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SESSION OBJECTIVES

After this presentation, participants will be able 
to…

1) Understand areas within practice that can lead 
to compromised ethics.

2) Follow the ethical and social media guidelines 
set forth by the Academy of Nutrition and 
Dietetics.

3) Make ethical and moral decisions when faced 
with controversy in the dietetic profession. 3



WHO ARE WE FIGHTING?
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THE “COMPETITION”
 Self-proclaimed nutrition experts

 Successful “losers”

 Fitness folks

 Personal trainers

 Physicians & other medical professionals

 Better communicators?!
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But dietitians are also fighting 
each other…
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USNEWS
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Organic

GMO

Non-GMO

Conventional



SHOPPER’S GUIDES & FEAR OF
PESTICIDES
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CONSEQUENCES?
Externally
 The loss of reputation of RDNs
 Outsiders view this as an opportunity 
 Consumer confusion

Internally
 Loss of respect for each other
 Loss of cohesiveness
 Loss of the ultimate goal 
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What is the ONE GOAL 
health care professionals 

are trying to achieve?
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WHAT NOW?

It’s time to examine ethics within our profession so 
we can all get on the same page 

Achieve our goal of helping people be healthier
16



DEFINITION OF ETHICS

 1. The study of standards of conduct and moral 
judgment.

 2. The study of the general nature of morals and 
of the specific moral choices to be made by a 
person. 

 3. The rules or standards governing the conduct 
of a person or the members of a profession.

17



ETHICS IS THE STRUGGLE BETWEEN
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I have faced it, and you will too…

Right vs. 
Wrong

Just vs. 
Unjust Moral vs 

Immoral



AND CODE OF ETHICS

The code is intended to:
 Protect the profession and the credential
 Influence public and private policy
 Improve professional practice
 Educate dietetics practitioners about ethical 

decision making
 Meet the guidelines of the accrediting agency for 

the Commission on Dietetic Registration
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FUNCTION OF THE CODE OF ETHICS

4 Principles (32 standards)
1. Competence and professional development in 

practice (non-maleficence)
2. Integrity in personal and organizational behaviors 

and practice (Autonomy)
3. Professionalism (Beneficence)
4. Social responsibility for local, regional, national, 

global nutrition and well-being (Justice) 20



PRINCIPLES OF THE CODE OF
ETHICS FOR THE PROFESSION OF DIETETICS

 Non-maleficence: Non-harming or inflicting the 
least harm possible to reach a beneficial outcome.

 Autonomy: The capacity of an agent to act in 
accordance with objective morality rather than under 
the influence of desires.

 Beneficence: An act of charity, mercy, and 
kindness with a strong connotation of doing good to 
others including moral obligation. 
 All professionals have the foundational moral 

imperative of doing right.
 Justice: a concern for justice, peace, and genuine 

respect for people. 21



At some point in your career you’ll find yourself at 
a cross-road. Let the professional code of ethics 

guide you
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CURRENT ISSUES: 
THE GOOD, THE BAD AND THE

UGLY
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CIVILITY AND RESPECT
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Q1: WHAT ARE THE BENEFITS OF USING
SOCIAL MEDIA?

--Joy Bauer, MS, RDN, CDN, Founder Nourish Snacks 
& health and nutrition expert on The Today Show
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Social media is a place where practitioners can share health 
information with literally millions of people. It doesn’t cost 
anyone anything—it’s free for everyone—and the exchange goes 
both ways. When I am engaging with my base, not only am I 
building my numbers (and of course, my reach and impact) but 
I am understanding what my followers want to learn more 
about. Social media is one of the best go-to resources for 
developing content strategy. My followers tell me either directly 
or through their conversations exactly what issues or trends 
they’re curious or confused about, and a lot of those topics will 
end up in a Woman’s Day article or in a segment on The 
TODAY Show.



Q2: IF A PEER CRITICIZES YOUR CONTENT, 
HOW DO YOU KEEP THE CONVERSATION

PRODUCTIVE?

--Toby Amidor, MS, RD, CDN
26

If it’s a respectful conversation, then I will engage in 
an intelligent conversation, however if someone has a 

tone where they are speaking down to me, are 
negative, are attacking, or just plain rude, I won’t 
respond. I don’t answer my own kids when they 

speak to me that way, and I won’t answer anyone 
else who won’t show me the respect I deserve as an 
individual. Sometimes, however, I find that readers 
have a mindset that they are looking to start an all-
out fight with me, then I ignore completely. It’s not 
ever worth the aggravation to engage with someone 

who doesn’t even read or listen.



QUESTION 3
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Where is the line between 
constructive dialogue and 

counterproductive 
engagement?



QUESTION 4
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What do you do if you don’t 
agree with a peer’s content on 

social media?



CODE OF ETHICS: PRINCIPLE 3C

Nutrition and dietetics practitioners shall 
demonstrate respect, constructive dialogue, 

civility and professionalism in all 
communications, including social media
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PROFESSIONAL CIVILITY PLEDGE

 I pledge to demonstrate respect to my colleagues and 
all others.

 I pledge to support constructive dialogue and positive 
engagement.

 I pledge to discourage the public belittling of my 
colleagues, even when we do not agree.

 I pledge to model professional conduct in all my public 
communications and actions.
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THE USE OF SOCIAL MEDIA

 Pew Research Center found that 72% of adult 
internet users go online to find information about 
their health including:
 Seeking a diagnosis
 Exploring treatment 
 Searching for others who share similar health concerns

 Growing numbers of nutrition and dietetics 
practitioners have created food and nutrition blogs or 
websites and are using social media to:
 Educate the public
 Attract new clients
 Network
 Engage with patients
 Promote books or other products, and build a professional 

brand 32



POSITION PAPER ADDRESSES THE
FOLLOWING:

 When using social media, practitioners must 
remember that they are governed by the same 
Code of Ethics that guides all other aspects of 
practice. 

 It is critical to have a thorough understanding of 
all the factors related to social media 
professionalism, including disclosure rules 
from the Federal Trade Commission, 
patient/client privacy and confidentiality as 
covered by the Health Insurance Portability and 
Accountability Act, and copyright laws that 
protect intellectual property. 33



THE ISSUE: TRANSPARENCY & 
DISCLOSURES

 Many nutrition and dietetics practitioners are 
choosing to monetize their blogs and social media 
influence in various ways including:
 Advertising,
 Sponsored posts
 Endorsements
 Co-created content
 Other types of marketing partnerships

34
You must follow all rules and 

regulations



ETHICS AND PROFESSIONALISM

 Due to the growth of social media in health care, 
social media policies have been adopted by 
healthy professional organizations:

 The American Medical Association
 Canadian Medical Association, 
 American College of Physicians
 Federation of State Medical Boards
 American Nurses Association
 National Council of State Boards of Nursing
 The American Hospital Association 
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SOCIAL MEDIA POLICIES ADOPTED BY
HEALTH PROFESSIONAL ORGANIZATIONS

 Address the following:
 Patient privacy
 Professional boundaries
 Accurate and truthful information
 Transparency

 Encourage separate personal and professional 
identities online
 Regardless on YOUR decision, make sure whatever 

you post is appropriate for a public space
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ONLINE PRIVACY AND
CONFIDENTIALITY

 Maintain privacy and confidentiality of 
patients/clients. 

 Obtain consent when writing or photographing 
patients/clients.

 Use respectful tone when discussing 
patients/clients.

 Respect the privacy of blog and website visitors.
 Be familiar with privacy settings on each social 

media platforms.
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PROFESSIONAL LIABILITY

 Consider a disclaimer on a blog or website that 
indicates the information is not a substitute for 
individual advice from a health care professional.
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PROFESSIONAL BOUNDARIES

 Keep personal and professional profiles separate, 
whenever possible.

 Be cautious and selective when connecting with 
patients/clients on social media sites.

 Critically evaluate any online interaction with 
patients/clients.

 Follow social media policies of employer.
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CONTENT CREDIBILITY

 Distinguish between science-based facts vs. a 
personal point of view.

 Share only information from credible sources.
 Include the source of nutrition studies or claims 

cited.
 Place results of new studies in context.
 Correct misinformation and respond to 

inaccuracies.
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CODE OF ETHICS: PRINCIPLE 2A
TRANSPARENCY & DISCLOSURE

“Nutrition and dietetics professionals shall 
disclose any conflicts of interest, including 

any financial interests in products or services 
that are recommended. Refrain from 

accepting gifts or services which potentially 
influence or which may give the appearance 

of influencing personal judgement”
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TRANSPARENCY AND DISCLOSURE

 Declare any conflicts of interest

 Disclose any financial or in-kind compensation 
received
 #ad  #sponsored  #paid  #client 
 Company X gave me this product to review. 
 I was compensated by X to write this blog post
 Shortened hashtags discouraged #sp #spon #cl
 Use #ad at the beginning of the post
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TRANSPARENCY AND DISCLOSURE (CON’T)

 Follow Federal Trade Commission guidance 
for disclosing material connections
 The FTC’s mission is to prevent fraudulent, 

deceptive, and unfair practices in the marketplace

 Professional is considered an “advertiser” once 
they endorse a product in exchange for any type 
of payment or in-kind compensation (i.e. free 
samples, sponsored travel)

 Dietetic professional is required to disclose all 
“material connections” as it relates to their 
blogging and social media outreach
 On every single social media post related to a recipe 

creation with a product or sponsored blog post
43



COMMON ACTIVITIES THAT WOULD
REQUIRE DISCLOSURE:

 Paid to create a recipe, photo, video, or blog post
 Received payment, free products, coupons, or 

gifts in exchange for mentions on social media
 Paid to make social media comments or advocate 

in any way on behalf of a third-party
 Compensated to host a Twitter chat or 

participate in other online activities 
 Serve as a consultant or advisory board member 

and writing or responding on a related topic, even 
if not compensated for that specific activity
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COMMON ACTIVITIES THAT REQUIRE
DISCLOSURE
 Serve as a paid media spokesperson for a 

company or brand and sharing video of TV 
interviews or links to articles on social media 
channels

 Received free travel and experiences by a 
company, brand, or organization

 Link to a product or company’s website and 
receive a commission
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https://tobyamidornutrition.com/2020/02/skyr-yogurt-my-new-favorite-addition-to-the-yogurt-aisle/

https://tobyamidornutrition.com/2020/02/skyr-yogurt-my-new-favorite-addition-to-the-yogurt-aisle/
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WEBSITE DISCLOSURE POLICY
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CODE OF ETHICS: PRINCIPLE 2D
INTELLECTUAL PROPERTY

“Nutrition and dietetics practitioners shall 
respect intellectual property rights, 

including citation and recognition of ideas 
and work of others, regardless of the medium 

(e.g. written, oral, electronic)”
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INTELLECTUAL PROPERTY

 Respect copyright laws when creating and 
sharing content.

 Be familiar with Fair Use (www. copyright.gov) 
and Creative Commons (www.creativecommons. 
org) when sharing content created by others.  

 Do not use online photos or repost articles 
without permission. 

 Consistently cite sources and provide appropriate 
credit
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PERSONAL CONDUCT

 Avoid unprofessional, offensive, and 
inappropriate behavior in private settings that 
can be made public via social media.

 Refrain from cyber-bullying or threatening others 
on social media channels.

 Avoid defaming the reputation of a colleague or 
other health care professional.

 Refer to employer’s social media policies for 
direction.

54



NEXT TIME YOU COME TO A CROSS-
ROAD…..

…think about the ethical implications and 
guidelines to help guide you
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Never give in, never give in,
never, never, never, never ---

in nothing, great or small,
large or petty ---

never give in
except to convictions of honour

and good sense!

---Winston S Churchill
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QUESTIONS?
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www.tobyamidornutrition.com

Toby Amidor Nutrition

@tobyamidor

toby@tobyamidornutrition.com
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