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• Board Member/Advisory Panel 

– 3 Everyday of Dairy Advisory Panel

– Monsanto Think Tank

– International Experts Movement for Essential Fatty 
Acid Education

– Facts Up Front Campaign

– Aspartame Advisory Panel
• Consultant

– Solae
• Speaker’s Bureau

– Nutrient Rich Foods Coalition

– National Dairy Council for 2010 DGA’s

Disclosures



Objectives

• Review how research drives practice – good/bad

• Review how fat in diets is viewed

• Outline responsibilities of professionals using 
research

• Identify  ways to communicate science to the media, 
peers and the public



The Issue of Academics: Is Your Science Well 
Understood & Communicated?

Alpha Omega trial 
Media headlines after the release of the 
study results ranged from “Omega-3 Fatty 
Acids’ Consumption Carries No Added 
Benefits”, “Low Dose Omega-3, Discovered 
Ineffective” to “It's Not Butter and It's Not 
Better “ 

About Ramsden study

Press release from 
university did not reflect 
properly the conclusions of 
the scientific article



Miscommunications in the Press-Especially 
Headlines

Ebbeling et al.
Paper
“change in body mass index (BMI) 
was the primary end point. The net 
difference, 0.14±0.21 kg/m2, was not 
significant overall”

Press Release
“In randomized trial, a simple 
beverage-focused intervention led to 
weight loss”

James et al. 
Paper
“After 12 months there was no 
significant change in the difference in 
body mass index (mean difference 
0.13, -0.08 to 0.34) or z score (0.04, -
0.04 to 0.12).”

Press Release
“Discouraging children from drinking 
fizzy drinks can prevent excessive 
weight gain, according to new 
research available on bmj.com.”



Obesity in The Media - MSN



Obesity in the Media – Facebook Group



Media Messaging



Fat in the Media



Obesity Trends* Among U.S. Adults
BRFSS, 2010

(*BMI ≥30, or ~ 30 lbs. overweight for 5’ 4” person)

No Data          <10%           10%–14% 15%–19%           20%–24%          25%–29%           ≥30%



The Public Health Issue:  Obesity in Children

Example US Approximately 17% (or 12.5 million) of children and 
adolescents aged 2—19 years are obese.

2009 State Prevalence Among

Low-Income Children Aged 2 to 4 Years

http://www.cdc.gov

http://www.cdc.gov/


WHO Statistics on Childhood Weight - 2010

• Around 43 million children < five years were 
overweight 

• Overweight and obesity on the rise in low-
and middle-income countries, particularly in 
urban settings

• Close to 35 million overweight children are 
living in developing countries and 8 million in 
developed countries



Health of Our Children

• 2008 FIT study reported 10% of children ages 2 – 5 
are obese 1

• RWJ Foundation reports 33% of 6 – 11 years old and 
34% of 12 – 19 year olds are overweight or obese 

• Nutrient gaps exist due to low fruit, vegetable and 
dairy intake

1.Nestle Feeding  Infants and Toddlers Study released October 2011

2. Childhood Obesity. Robert Wood Johnson Foundation. www.rwjf.org



FAO report 2011



What do Consumers Know about a Healthy 
Balanced Diet?

Of my daily calories, from fat I should have…%

How much fat needed for a healthy balanced diet – Wave 2
Q - Thinking about how much fat you need for a healthy balanced diet. How much of your daily intake of calories do you think should come from fat?

Global Average

“15-30% of daily 

calories” 22%

“Less than 14%”:

60%

“Don’t 
know”

13%

60% think that fat should deliver 14% of the daily energy,

or less.

“More than 31%”: 
6%



What Foods do Consumers Think are Needed for a 
Balanced Diet?  

Foods that are needed for a balanced diet – Wave 2
Q - Thinking about the different things that foods contains, which of these do you think people need for a healthy balanced diet?

Vitamins

Proteins

Fibre

Minerals

Carbohydrates

Salt

Fat

Sugar

Alcohol

95

93

88

84

78

42

41

38

3

Global average
%

Developed average
%

95

93

91

89

78

40

47

32

3

Emerging average
%

94

93

85

79

79

43

35

44

2

Vitamins, proteins, fibre, minerals and carbohydrates are elements of a 
balanced diet. Fats are not.



http://www.who.int/gho/ncd/risk_factors/unhealthy_diet_text/en/

Calories from Fat and Calories from Sat Fats

http://www.who.int/gho/ncd/risk_factors/unhealthy_diet_text/en/


Fat Quality in the Diet of Children and 
Adolescents Across the World

Harika et al, British Journal of Nutrition (2011), 106, 307–316
Countries represented in the masterclass: outside , close to , within WHO
recommendations



Comparison of Intake to Recommendations



Real Life Consumer Quotes on Types of Fat

It’s a matter of 
terminology, not 

of health

‘Education and information I honestly don’t 
know what saturated fat and what 

unsaturated fat is and how much saturated 
fat on a daily basis is good for me how much 

unsaturated fat I still don’t know the 
difference. So for me it is about education and 

information’

Unsaturated, saturated… 
one of the two is good.. You hear so much that 

you don’t know what to 
believe anymore

Institute of Grocery Distribution, 2008 Saturated fat communication: enabling consumers to make more informed choices
Interviews with consumers in stores by Belgium journalist Luc Alloo



Consumers are Still Confused   2011

2011 Consumer attitudes about Nutrition Survey
Online poll of 1000 US adults conducted by the United Soy Board
http://www.soyconnection.com/health_nutrition/consumer_attitudes.php

53% know the importance of fat quality

http://www.soyconnection.com/health_nutrition/consumer_attitudes.php


Consumer Awareness Still Limited   2011

… but 77% cannot identify the good fats!

2011 Consumer attitudes about Nutrition Survey
Online poll of 1000 US adults conducted by the United Soy Board
http://www.soyconnection.com/health_nutrition/consumer_attitudes.php

http://www.soyconnection.com/health_nutrition/consumer_attitudes.php


IFIC Survey 2011

http://www.foodinsight.org/Content/3840/2011%20IFIC%20FDTN%20Food%20and%20Health%20Survey.pdf

http://www.foodinsight.org/Content/3840/2011 IFIC FDTN Food and Health Survey.pdf


Real Life Consumer Quotes on a Healthy Diet

‘I am quite ignorant on eating 
healthy and I think a lot of people 
are ignorant as to what you are 
supposed to eat and how many 

calories you are supposed to 
have.’

‘I don’t care as 
long as it tastes 

OK’

‘If it says low in 
fat, you are 

drawn to it then 
really’

‘I try and justify the lack of 
a healthy diet by being 

more active.’

Institute of Grocery Distribution, 2008 Saturated fat communication: enabling consumers to make more informed choices



Changing Consumer Behaviors

• Recognize consumer confusion

• Assess their level of understanding

• Develop messages that are useful and accurate

• Put research studies into perspective



Reviewing Research

• Design of study – RCT vs. observational

• Number of subjects and length of study

• Measurable outcomes and measures used

• Animal versus human studies

• Limitations identified

• Researchers affiliations

• Funding source



Concerns of Industry Funding

• Conflicts of interest

- “ a conflict between the private interests and the official 
responsibilities of a person in a position of trust.”

• Bias  as defined in Oxford Dictionary–

- “ an inclination or prejudice in favour of a particular person, 
thing or viewpoint”

• National Academy of Science says Bias – “deviation of either 
inferences or results from the truth”

“Funding Food Science and Nutrition Research: Financial Conflicts and Scientific Integrity: JADA; May, 2009. 
Accessed June 30, 2011



Scientific Bias

• Sample size

• Data-collection

• Data-quality

• Statistical analysis

• Confounding variables

• Publication bias

“Funding Food Science and Nutrition Research: Financial Conflicts and Scientific Integrity: 
JADA; May, 2009. Accessed June 30, 2011



Personal Bias

• Previous body of work

• Personal goals for achievement

• Achieving peer recognition

• Ethical or values-based

• Philosophical

• Publish or perish 

• Financial incentives, gifts, etc

“Funding Food Science and Nutrition Research: Financial Conflicts and Scientific Integrity: JADA; 
May, 2009. Accessed June 30, 2011



Other Areas of Potential Conflict

• Foundation funded research

• Government funded research

• Academicians on advisory panels to –

- Industry

- Government

- NGO’s

- Grant panels

“Funding Food Science and Nutrition Research: Financial Conflicts and Scientific Integrity: JADA; 
May, 2009. Accessed June 30, 2011



Responsibility of Professionals

• Regularly read scientific studies

• Understand how to read scientific studies

• Assess value of the study in the “Bigger” world 
context

• Respond to media appropriately

• Utilize tools designed for assessing research

• ADA Evidence Analysis Library

• USDA Evidence Analysis Library



ADA  Evidence Analysis Process
• Develop the QuestionStep 1: Formulate 

Question

• Gather and Classify the ResearchStep 2: Gather 
Research

• Critically Appraise Each ArticleStep 3: Appraise 
Articles

• Summarize the evidence in an Overview 
Table and Evidence Summary

Step 4: 
Summarize

• Develop Conclusion Statement and 
Grade the Strength of the Supporting 
Evidence

Step 5: Grade



USDA’s Nutrition Evidence Library

• Specializes in conducting systematic reviews to 
inform Federal nutrition policy and programs. 

• The Library evaluates, synthesizes, and grades the 
strength of the evidence to support conclusions. 

• An objective and transparent methodology is used to 
define the state of food and nutrition-related 
science. The Library is a key resource for making 
food and nutrition research accessible to all 
Americans



How You Can Convey the Science?

• Check relevance of sample, sample size, study length 
and study design

• Understand observational vs. RCT

• Review limitations of the study

• Read press release on the study

• Review the overall body of evidence

• Develop message based on Body of Evidence –

Not Just 1 study



Conclusions

• Consumers – some professionals - remain confused 
by scientific reporting

• Knowing How to interpret research is a professional 
responsibility

• Questioning questionable reporting of outcomes is a 
professional responsibility

• Communicating science based, useful messages 
Changes Consumer Behaviors



Thank You


