GA. She 
is an Academy Spokesperson 
and serves as adjunct faculty 
at Georgia State University. 
Follow her on Twitter at @
MarisaMoore. 
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DBC Leadership of the Past, 
Present, and Future

The DBC DPG has 
been led by thirty-
seven chairs in as 
many years as the 
organization has been 
established. Our lead-

ers have come from all walks of 
life and all parts of the country. 
We’ve had leaders who have had 
years of tenure in the profes-
sional world and relative newbies 
in comparison. Regardless of their 
differences, it is no surprise that 
our leaders hold strikingly similar 
views on what it takes to be an 
effective leader and share a deep 
appreciation for the way their lead-
ership of and service to our organi-
zation has shaped their career. In 
a recent survey of DBC chairs, four 
areas emerged as key in being a 
successful leader: effective com-
munications; recognizing and em-
powering talent; being a visionary; 
and being knowledgeable without 
needing to be a know-it-all.

Communicate Effectively

Leadership is a true test of two-
way communications. In order to 
be an effective leader it is impor-
tant to be able to deliver clear, 
concise messages and engage in 
active listening. As a leader, you 
are supported by the rest of your 
leadership team. They will be 
counting on you to guide produc-
tive conversations, hear their ideas 
and communicate clear roles and 
responsibilities. Additionally, the 
membership deserves a leader 
who can succinctly share the goals 
and objectives of the team so they 
know what to expect from their 
organization.

Past-Chair Tip: Maureen Leugers 
(’07-’08) urges aspiring leaders to 
understand that leadership is not 
managing, and to practice listening 
and guiding versus directing.

Harness and Enable Talent

Serving a professional organization 
like DBC gives you a wonderful 

opportunity to work with a diverse 
group of people toward a common 
goal. In order to maximize the 
talents on your team, it is impor-
tant to get to know each person’s 
strengths in order to enable them 
to contribute to the best of their 
ability. Remember the saying, 
“the whole is only as good as the 
sum of its parts.” Your role as a 
leader is to create linkages within 
the leadership team and commit-
tees to help everyone know the 
resources that are available to 
accomplish shared goals.

Chair Tip: Current Chair Marsha 
Diamond recommends checking 
out your local bookstore or library 
to find tools and resources to 
recognize and empower individual 
talents. She recommends books 
such as Strengths Finder 2.0 and 
The Power which can be used for 
individual discovery and group 
discussion.

Paint and Execute a Vision

Each year brings opportunities to 
move DBC forward in new direc-
tions while continuing to cultivate 
the successes of the past. A com-
mon challenge that leaders face is 
prioritizing goals and objectives to 
a manageable amount of expecta-
tions for the time and resources 
available. An important skill is to 
be able to envision, express and 
ultimately execute the vision you 
have for your organization.

Past-Chair Tip: Envisioning and 
executing an organizational vision 
is a skill that grows over time. 
Jeanne Huiras (’80-’81) suggests 
that members start honing these 
skills by offering to manage a 
smaller project at work on in a 
volunteer position before taking 
on more responsibility and per-
haps biting off more than you can 
chew. Challenge yourself, but also 
set yourself up to succeed.
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Be a Resource and Know  
Your Resources

As a leader, you don’t have to have 
all the answers, but you do need to 
be able steer the ship in the right 
direction. It is a waste of time to try 
to be everything to everyone. Be 
an expert in the field you know best 
and then spend time to learn areas 
in which others are knowledgeable. 
People will be grateful when you 
know the answer to their question, 
but they will also be appreciative 
when you say “I don’t know, but I 
will find out for you.”

Past-Chair Tip: Great leaders learn 
from other great leaders. Identify 
a leader that you respect and then 
spend time getting to know the 
path they followed and lessons they 
learned upon the way. She also sug-
gests networking with people that 
you want to be like and to focus on 
positive people. - Anonymous

Being a leader, whether it is in 
service to DBC or any other pro-
fessional, civic, religious or social 
group, pays dividends beyond the 
time you invest in actually serving 
the group. Leadership roles give you 
the opportunity to showcase talents 
that you might not have the chance 
to demonstrate in your professional 
role giving you yet another plat-
form to highlight on your resume. 
Leadership positions are also the 
ultimate networking tool. Many of 
our past leaders commented that 
their years serving DBC not only 
gave them a chance to hone their 
leadership skills, but a place to build 
professional connections and lasting 
friendships.

Kate G. Byers, MS, RD is a Senior 
Account Supervisor with Edelman 
where she provides counsel for 
food, beverage and health clients. 
Based in Chicago, she is the 
Treasurer of DBC and the author 
of the blog Indulgent Wellness:  
www.indulgentwellness.com.
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National Nutrition 
Month® (NNM) which 
debuted in 1973 and 
was designed as an 
information and educa-
tion campaign to help 

consumers make informed food 
choices for better health, provides 
an opportune time for registered  
dietitians to showcase their exper-
tise in nutrition and healthy eating 
habits. This year’s NNM® theme, 
“Get Your Plate in Shape”, features 
the newly developed My Plate 
logo, and lends itself to becoming 
a “sticky” concept, enabling our 
clients to remember the message 
long after the NNM® has passed. 
Using the principles of “sticky” 
message creation by Chip and Dan 
Heath (Made to Stick, 2007),  
developing promotions around the 
“Get Your Plate in Shape” cam-
paign can further the discussion on 
healthier eating.

1. Simplicity – To grasp our mes-
sage, “Get Your Plate in Shape,” 
we need to get to its core. What 
do the terms “plate” and “shape” 
mean to our clients? Anchor the 
message by simply connecting it 
to the familiar and easily recog-
nized metaphor, “what’s on your 
plate?” Raising awareness of 
what is on consumers’ plates is 
necessary before they can learn 
how to make positive changes.

2. Unexpectedness – To hold our 
audience’s attention, we must 
ask what is counter-intuitive 
about the “Get Your Plate in 
Shape” message? For example, 
show how unexpected foods, 
like chocolate, sweets, and other 
comfort foods, can fit into a 
healthy diet.

3. Concreteness – This element 
of “stickiness” is full of possi-
bilities for our clients. The more 
senses we can engage with 
using the My Plate concept, the 
more “hook” it will have, and the 
more memorable it will be. Have 
your clients visualize what their 
healthy plate will look like: Is it 
a round plate or square plate, 

a paper plate or fancy china? 
Are their plates overloaded 
with food? Are their portions in 
proportion? Can they add more 
color or texture to their plate?  
Can they smell the aromas of 
the food on their plate? Try to 
involve all their senses.

4. Credibility – Translate the 
research and data that supports 
how healthy eating behaviors re-
flects wellness and good health. 
To make this evidence “stickier” 
use the data to illustrate a 
relationship, and the message 
becomes more memorable. For 
instance, when the Center for 
Science in the Public Interest led 
the change against the saturated 
fat in movie theater popcorn 
years ago, the sticky message 
was not that a bag of popcorn 
contained 37 grams of satu-
rated fat. The attention-grabbing 
message stated, “a medium-
sized ‘butter’ popcorn…contains 
more fat than a bacon-and-eggs 
breakfast, a Big Mac and fries for 
lunch, and a steak dinner with 
all the trimmings – combined!” 
What is the relationship between 
more veggies on their plate and 
lower risk for disease? Show 
meal comparisons to make it a 
real visual image the consumer 
can relate to.

5. Emotions and Stories –  
Research has shown that emo-
tional ideas and the stories be-
hind them are not only powerful 
motivators, but memorable as 
well. From “cleaning your plate” 
to your favorite “dish”, almost 
everyone has a story concern-
ing what they put on their plate. 
Turn these topics into conversa-
tion starters with your clients 
about healthier fare for their 
plates. A promotion around how 
their plate can change might be 
the most impactful way of using 
the “Get Your Plate in Shape” 
campaign.

This year’s National Nutrition 
Month® theme holds many pos-
sibilities for creating and holding 
“sticky” conversations with our 
clients. The best communica-
tion strategy, however, is one that 
drives our clients to act. Embedding 
even a few of the “sticky” concepts 
with our nutrition message will help 
our clients achieve their nutrition 
goals. For further Information and 
inquiries regarding NNM®, contact 
nnm@eatright.org, or link to www.
eatright.org/nnm. 

Sonja Stetzler, MA, RD is the 
founder and owner of Effective 
Connecting, providing communica-
tions coaching to individuals and 
self-employed health and wellness 
professionals. www.effectivecon-
necting.com Follow her on Twitter: 
@sonjastetzler

What’s On Your Plate?
Effectively Communicating the NNM® Message 
By: Sonja Stetzler, MA, RD
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Date: Feb. 27, 2012 

Time: 4 p.m. EST/3 p.m. CDT/  
1 p.m. PST

Title: Providing consumers with 
new, nutritious vegetable options: 
communicating the benefits of 
Beneforté® broccoli

Description:

Consumers desire and benefit 
from vegetables with improved 
flavor, nutrition, and convenience. 
Monsanto is targeting develop-
ment of vegetable varieties with 
improved consumer benefits 
without compromising grower 
productivity. One such product, 
Beneforté® broccoli, was devel-
oped through cross-pollination 
and selection to combine the best 
attributes of commercial broccoli 
with those of a wild broccoli 
variety found in southern Italy 
that is unique in its ability to 
produce phytonutrients such as 
glucoraphanin. As a result, Bene-

Date: Friday, March 9th, 2012

Time: 4 pm ET /1 pm PT 

Are you curious 
about our mentoring 
program but not sure 
where to start or 
what to expect? Join 
us for an overview 

of DBC’s mentoring program, led 
by Jenna Tallaksen, RD, Public 
Policy Analyst at Nestle USA, 
Elisabeth D’Alto, RD, owner of 
D’Alto Nutrition, LLC, and Rachel 
Begun, MS, RD, owner of Rachel 
Begun Nutrition Communications 
and author of The Gluten Free 
RD blog. They’ll share their 
stories and perspective on how 
mentoring has helped shape their 
career paths and participate in an 
interactive panel discussion.

Please click here to register for 
the webinar. 

forté® broccoli naturally contains 
2-3 times the glucoraphanin as 
other leading commercial varieties 
of broccoli. Once eaten, the body 
turns glucoraphanin into sulfora-
phane, which naturally boosts 
the body’s antioxidant enzyme 
levels. Antioxidant enzymes help 
sustain normal cellular processes 
by maintaining the body’s de-
fenses against the damage of 
environmental pollutants and free 
radicals. These enzymes also help 
maintain the antioxidant activ-
ity of vitamins A, C, and E in the 
body. Beneforté® broccoli is just 
one example of several vegetable 
varieties Monsanto is developing 
to offer choices to help consumers 
improve their lives.

Dietitians in Business & Communications Webinar

Save the Date: DBC Mentoring Webinar
Discover Your Strengths Through Mentoring

Featuring DBC Sponsor: Monsanto 

By: Andrea Carrothers, MS, RD

Rachel Begun, MS, RD

Elisabeth D’Alto, RD

Jenna Tallaksen, RD

Get a Mentor / Be a Mentor 

It’s easy to participate in the DBC mentoring 
program; simply visit the Mentoring Program 
page to select a mentor with the specialty in 
the area you’re interested in learning about. 
The diversity of the DBC group is reflected 
in its mentors – we have specialists in public 
relations, sales, nutrition communications, 
management, private practice, business 
development and more. Whether you’re a 
new member seeking advice on how to get 
started with a career in business or a long-
time member interested in exploring new 
areas, mentoring is a great way to connect 
and learn from each other. Please contact 
Mentor Program Chair Andrea Carrothers 
with any questions.

Learning Objectives:

•  Participants will learn the basics 
of seed breeding currently used to 
develop new fruit and vegetable 
varieties

•  Participants will be introduced to 
the phytonutrient glucoraphanin 
and learn about its health benefits 
and related functions in the body

•  Participants will learn about the 
development of Beneforté® broc-
coli and how its benefits are being 
communicated to health profes-
sionals and consumerse
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Does the Academy 
of Nutrition and 
Dietetics meet your 
needs? Do you want 
a greater voice in the 
direction and work of 

our organization and our dietetic 
practice group?  

What it means to you: There are 
plenty of opportunities rang-
ing from voting in the Academy 
national elections, to being in the 
limelight at the Food & Nutrition 
Conference & Expo (FNCE) 2012, 
to directly providing a business 
focus training for next generation 
of RD’s. Stay updated on DBC 
events, opportunities to partici-
pate and increase your skill sets 
at www.dbconline.org

We are the Academy of Nutrition 
and Dietetics as of January 1, 
2012.

Academy of Nutrition and Dietet-
ics: Formerly American Dietetic 
Association

The name promotes the strong 
science background and academic 
expertise of members.  Adding 
“Nutrition” communicates capac-
ity for translating nutrition science 
into healthier lifestyles. “Dietet-
ics” supports history as a food- 
and science-based profession.

Academy of Nutrition and 
Dietetics Foundation:  Formerly 
American Dietetic Association 
Foundation

Accreditation Council for Edu-
cation in Nutrition and Dietet-
ics (ACEND): Formerly Commis-
sion on Accreditation for Dietetics 
Education (CADE)

Preparation for DBC’s 
inaugural Communica-
tions Camp is in full 
swing, so be sure to 
mark your calendar!  
Scheduled for March 

8-9, 2013, in Napa, California at 
the Embassy Suites hotel, the DBC 
Communications Camp will bring 
together an estimated 150 profes-
sionals interested in food, nutrition 
and business communications.
Presentations will reflect cutting 
edge information and practical ap-
plications, with a special emphasis 
on interactive sessions. A call for 
speakers has been issued and the 
topics are guaranteed to provide 
top-notch communications skills.  

Communications Camp  
topics include:

• Presentation and Writing Skills

• Book Writing/Publishing

• Spokesperson and Media Skills

• Business Skills 

• Social Media/Digital   
Communications

• Self-Marketing and Networking 

• Becoming an Expert   
Communicator

• Showcasing the role of the RD in  
Public Relations

In addition to the Communications 
Camp, a half-day pre-camp Media 
Training Session also will 
be offered.  

The Communications Camp prom-
ises to be engaging, educational 
and enjoyable! This is a must-
attend event for all food and 
nutrition professionals interested 
in breaking into nutrition commu-
nications or for those looking to 
fine-tune existing skills.

A final agenda with speakers will 
be available in April. In the mean-
time, please visit www.dbconline.
org/page/communications-camp-2 
for more information or contact 
Erin DeSimone, Communica-
tions Camp Chair at edesimone@
emdnutrition.com. 

Journal of the Academy of Nutrition 
and Dietetics:  Formerly Journal of 
the American Dietetic Association.

The Commission on Dietetic Regis-
tration (CDR) will NOT change their 
name. CDR is referenced in state 
licensure statutes and a name 
change would require state laws be 
revised, likely incurring challenges 
from those opposing statute and 
additional expenses for legal fees. 
CDR will use the tag line “creden-
tialing agency for the Academy of 
Nutrition and Dietetics.”   

What it means to you: Educate the 
public and your clients about the 
new name. Preferred reference is 
the “Academy.” Tagline on www.
eatright.org website is “New Name, 
Same Commitment to Public’s 
Nutritional Health.”

www.eatright.org/members/
namechange/

Vote! The 2012 Academy National 
and DPG/MIG Online Elections are 
open February 1 through March 3, 
2012

www.eatright.org/elections

DBC members on the national bal-
lot: Barbara Ivens, MS, RD, FADA 
(MI) running for Treasurer-elect, 
Liz Marr, MS, RD (CO) and Karen 
Payne, MS, RD (WI) running for 
Nominating Committee. 

What it means to you: Carefully 
consider candidates and partici-
pate in the vote. For the past three 
years, overall voting percentage 
for the Academy has hovered at 14 
percent. We can do better. Proj-
ect Vote recognizes affiliates with 
highest percentage of its members 
voting by affiliate size. 

HOD Report DBC’s Communications 
Camp:  An Event You 
Won’t Want to Miss!

By: Mary Lee Chin, MS, RD

By: Erin DeSimone, MS, RD - 
Communications Camp Chair
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Colleagues would de-
scribe Becky Dorner 
as a consummate 
leader. She has built 
her own corporation, 
Becky Dorner & Asso-

ciates, Inc., and created a diverse, 
successful cutting edge organiza-
tion that knows no bounds. At the 
same time, she provides dynamic 
and innovative leadership for our 
profession. Becky has worked as 
director on the National Pressure 
Ulcer Advisory Board. She is also 
Speaker-elect for the Academy 
House of Delegates and one of 
the Academy Board of Directors. 
Clearly, her leadership skills and 
capabilities support her success.

Q: What made you decide to 
start your own company?

A: At the age of 12, I discov-
ered entrepreneurialism and the 
rewards that came from creating 
something that others valued. 
Throughout college I had an inter-
nal desire to pursue my own busi-
ness. After graduating, that desire 
continued as I realized that I 
could create my own future based 
on my personal mission, goals, 
and strategic plan. After almost 
30 years in business, my passion 
for nutrition and dietetics remains 
strong and my mission to improve 
care and quality of life continues 
through education and empower-
ment of health care professionals.

Q: What challenges did you 
have when going into business 
for yourself?

A: What challenges didn’t I have 
might be the better question. I 
started my business at 24 years 
of age, with two young children, 
and a burning desire to be in busi-
ness for myself. For four years I 
did everything you can imagine in 
the area of nutrition and fitness: I 
counseled people and held classes 
anywhere I could find a space, 
consulted to physicians’ offices, 
did cooking demos at health fairs, 
and so much more! In the begin-
ning, every penny earned went to 
developing the tools needed for 
my practice, education on nutri-

tion and business, paying for mar-
keting and advertisement. I had 
no formal education in business or 
marketing, and tried everything 
to bring business in, from feature 
articles in the local newspaper, 
to giving free presentations to 
anyone who would have me, send-
ing out brochures, advertising in 
the local paper, marketing ser-
vices to physicians, and more. My 
method was one of trial and error, 
and thankfully I learned from the 
errors! I also had a great deal of 
support from my husband, fam-
ily and friends. And I had good ad-
vice from an accountant, an attor-
ney, and seasoned entrepreneurs 
inside and outside of the nutrition 
and dietetics profession.

Q: In what ways has leader-
ship in your profession sup-
ported the success of your 
company?

A: Since I first got involved in my 
local dietetic association, leader-
ship opportunities have provided 
many lessons that I have applied 
to my business. These volunteer 
opportunities have allowed me to 
polish my leadership skills, com-
munications skills, and financial 
knowledge. There have been 
opportunities for media training, 
leadership training, strategic plan-
ning, and much more. Being in 
the know and at the cutting edge 
of information and decisions at 
the state and national level have 
only helped my business grow, 
and helped me grow as a profes-
sional. And the networking and 
friendships that I have built over 
the years - nationally and around 
the globe – has been invaluable. 
I truly believe that my business 
would not be nearly as success-
ful if it had not been for all of the 
leadership roles I’ve had the op-
portunity to serve in over the past 
25 plus years.

Q: What would you like to tell 
other professionals about be-
ing involved with DBC and the 
Academy?

A: If you are not active in a lead-
ership role, offer to get involved. 

Often all it takes is telling some-
one that you would like to volun-
teer for the association. Don’t be 
afraid that you don’t know how to 
do a certain job. There is always 
someone willing to mentor you in 
your new role. And just as with 
anything else in life, you will be 
an expert at your position once 
you are done with it! The bonus 
is that by giving your time and 
talents, you will reap the benefits 
in return.

Q: What changes do you pre-
dict for dietitians over the next 
few years?

A: Future predictions indicate a 
shortage of RDs in the next 10 
years, which can work for us or 
against us. It’s our choice. It could 
be a great opportunity for every 
RD to have the job of her/his 
dreams with top level income, or 
it could open the door for others 
to come in to take over our ter-
ritory. If we do not have enough 
nutrition professionals to fill the 
needs of a population hungry for 
nutrition knowledge, others will 
gladly step in and do it for us. 
We need to embrace and support 
other RDs, DTRs, four-year degree 
graduates, and interns so that we 
have the infrastructure we need at 
every level of practice. We need 
to volunteer to precept interns to 
provide them with the experiences 
they need to become RDs and 
DTRs. And we need to support all 
levels of education and practice as 
part of a career continuum.

Together we can stand strong - 
apart we may just crumble. With 
all the focus on preventative 
medicine, obesity, diabetes, renal 
disease, an aging population, as 
well as an obese population of 
children, there are opportunities 
for every practitioner. RDs need 
to lead the way, and utilize the 
support of DTRs and four-year 
graduates to support patient care, 
consumer education, product de-
velopment, and more. 

We have to be a part of the bigger 
picture, by supporting public pol-

DBC Member Spotlight: Becky Dorner
Interview conducted by: Terri J. Raymond, MA, RD, CD

Continued on page 9
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DBC Member Spotlight: Becky Dorner
Interview conducted by: Terri J. Raymond, MA, RD, CD

Continued from page 7

icy initiatives for our profession, 
donating our time and money to 
support the great work that our 
D.C. office does. Public policy is 
essential to our future. We need 
to be active members and voters, 
networking with our legislators 
and being visible to them. And we 
need to be part of interdisciplinary 
teaming – which can be within and 
outside of the healthcare profes-
sion -being visible as RDs/DTRs so 
people know we exist and play a 
vital role in many different set-
tings. We need to take a track of 
lifelong learning. Keeping up with 
what consumers are learning is 
essential to stay on top of trends 
and new information – and stay 
a step ahead of the competition. 
We must embrace technology. For 
those in health care settings, elec-
tronic medical records are here to 
stay, and we need to be sure to 
build nutrition into these systems. 
It’s our job – no one else will do it 
for us. Social media is also here to 
stay and we need to be savvy in 
how we present our messaging.

Q: You enjoy great success, 
what tips would you like to 
share with other nutrition pro-
fessionals?

A: Thank you, Terri. That is a real 
compliment coming from a suc-
cessful entrepreneur like you! 
Success has not come easily for 
me. Contrary to popular belief, 
success is not about luck. It’s 
about hard work, long hours, 
planning, and focus. It’s about 
having confidence in yourself and 
your abilities (which hasn’t always 
come easily for me either). There 
are highs and lows in every busi-
ness, and when you experience 
the lows, your network of support 
can become your lifesaver. Suc-
cess isn’t something you achieve 
alone. You need to focus on your 
unique abilities – the talents that 
make you unique from others. 
Then surround yourself with peo-
ple who support you; people who 
are smarter than you; who have 
knowledge and skills you don’t 
have; who compliment your tal-

ents and skills. I have surrounded 
myself with people who are strong 
where I am weak: a talented of-
fice manager, two incredible clini-
cal managers, a business manager 
(my son), a good accounting 
firm, a financial advisor, a firm of 
knowledgeable attorneys, a host 
of talented reviewers/ writers 
and speakers, and most impor-
tant, my incredibly dependable 
and skilled clinical staff. Develop 
a network of colleagues you can 
share ideas with on a regular 
basis. Your network can inspire 
you to achieve your goals. Find a 
mentor or coach, and maintain a 
relationship over time to help you 
hone in on what you truly desire, 
define your goals, and keep your 
focus to achieve them. Reporting 
to a coach or mentor on a regular 
basis can help you stay on course. 
I’ve had multiple mentors and 
coaches both inside and outside of 
the profession. My business coach 
has been a catalyst for changes 
that have helped me achieve busi-
ness, personal and professional 
growth. She provides new ideas 
by looking at things differently 
than I do - and pushing me out of 
my comfort zone. Realize too, that 
life balance is tough to achieve, 
especially when raising a family 

and running a business. Always 
take time out for yourself. As my 
87 year-old mother still reminds 
me frequently, “If you don’t 
take care of yourself, you can’t 
take care of anyone else.” Aren’t 
Moms wonderful?

Q: Where can other nutri-
tion professionals go to learn 
more about your company 
and your services?

A: Please visit our website at 
www.beckydorner.com and sign 
up for our free e-zine and mem-
bership to learn more about 
what we have to offer. As I write 
this, we are putting the finish-
ing touches on our newly revised 
website. We have lots of free 
information on our site to clinical 
nutrition, food service, wellness/
prevention, small business, and 
coaching/mentoring. We offer 
publications and CPE programs in 
the form of webinars, self-study 
hard copy and CPE online cours-
es. And if you interested in join-
ing our consulting staff of 30, we 
are always looking for good RDs 
and DTRs to consult to our health 
care clients in Ohio, Southwest 
Pennsylvania, or Southeast Michi-
gan. You can find more informa-
tion on our website.
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Andrea Carrothers, 
MS, RD has recently 
joined global public 
relations firm Por-
ter Novelli as Nutri-
tion Supervisor in 

their Food, Beverage & Nutrition 
practice. Prior to joining Porter 
Novelli, Andrea spent over four 
years as the Nutrition Communi-
cations Manager at Dean Foods/
WhiteWave Foods, developing 
strategic nutrition programs and 
messages for their Silk, Ho-
rizon Organic, Fruit2Day and 
TruMoo brands among others.

Two years ago, Cindy 
Silver, MS, RD, LDN 
decided to focus her 
energy on learning 
the skills of business 
with the intention of 

owning her own business one day. 
She successfully reached her goal 
with the creation of Market Basket 
Nutrition. After working 13 1/2 
years as the Corporate Nutritionist 
for Lowes Foods, a 108 store su-
permarket chain based in Winston-
Salem, NC, she shifted from being 
a full-time, payroll employee to a 
20 hour per-week contractor. She 
continues to work as the nutrition 
education leader for Lowes Foods 
along with spending time on fun 
and challenging small business 
ventures such as seeing private 
clients, creating unique programs, 
consulting for medical school 
research projects and blogging 
on a regular basis. Check out her 
blog at www.marketbasketnutri-
tion.com. Doors are consistently 
opening for new business. Be-
ing my own boss really has made 
all the hard work worthwhile.

DBC Movers
and Shakers
Andrea Carrothers, MS, RD

Cindy Silver, MS, RD, LDN

h

Arizona
Katie McWhirter, MS, RD
Katiemcwhirter@yahoo.com

Austin Area
OPEN 

Boston Area
Peggy O’Shea, MBA, RD, LDN
Oshea_peggy@yahoo.com

California
Marisol Avila, RD, CDE
Marisol.rd.cde@gmail.com

California
(San Francisco Bay Area)
OPEN

Chicago Area
Sylvia Melendez-Klinger, MS, 
RD, LDN
Sylvia@hispanicfoodcommuni-
cations.com 

Dallas
Tiffany R. Wenzel, RD, LD
trwenzel@pacbell.net

Denver
OPEN

Florida
Maria Caranfa, RD, LD
MariaCaranfa@Outback.com

Houston 
Lauryn Langhorne, RD, LD
Langhorne.lauryn@corp.sysco.com

Maryland
Amy Reed
Amyzing19@gmail.com

Minneapolis Area
Alicia Baird, RD, LD
bairdba@comcast.net

New Jersey/Pennsylvania
Sharon Sachenski, MA, RD
ssachenski@vitalityinc.com

New York
Alexandra C. Oppenheimer, RD
oppenheimer.alexandra@gmail.com

North Carolina
OPEN 

Washington D.C. Area
Lisa Katic, RD
lkatic@kconsultingonline.com

Washington State
Hope Hale, MS, CD, RD
hshalerd@aol.com

Check out the DBC website to find 
out more about your local RNC and 
upcoming events in your area.

By: Sylvia Melendez-Klinger, MS, RD, LDN

DBC Networking Events

Minneapolis    
DBC Networking Event: 

March 2, 2012
Contact your RNC to learn more

Houston    
DBC Networking Event: 

March 29, 2012
Contact your RNC to learn more

REGIONAL NETWORKING COORDINATORS (RNC)
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Feel free to reach out to any of the 
members of the EC with ques-
tions, comments, suggestions. We 
want to hear from our members, 
so we can continue to improve 
your membership with DBC!

*Chair
Marsha Diamond, MA, RD
marshadiamond@gmail.com

*Chair Elect 
Rachel Begun, MS, RD, CDN
rachel@rachelbegun.com

*Past Chair
Marcia Greenblum, MS, RD
mgreenblum@enc-online.org

*Secretary
Alissa M.R. Wilson, MPH, PhD, RD
Alissa.wilson@pepsico.com

*Treasurer
Kate Byers, MS, RD
 kategbyers@gmail.com

*Delegate
Mary Lee Chin, MS, RD
Maryleechinrd@gmail.com 

*Nominating
Erin DeSimone, MS, RD (chair)
edesimone@emdnutrition.com

*Geographic Representative  
  Chair
Sylvia Melendez-Klinger, MS, RD, 
LDN
Sylvia@hispanicfoodcommunica-
tions.com

Membership Team Chair 
Terri J. Raymond, MA, RD, CD 
tjraymond@aol.com

Marketing & Communications 
Team Chair
Ilene Smith, MS, RD
Ilene.smith@porternovelli.com

Education Team Co- Chair
Sheree Thaxton Vodicka, MA, RD, 
LDN
sheree.vodicka@dhhs.nc.gov

Kathy Wilson-Gold, MS, RD, LD 
kathleen_wilson_gold@campbell-
soup.com

Sponsorship Team Chair
Lisa Poggas , MS, RD
lisapoggas@centura.org   

Marketing & Communications 
Team Members:  
E-Update Editor 
Emily Anschlowar, MS, RD
eanschlowar@piratebrands.com

Newsletter Editor 
Elisabeth D’Alto, RD
elisabethrd@gmail.com

Nominating Team Member:
Maureen Leugers, MBA, RD, CD
Maureen.leugers@gfs.com

Membership Team Members:
Terri Raymond
Sylvia Melendez-Klinger
Andrea Carrothers

Mentoring
Andrea Carrothers, MS, RD 
andrea.carrothers@whitewave.
com

Rayona Baker, RD, LD
rayona.baker@gfs.com

Jenna Tallaksen, RD
Tallaksen.j@gmail.com

Roseann Hoeye, MBA, RD, LD
rlhoeye@yahoo.com

Education Team Members:
Pamela Wu, DPA, RD
Wu_pam@yahoo.com

Karen Payne, MS, RD
karenpayne26@yahoo.com   

Sponsor Team Members:
Lisa Poggas 
Karen Payne
Marsha Diamond 
Kate Byers
Rachel Begun

Karen Chowdhury, RD, LD
Karen.chowdhury@advancefood-
company.com

FNCE Chair
Deborah Bowen, MS, RD 
deborah.bowen@usfood.com

ADA DPG Relations Manager:
Susan DuPraw, MPH, RD
sdupraw@eatright.org

DBC Office:
Barb Pyper, MS, RD & Mary Pyper
dbc@quidnunc.net

*Voting member

2011-2012 DBC Executive Committee
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Umami is finally “arriving” in 
the United States. There are 
umami burgers, umami cafes, 
umami cookbooks, and umami 
“bombs” (for the ultimate 
flavor explosion). Now widely 
accepted as the fifth basic taste 
(along with sweet, sour, bitter 
and salty), umami is being em-
braced for its role in the per-
ception of savouriness in food. 
Umami has been studied and 
talked about for years in Asia, 
but still only about one in six 
Americans recognizes the term. 
RDs are much further along the 
curve, with 2/3’s saying they 
are “familiar with umami.” 

Early in the 20th century, Japa-
nese Professor Kikunae Ikeda, 
coined the term for the unique 
savory taste sensation he was 
studying. Working with Kombu 
seaweed, he then identified 
glutamic acid as the source of 
the taste, dubbing it “the pur-
est form of umami.” But wait… 
isn’t glutamate pretty much the 
same as MSG? MSG, the mere 
mention of which sends half of 
your clients running out of the 
room with hair on end? What 
gives? 

As we all know, glutamate is 
one of the 20 amino acids that 
are part of normal metabolism, 

and it is the most prevalent 
amino acid in nature. The body 
produces about 50 grams of glu-
tamate daily, while the average 
American ingests 10 - 20 grams 
from the diet. That same person 
consumes about 350-500 mg 
MSG/day. About 96% of dietary 
glutamate is used by the cells 
in the GI tract as energy – as a 
result, blood glutamate levels 
are unchanged based on dietary 
intake, at least in the real world. 

MSG is the sodium salt of the 
glutamate, typically manufac-
tured using a natural fermenta-
tion process. The bad rap began 
with a 1968 letter to the editor 
in a medical journal describing a 
complex of symptoms that some 
experience after eating in (you 
guessed it) Chinese restaurants. 
MSG was hypothesized as a pos-
sible culprit. Subsequent stud-
ies failed to confirm that view, 
the most compelling of which 
was a double-blind, placebo-
controlled, multiple-challenge 
study of individuals who consid-
ered themselves sensitive. The 
“sensitivity” didn’t hold under 
blinded conditions. By this time, 
though, the horse was out of 
the barn.

But the perception tide may be 
beginning to turn, in part  

Sponsor: Ajinomoto

Umami and MSG: What’s that link again?
because of challenges faced in 
lowering the sodium content of 
foods while maintaining palat-
ability. Adjusting some recipes by 
incorporating MSG can enhance 
flavor while reducing sodium con-
tent by 30-45%. That’s not a pan-
acea, but it certainly is a mean-
ingful contribution, particularly 
given that MSG has been deemed 
safe by regulatory authorities all 
over the world. 

An educational opportunity ex-
ists. About half of RDs are aware 
of the link between umami and 
MSG, but most have not been 
exposed to the large number of 
scientific studies confirming MSG 
safety. Two websites sponsored 
by glutamate manufacturers, us-
ers and researchers are potential 
resources: www.glutamate.org 
(professionals) and www.ms-
gfacts.com (consumers). Expand-
ed outreach to food and nutrition 
professionals is planned for the 
future.

Gallup & Robinson, 2011.

Survey Monkey, 2011.

Geha RS et al. J. Clin Immunol 
106:973-80, 2000.

h
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According to the USDA Eco-
nomic Research Report of July 
2011, American per capita 
consumption of added sugars 
has reached 132 pounds per 
year. That’s the equivalent 
of 297 cups annually. Added 
sugars in various forms from 
fructose to sucrose and syrups 
are everywhere in the food 
supply – even in products like 
some salad dressings that don’t 
taste sweet. 

The American Heart Asso-
ciation recommends limiting 
added sugar consumption 
to 9 teaspoons per day in a 
2,200-calorie diet – about 68 
cups of added sugar a year. 
Evidence of sugar’s extraor-
dinary presence in the food 
supply was underscored in the 
recent Environmental Work-
ing Group study that tested 84 
brands of sweetened cereals. 
The study revealed over 75% 
of the cereals surveyed would 
fail the recently proposed 
federal nutrition standards for 
foods marketed to children. Up 
until now consumers who were 
looking for naturally sweetened 
products with less added sugar 
didn’t have a lot of choice, but 
a small subtropical melon from 
Southeast Asia could change 
that. It’s called monk fruit 
and it possesses a remarkable 
property: the fruit contains 
antioxidants, which taste sweet 

like sugar but are calorie-free. 

Legend has it that monk fruit 
is named after the Buddhist 
monks who discovered its sweet 
properties centuries ago. The 
world’s largest producer and 
processor of monk fruit is a New 
Zealand based company called 
BioVittoria. Through natural se-
lection BioVittoria has developed 
non-GMO varieties of monk fruit 
which give the best yield and 
fruit quality. BioVittoria grows 
only its own varieties and super-
vises the fruit supply from seed-
ling through to finished product. 
In 2011, BioVittoria announced 
a strategic partnership for sales 
and distribution with the leading 
food ingredient supplier, Tate & 
Lyle.

“We know from experience 
that taste matters most when 
consumers are considering 
long-term changes in their diet,” 
said Elizabeth Ward, M.S., R.D. 
and advisor to BioVittoria. In 
consumer testing conducted by 
BioVitoria and Tate & Lyle, Monk 
Fruit scored significantly higher 
on taste preference compared 
to stevia and was consistently 
rated a healthier choice than 
sugar. “Moms believe fruit is 
a good, wholesome option for 
themselves and their family, so 
the concept of natural sweeten-
ing from monk fruit has high 
consumer acceptance” she said.

Sponsor: BioVittoria

Monk Fruit concentrate provides new opportunities 
for reducing added sugar and calories 

A member of the melon fam-
ily, monk fruit (also called lo han 
guo) is vine-grown and harvested 
once a year in the fall. “We take 
hands-on approach to all as-
pects of the supply chain, from 
seedlings to orchards to our own 
processing facility. This means we 
can guarantee consistent quality 
outcomes for our customers,” re-
ports Paul Paslaski, head of sales 
and marketing for BioVittoria in 
the US. Monk fruit concentrate is 
made with an all-natural process. 
The fruit is gently crushed and 
then infused with hot water to 
release the natural fruit sweet-
ness. The sweet infusion is then 
filtered and either spray dried 
to form a fine white powder or 
evaporated to provide a 100% 
juice concentrate. Monk fruit is 
heat-stable and 100% soluble in 
water, making it ideal to use in a 
wide range of products including 
beverages, cereals, baked goods, 
confectionary and dairy products. 
“Monk fruit is a game-changing 
ingredient that can naturally re-
duce sugar by as much as 50%” 
said Paslaski. Monk fruit is cur-
rently used in some Kashi cereals 
and Bear Naked granola. It is also 
available nationally in the So Deli-
cious line of dairy-free desserts 
and beverages made by Turtle 
Mountain. Several more product 
launches are expected in 2012. 
Visit www.monkfruit.org for more 
information about monk fruit. 
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Dietitians know all too well 
the motivation a new year can 
provide for people choosing to 
make healthy changes in life-
style and diet.  For the nutri-
tion industry, 2012 is far bigger 
than a new year, as we experi-
ence the re-launching of the di-
etetics brand - the Academy of 
Nutrition and Dietetics.  Same 
people, new name.  What a 
great opportunity to embrace 
change and do something new 
– as an organization and as 
individuals.

The new Academy presents 
an opportunity for change, 
but like changing one’s diet, 
real change will only be ac-
quired by those who choose 
to make it happen.  Similarly, 
the emergence of very young 
social media networks holds 
vast potential for change. While 
many of us are still working our 
way up the learning curve, we 
cannot help but realize that the 
new online media offers huge 
potential to help us work closer 
with each other, help one an-
other reach professional goals, 

learn more from each other and 
share a wealth of knowledge 
that emanates from within the 
Academy. 

If you haven’t already con-
nected with the DBC Facebook 
Page, joined the DBC LinkedIn 
Group or chosen to follow @
DBCDPG on Twitter, perhaps you 
should. 2012 is the year to face 
any fears we may have about 
new technology and realize that 
while the upside is large, there 
are relatively few things that 
can actually go wrong. The odds 
of a dietitian breaking the Inter-
net are extremely remote!  

Don’t get me wrong, I’m not a 
computer wiz and I don’t claim 
to be a social media expert. But 
I am learning that the more I 
choose to engage online, the 
more I learn about my industry, 
the people I work with and 
the people I want to be work-
ing with.  

At Butter Buds Foodservice, 
we’re experimenting with social 
media. Our goals include much 
more than demonstrating the 

Sponsor: ButterBuds

Paradigm Shift
usefulness of our products. A 
top priority for our engagement 
online is to contribute to the com-
munity of people who make our 
world a healthier place. We use 
Facebook, Twitter and LinkedIn 
to do a better job listening and 
learning about how you go about 
your business.

If you are one of the members 
of the Academy that’s “making 
healthy happen” and you are 
looking to spread the word, we 
would love to help. Visit us at 
Facebook.com/Bbuds or follow 
us on Twitter at @Bbuds and 
share links/photos/videos that 
illuminate your business, your 
unique project, your impressive 
association or organization.  We 
will share it with our audience, 
and we encourage each of you 
to do the same for each other.  
2012 will be a game changer if 
we choose to make it so! You can 
always reach me, Diane Duncan, 
at dduncan@bbuds.com.

h
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In 2011, the Campbell team 
attended the Food & Nutri-
tion Conference & Expo for 
the newly renamed Academy 
of Nutrition and Dietetics in 
San Diego. One message that 
stood out loud and clear at the 
conference was the importance 
of working with clients to help 
them eat healthier while still 
enjoying the foods they love.   
It reinforced a familiar chal-
lenge — people don’t want to 
give up the foods they love in 
order to be healthy.  

This theme resonated with our 
Campbell team because we 
know that people love eating 
soup. For many, soup is not 
just warm and nourishing, it 
gives a feeling of being cared 
for or nurtured. In fact, you 
may not know that for more 
than 25 years, soup continues 
to be a favorite choice – among 
the top 10 foods chosen at 
mealtime. Soup has other ben-
efits too. Decades of research 
suggest that eating soup before 
a meal can help people to feel 
full and satisfied and ultimately 
to consume fewer calories at 
that meal.

At Campbell we know that we 
can help people enjoy the foods 
they love while also providing 
convenient, affordable nutri-
tion.  In our North America Food 
Service division, we are proud 
to offer our operators a variety 
of products to help meet the 
needs of their patrons – whether 
people are interested in a nour-
ishing lunch option, a refreshing 
beverage, ways to increase the 
vegetable servings in their diet, 
or want to control their calorie 
or sodium intake.

Campbell has an array of op-
tions.  Take, for example, one of 
our newest product lines, Camp-
bell’s® Select Harvest® frozen 
soups. The entire line is 100% 
Natural and does not contain ar-
tificial ingredients, added MSG*, 
or preservatives. There are four 
delicious Select Harvest frozen 
soups, including varieties like 
Harvest Tomato with Basil and 
Mediterranean-Style Vegetable.  
All are made with high-quality 
ingredients, such as vegetables 
and lean protein and contain 
480 milligrams of sodium or less 
per serving.  

Sponsor: Campbells

Reality Check:  Staying Healthy by Eating What You Love
Another great example is our 
great-tasting line of V8 V-Fusion® 
100% juices.  These are perfect 
for people who want to find easy, 
creative, and above all, delicious 
ways to get more vegetables 
in their diet. We make our V8 
V-Fusion juices in flavors like 
Strawberry Banana and Pome-
granate Blueberry in convenient, 
12-ounce bottles as well as new 
8-ounce slim cans.  Both are easy 
to grab-and-go for refreshment 
at any time.  Plus, each 8-ounce 
serving provides a full serving of 
vegetables and a full serving of 
fruit, which is great considering 
seven out of 10 people don’t meet 
the government recommendation 
for vegetable servings every day.

We believe it’s all about mak-
ing great-tasting, nutritious, and 
affordable foods to help people 
balance what they want to eat 
with what they need to eat to 
live a healthy lifestyle. We know 
through our partnerships with our 
operators and customers that we 
can help people to have the best 
of both worlds.

*Except for the small amount nat-
urally occurring in yeast extract.
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No matter how you slice and 
dice it, people aren’t eating 
enough fruits and vegetables. 
In fact, when you look at the 
statistics on the number of 
adults who get the appropri-
ate number of servings of fruits 
and vegetables per day in the 
United States, the results are 
dismal – less than 25 percent 
according to the Centers for 
Disease Control and Prevention. 
One of the keys to increas-
ing consumption is the ability 
to offer consumers fruits and 
vegetables that provide better 
flavor, greater visual appeal, 
convenience and other desirable 
characteristics like color and 
texture, in addition to nutrition. 

Monsanto’s Vegetable Seeds Di-
vision is focused on all of these 
characteristics while simultane-
ously working to improve the 
overall productivity of vegetable 
seeds for the farmers who plant 
them. By investing in research 
and development and using the 
latest technologies that im-

prove efficiency of conventional 
methods, Monsanto is helping 
produce even tastier and more 
nutritious fruits and vegetables 
that have great consumer 
appeal.

One such product, Beneforté® 
broccoli, was developed through 
cross-pollination and selection 
to combine the best attributes 
of commercial broccoli with 
those of a wild broccoli variety 
found in southern Italy that is 
unique in its ability to produce 
phytonutrients such as glucora-
phanin. As a result, Beneforté® 
broccoli naturally contains 2-3 
times the phytonutrient glu-
coraphanin as other leading 
commercial varieties of broccoli. 
Once eaten, the body turns glu-
coraphanin into sulforaphane, 
which naturally boosts the 
body’s antioxidant enzyme lev-
els. Antioxidant enzymes help 
sustain normal cellular process-
es by maintaining the body’s 
defenses against the damage 
of environmental pollutants 
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and free radicals. These enzymes 
also help maintain the antioxidant 
activity of vitamins A, C, and E in 
the body. 

In addition to Beneforté® broccoli, 
Monsanto is using traditional plant 
breeding (e.g., cross-pollination 
and selection) to develop seeds 
that produce vegetable varieties 
such as Frescada™ lettuce 
with higher levels of nutrients 
compared to varieties that are 
currently available. Frescada™ 
lettuce is greener in color and 
more nutritious compared to 
iceberg lettuce and has better 
flavor and crispness compared 
to romaine lettuce. Beneforté® 
broccoli and Frescada™ lettuce 
are just two examples of several 
vegetable varieties Monsanto is 
developing to offer choices to help 
consumers improve their lives.

Beneforte® and FrescadaTM are 
trademarks of Seminis Vegetable 
Seeds, Inc. ©2012 Monsanto 
Company.


