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U.S. production of dry peas, lentils, and chickpeas (DPLCs) has been increasing. Nearly 
75% is exported, whereas domestic market consumption has remained fairly stagnant 
for over 20 years.  DPLCs generally have limited appeal for U.S. consumers despite 
their versatility and high nutrient value.  Increasing costs of production and 
transportation, dampening exports in a soft global economy, and fluctuating food 
commodity prices have convinced U.S. producers to seek opportunities to increase 
domestic consumption for legumes through value-added products. The Washington Dry 
Pea and Lentil Commission (the Commission) leads the industry’s efforts to invest in the 
development of the domestic food market. New ingredient applications for DPLCs have 
been explored and several dozen formulations for new product prototypes have been 
developed.   
 
With FSMIP funds awarded in 2007 and 2008, the Commission introduced innovative 
ingredient prototypes to the U.S. food industry, and educated food scientists and 
product developers across the country on the technical aspects of incorporating DLPCs 
as ingredients. In 2009, the Commission launched a national educational/marketing 
campaign to raise awareness among consumers and change consumer attitudes and 
perceptions about legumes. In a unique partnership with industry, the Commission 
launched the campaign concurrently with the introduction of a legume-based ready-to-
eat breakfast cereal product to the market. The lessons learned from this experience 
would be useful for other commodity commissions seeking to creatively introduce new 
and healthy value added products to modern, technical savvy consumers. 
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Introduction 
 
The Washington Dry Pea & Lentil Commission would like to thank the USDA Federal State Marketing 
Improvement Program for awarding funds to support the dry pea and lentil industry of Washington State 
and its marketing efforts. This final report summarizes the activities that have been performed and the 
milestones achieved for each objective or sub-element of the narrative. It also notes any unexpected 
delays or impediments as well as favorable or unusual developments. Finally, serve as an outline of work 
that was performed over the duration of the entire grant project.  

 
Marketing Issue 

 
Legumes are highly nutritious seeds of pod-bearing leguminous plants specifically dry peas, lentils, and 
chickpeas. US farmers now harvest ~2.6 million pounds of dry peas, lentils, and chickpeas each year. 
Production of dry peas, lentils, and chickpeas has been increasing, with nearly 75% being exported to 
countries around the world. Domestic market consumption has remained fairly stagnant for over 20 years. 
Growers have been anticipating economic growth in the US market for quite some time. Moving more 
DPLCs into the domestic market would decrease grower and processor transportation costs significantly.  
 
Today, increasing costs of production, dampening exports in a soft global economy and fluctuating food 
commodity prices have made a strong case for US producers to seek opportunities to increase domestic 
consumption for legumes through value-added products. The Washington Dry Pea and Lentil Commission 
is leading the industry’s efforts to invest in the development of the domestic food market. New ingredient 
applications for dry peas, lentils, and chickpeas have been explored and several dozen formulations for 
new product prototypes have since been developed. 
 
With FSMIP funds awarded in both 2007 and 2008, the Commission has been able to (1) introduce these 
innovative product prototypes to the US food industry, resulting in an increased awareness of the new 
product applications, and (2) educate food scientists and product developers from across the country on 
how to technically incorporate them into their processes as ingredients, resulting in new product trials. 
Legumes, as ingredients have proved appealing to mass market players in the food industry, and offer a 
unique set of nutritional benefits to consumers. Food companies, such as Barilla America, Inc. have been 
very profitable with the launch of Barilla PLUS pasta which uses lentil and chickpea flour to enhance the 
nutritional profile of its pasta. Companies of various sizes are now interested in developing new products 
with legumes as ingredients. 
 
In 2009, the Washington Dry Pea and Lentil Commission (WDPLC) was awarded FSMIP funds to launch 
a national, educational/marketing campaign directly focused on raising awareness amongst consumers and 
changing consumer attitudes and perceptions about legumes. To be highly effective, the WDPLC 
educational campaign launch was tied to a product that highlights the benefits of legumes. Pul Foods Inc., 
of Mountain View, CA launched the first ready-to-eat breakfast cereal (RTEC) primarily made from 
legumes in April of 2010. The WDPLC’s campaign was launched in parallel with the consumer testing 
and market-introduction of legume-based RTEC to educate consumers on the benefits of legume nutrition 
and encourage buying and experiencing legume-based products.  
 
The grant project supports the goals of the WDPLC in creating new and expanded markets for legumes 
such as dry peas and lentils. New legume-based food products compatible with the US consumer will help 
stabilize the domestic legume market by increasing legume utilization and demand so that farmers will not 
have to rely on foreign markets. Increased commercial value of legumes will increase economic 
competitiveness and agricultural sustainability for dry pea and lentil grower.  
 
To reach end consumers effectively, the educational campaign sought to educate and entertain consumers 
through print, voice and the Internet (social media). Campaign materials included printable and multi-
media collaterals such as white papers/data sheets, brochures, posters, and web portals addressing 
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expectations and concerns of today’s consumers. While the produced materials were limited by available 
budget, future investments by producers, processors and manufacturers will strengthen the campaign and 
benefit all participants in the supply chain. 
 
FSMIP was the best funding source for this initiative because of its continued support of the US dry pea 
and lentil industry in its efforts to increase domestic consumer awareness and acceptance of dry peas, 
lentils, and chickpeas. It also provided economic sustenance to growers and processors of DPLCs in the 
state of Washington.  
 
Economic Impact 
 
For more than a decade, the WDPLC has focused on educating producers and processors on the benefits 
of legumes as a nitrogen-fixing crop and a nutritious functional ingredient. This has worked in the interest 
of the legume-growing community to keep production at a steady-rate but has not increased local demand. 
Today, the WDPLC hopes to better understand the needs of the end-consumer, increase consumption of 
legumes among consumers, and in-turn increase profits to the grower.  
 
By expanding the domestic legume market, the WDPLC positively impacted not only the US grower but 
also the consumer and the environment: 
 
i. Legumes can Improve the Nation’s Nutrition and Health  
 
Legumes, particularly, lentils, chickpeas, and dry peas are gluten-free super foods. They are recommended 
as both a vegetable and a meat serving on the USDA Food Guide Pyramid. This indicates that legumes are 
just as high in protein as meat, eggs, poultry and fish, but also as vitamin-rich as many vegetables. 
Legumes are low in fat and sugar, and high in protein, complex carbohydrates, fiber, B vitamins, folic 
acid, iron, magnesium, calcium, potassium, and omega-6 fatty acids (Rajawat et al, 2000). In addition to 
being gluten-free, these products are low-glycemic and satiating which makes them ideal for managing 
obesity and diabetes, two largely affected global population segments today. The products are ideal for US 
school nutrition initiatives and educational programs; also to build endurance in athletes and ground 
troops in the US military. 

US Consumer Statistics 
 
Food allergies affect 12 million US adults and children. According to a recent NIH study, 3 million 
Americans have celiac disease, a disorder in which the body's immune system attacks itself when exposed 
to gluten, a protein found in wheat (contaminated oats), barley and rye. Wheat (whole grain) and soy are 
ranked amongst the top most common food allergens along with dairy (lactose), eggs, shellfish and nuts. 
There is no cure for food allergies. Strict avoidance of food allergens, early recognition and management 
of allergic reactions to food are important measures to prevent serious health consequences. Food-induced 
anaphylaxis, a potentially fatal allergic reaction, causes about 30,000 emergency room visits and 150 to 
200 deaths annually, according to the Centers for Disease Control and Prevention in Atlanta. The market 
for allergen-free products is projected to reach $3.9 billion this year, according to Packaged Facts, a New 
York research firm. The market for gluten-free foods and drinks is expected to hit $1.3 billion by 2010, up 
from $700 million in 2006, according to research firm Mintel.  
 
The need for new and healthier gluten-free products in the US and globally is on the rise as seen in the 
increasing numbers of the gluten intolerant celiac population below: 
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Celiac Population 
 

USA   1:100 = 3 Million in 300 Million 
ITALY    1:100 
FINLAND   1:100 
SWEDEN   1:200 
NORWAY   1:250 
DENMARK   1:350 
 
According to the 2007 consumer survey from the Calorie Control Council, for 95 million U.S. adults 
dieting is a constant concern. Consumers will continue to seek foods and beverages that help them cut 
calories without sacrificing great taste, variety or convenience. 86% of American adults use low-calorie, 
reduced sugar or sugar-free foods and beverages. This is higher than any previous level. With children, 
diet has become a major concern. In US children, 1 in 3 is obese and 1 in 4 is pre-diabetic (American 
Dietetic Association). 8% of children and 1-2% of adults in the US population experience food allergies. 
(American Academy Allergy, Asthma & Immunology) 
 
 Dieting is a constant concern for 95 million American adults (Calorie Control Council Survey, 2007) 
 20.8 million Americans are living with Diabetes (American Diabetes Association, 2007) 
 The Wellness Population (as defined by LOHAS, Lifestyles of Health and Sustainability) includes 35 

million Americans (LOHAS.com, 2007) 
 Metabolic syndrome is a group of metabolic risk factors in one person, an estimated 50 million 

Americans are afflicted (American Heart Association, 2007) 
 
ii. Protect and Enhance the Nation’s Natural Resource Base and Environment  
 
Legumes are nitrogen-fixing crops and important in conserving nutrients in the soil. As the soil gets 
depleted of nutrients especially in areas, where a lot of wheat and barley is grown, it is important to have a 
nitrogen-fixing crop in the rotation.  Additionally, crop rotation with dry peas and lentils reduces the 
greenhouse gas emissions through fertilizer consumption and helps to make production costs more 
manageable. 
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As stated in the original 2009 grant proposal, the WDPLC sought to achieve the following goal 
and objectives: 

Goal and Objectives 

Goal   
 
The Washington Dry Pea and Lentil Commission launched an educational marketing campaign directed to 
benefit the health of the US consumer while increasing the domestic market value of legumes. The 
Commission cooperated with PulFoods, Inc. (formerly Health for All Seasons, LLC) on several consumer 
acceptance studies and marketing research activities. 
 
Objectives of the Washington Pea & Lentil Commission  
 
a) Educational Campaign  

1. Raise awareness of dry peas, lentils and chickpeas among American consumers through 
public relations and communications outreach 

2. Determine key message themes to communicate to consumers 
3. Identify a full-service communication agency with a range of expertise to carry out the 

communications strategy and assist with  the implement of the campaign 
4. Develop a communications strategy that focuses on reaching and mobilizing the target 

audience 
5. Develop a slogan and a media design identity 
6. Develop multi-media campaigning materials  
7. Launch the campaign after establishing a clear plan with budgets and time-frames 
8. Leverage partnerships to assist with implementing the campaign and maximize reach 
9. Measure impact and success of campaign 

b) Partnership Activities 
1. Support consumer research and acceptance studies of the first ready-to-eat legume-based 

cereal prototypes developed by Pul Foods, Inc. (Note: These cereal samples did not have 
a brand name or package during the study. They were generic cereal samples tested 
blindly)  

2. Participate in collecting data and formulating results of the consumer research and 
acceptance studies 

 
Industry Collaborator Contributions to the Project – Pul Foods, Inc. (formerly Health for All 
Seasons, LLC) 
 
a) Developed a proto-type product that allowed WDLPC to conduct consumer acceptance research and 

obtain valuable insights into consumer preferences and motivations that could be used by WDLPC in 
shaping their marketing program to foster development of new value added uses and for use by other 
food product developers who wanted to create new products; 

 
b) Contributed product samples that were used in consumer research; 
 
c) Shared with WDLPC their own consumer research on their branded product to assist WDPLC 

improve their educational campaign. 
 

Scope:    To increase awareness and acceptance of legume-based foods amongst US consumers 
 
Timeframe:    Initiate in September 2009 and complete by September 2010 
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Educational/Marketing Campaign 
 
Today, US consumers are not as aware of the health benefits of legumes as they are about milk, soybean, 
and grains. An investment in education is necessary to convert consumer "interest" into "intent". As 
described in the work plan, the WDPLC would launch a campaign in 2010 to educate consumers about the 
benefits of legumes with the end goal of consumers accepting legumes as a tasty, healthy food alternative. 
The campaign tools would be product-neutral and useful for any current and future legume product 
manufacturers, growers and traders. 
 
The Commission identified and contracted with Edelman, a full-service communication agency with a 
range of expertise to carry out the communications strategy and assist with the implementation of the 
campaign. In order to determine the key message themes to communicate to consumers and develop a 
communications strategy, slogan, materials, media and public relations plan, a consumer perceptions 
study needed to be conducted first. Edelman worked with research company, Kelton Research, to conduct 
a survey to further define DPLC’s core consumer audience and identify how to best reach this market. 
Results helped Edelman to draft key messaging for outreach, identify key areas of interest and determine 
key audiences. 

Consumer Perceptions Study 
 
A national online survey of 717 household grocery purchasers, with half purchasers of dry peas, lentils, 
chickpeas, or products that contain them, and half non-purchasers of these items was conducted. The 
survey was fielded January 6th – 13th, 2010. The survey was programmed and hosted by Kelton Research. 
The respondents were asked a series of questions about their purchasing habits for household groceries 
and perceptions of dry peas, lentils, and chickpeas. The recent study findings helped us to further define 
the dry pea, lentil, and chickpea core consumer audience and identify how to best reach this market.  
 
Key Findings: 

1. The top 3 reasons people are motivated to purchase new food products are 
coupons, free samples and in-store discounts. 

2. Overall, people are unaware about the health benefits (antioxidants, protein, fiber, 
folate, etc.) dry peas, lentils and chickpeas offer. 

3. Most people feel they don’t eat enough vegetables in their daily diets. 
4. The top 3 reasons for purchasing dry peas, lentils and chickpeas are to make 

soups, because they enjoy the taste and to cook homemade chili. 
5. People are confused about which products contain dry peas, lentils and chickpeas 

(pasta, pretzels, etc.). 
6. More than half of familiar non purchasers believe that dry peas, lentils and 

chickpeas are not good tasting. 
Key Takeaways: 

» Create a PR campaign to dispel myths about DPLCs.  Currently, grocery shoppers are not 
aware of the nutritional attributes of DPLCs, do not necessarily feel they are affordable, and 
believe that only organic products contain them.  By updating the approach to reach consumers 
via the internet, partnering with more traditional outlets such as gyms and schools, and even 
encouraging people who already purchase these items to spread information word of mouth would 
help get more accurate information about DPLCs to the public. 
 

» Overcome the taste barrier.  Many people who do not purchase DPLCs note that they do so 
because they don’t (or believe they wouldn’t) like the taste.  Free samples and new recipes that 
cater to the taste preferences of these shoppers may increase the chances they’ll try, if not like, 
DPLCs.  Set up free sample counters in grocery stores and develop new spins on classic American 
cuisines to make these current non purchasers regular buyers. 
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» There is interest in DPLCs among Non Purchasers.  The chance to bring in new customers is 
out there; those individuals indicate that knowing DPLCs are high in fiber, protein, and 
antioxidants are all attributes that increase purchase intent.  Aside from education, coupons would 
also make them more interested in buying as cost is an important factor for these shoppers when it 
comes to buying their vegetables. 
 

Edelman’s goals for the Washington Dry Pea & Lentil Commission (WDPLC) February – September 
2010 PR plan were to raise consumer demand by reaching consumers online and through print while also 
building awareness among the foodservice industry which also aids in the dissemination of key messages 
to consumers. To do this, the campaign needed to tout the nutrition attributes/health benefits, functional 
properties, product development innovations and usage ideas to each of these audiences by reaching them 
in strategic ways and at relevant events. To reach consumers, the campaign targeted key bloggers with 
large followings and top food/health media contacts and conducted a consumer-focused survey to find out 
what would move them to purchase dry peas, lentils and chickpeas. To reach foodservice, efforts were 
focused on reaching corporate research chefs and restaurant chefs through top events and e-newsletters 
containing relevant DPLC news and information.  
 
The agency was directed to launch the educational campaign, execute public relation activities, and 
design/print campaign materials in early February 2010. Below is the list of campaign activities that were 
performed over the project's duration: 

1. Developing key messages aimed at consumers, including tagline recommendations 
2. Creating and printing communicative tools to translate messages to materials and signage 
3. Developing consumer-facing product fact sheet, to be used as collateral for consumer media 
4. Identifying relevant editorial calendar opportunities 
5. Developing and maintain relationships with 5-10 consumer media through outreach  
6. Distributing developed campaign materials to several media forms (newspapers, magazines, 

trade publications, internet, etc.) 
7. Reaching out to targeted consumer media with information around nutrition attributes and 

health benefits, research results, usage ideas (antioxidants, gluten-free, etc.) and recipes.  
a. Parents (pitch angles: folate, nutritional benefits, recipes, etc.) 
b. Shape (pitch angles: nutritional benefits, antioxidants, recipes, etc.) 
c. Women’s Day (pitch angles: nutritional benefits, antioxidants, recipes, etc.)  

8. Hosting an online blogger challenge among the extremely active health/foodie focused blogging 
community, and engage consumers in online contest to receive free product samples 

a. Identify top 5-10 food/health focused bloggers to participate in ‘challenge’ 
i. Host contest during summer (June 17 is ‘Eat Your Vegetables Day’) 

ii. Ask each blogger to make one meal a day that primarily includes dry peas, lentils 
or chickpeas and post recipe and image on blog 

iii. Once week is complete, ask each blogger to enter their favorite recipe into the 
contest on the DPLC website 

iv. Ask general public to vote for the recipe they think sounds and looks the best 
(each person that votes and registers on the DPLC website received free DPLC 
samples) 

v. Contest winner would receive prize (TBD). For participating, groceries for week 
are also paid for. 

vi. Announce contest updates through DPLC page and/or Twitter account (live only 
during contest) 

9. Health/Food-Focused Symposium and Foodservice Events  
a. International Association of Culinary Professionals Conference (April 21-24, Portland, OR) 
b. National Restaurant Association’s Marketing Executives Group (May 19-21, Chicago, IL) 
c. Food For Your Whole Life Health Symposium (June 6-7, New York, NY) 

10. Follow-up with foodservice contacts through bi-monthly e-newsletters 
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Design and Messaging Development 
 
Edelman used survey results to develop consumer key messages and a brand look and feel. With this 
information, Edelman developed informational materials and signage, which included coordinating the 
design and printing of signage, brochures, and booth display banners to be used for various events. 
Edelman also developed fact sheets/brochures specific to the foodservice industry, to be used as hand-outs 
at events and for trade media background. These materials can be seen in the figures below. 
 

Figures 1 & 2.  3'x8' Design for Retractable Banners for Booth Display 
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Figures 3 & 4. Bi-Fold Brochure for Foodservice and Short-Lead Trade/Consumer Media 
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Figure 6. Postcard Handout for Consumers 
 

Top 10 Reasons to Consume 
Dry Peas, Lentils & Chickpeas

1. Peas, lentils and chickpeas are excellent sources of fiber.
2. Peas, lentils and chickpeas are good sources of protein.
3. Peas & lentils are fat-free and chickpeas are low fat ingredients.
4. Peas & lentils are sodium-free and chickpeas are very low sodium.
5. Lentils and chickpeas are good sources of iron.
6. Lentils and chickpeas are excellent sources of folate.
7. Lentils are a good source of potassium.
8. Peas, lentils and chickpeas are low glycemic index/load ingredients.
9. Peas, lentils and chickpeas are gluten-free ingredients.
10.Peas, lentils and chickpeas have a rich culinary history and are 

ingredients in so many flavorful, craveable foods.
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Trade/Consumer Media Outreach 
 
Edelman has conducted consistent outreach to trade and consumer media in an effort to raise demand and 
interest in dry peas, lentils and chickpeas by introducing them to DPLC. In addition to staying in contact 
with the media, Edelman also created a database of upcoming editorial calendars to ensure that the 
Commission and Edelman are informed of upcoming features and stories that target publications were 
planning to include information about peas and lentils.  
 
Outreach to consumer media focused on promoting the nutritional and health benefits and usage ideas, 
including a variety of recipes. Trade outreach also focused on the health benefits and recipes, while also 
finding trend stories that DPLCs could fit into, as appropriate. As a result of this outreach, the following 
editorial pieces were published in the magazines below. 
 
To-date, there has been an increase in category awareness in a variety of key media targets, including 
Shape, Everyday With Rachel Ray, and Self. 

 
 
              
 
     
 
 
        
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 



14 
 

 
 
 
 

 

 
Blogger Contest Recap  

 
The Kelton Research survey done earlier in the year helped to identify several misperceptions of dry peas 
and lentils that seemed to be a constant issue.  Overall, grocery shoppers are not aware of the nutritional 
attributes of dry peas and lentils and do not necessarily feel they are affordable, that consumers look 
online for recipes and information about food/nutrition and that over 55% of those surveyed say that free 
samples are a reason they would purchase/try new food items.  
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With this research, Edelman designed the 'USA Dry Pea and Lentil ‘Recipe Rivalry’ contest to inform 
consumers about the nutritional value and versatility of dry peas and lentils, while also offering free 
samples to increase purchases of the products.   
 

After identifying and partnering with six health-focused bloggers, 
the ‘Recipe Rivalry’ asked each blogger to create 7 recipes using 
primarily dry peas and lentils. After two weeks, each blogger 
entered their favorite recipe into the ‘Recipe Rivalry’ website 
designed to host the contest.  
 
On June 17th, ‘Eat Your Vegetables Day’, voting opened to the 
public to vote for their favorite recipe.  After 7 days and a total of 
1,896 votes, 38 blog posts, 544 dry pea and lentil sample requests 
(surpassing our goal of 500 requests) and 1,824 reader comments, 
the blogger from Eat, Live Run was announced the Grand Prize 
Winner! Contest winner won a 6-piece Classic set from Le Creuset 
and Dry peas and lentils for a year from the WDPLC. Also, the 1st 
500 voters received a sample bag of lentils and a recipe booklet 
from the Commission. 

 
 
 
Our overall strategies, which mapped back to research results, included: 

 Providing an incentive to bloggers to promote the contest among readers, by awarding the blogger 
with the most votes a prize 

 Hosting the contest on a stand-alone site, as a lasting way for people to find unique, versatile 
recipes featuring dry peas and lentils 

 Providing reader benefits to each participating blogger by offering a lifetime supply of dry peas 
and lentils for one of each of the bloggers’ readers 

 Providing further incentive for readers to vote, by offering the first 500 voters a free bag of lentils 
(note: this was extended to an additional 500 voters) 

 Tying a well-known and coveted cookware brand among the food community to the contest, 
adding credibility, by partnering with Le Creuset (who provided free prizes in exchange for 
inclusion on the contest site).  

 
Website Homepage: www.reciperivalry.com 
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Please see below for 3 key blogger posts that each represent a different phase in the contest: the ‘USA Dry 
Pea and Lentil Recipe Rivalry’ contest introduction, a dry pea and lentil recipe post and finally, the 
winning bloggers final post. 

 
1) She Runs, She Eats – http://runningfoodie.blogspot.com/2010/06/usa-dry-peas-lentils-chickpeas-

blogger.html 
 

 
 

2) Healthy Delicious – http://healthy-delicious.com/2010/06/pea-herb-stuffed-indian-flatbread-naan/ 

 

 

 
3) Eat, Live, Run – http://eatliverun.com/lentils-for-life/ 
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In addition, Edelman released a press release announcing the challenge, which 874 people accessed and 
received 175 pick-ups from news and food/health focused media, portals and search engines, including 
Restaurant News and About.com. Approximately 500 views took place within the first 4 hours – 
showcasing the strong correlation to the large amount of votes we received within only 7 days.  
 

 Please view the link to the press release on BusinessWire here:  
http://www.businesswire.com/portal/site/home/permalink/?ndmViewId=news_view&newsId=201006170
05382&newsLang=en 
 
Health/Food-Focused Symposium and Foodservice Events Recap 
 
Event efforts were focused on reaching foodservice industry professionals to open their eyes to all of the 
varieties and ways to cook dry peas, lentils and chickpeas. The audience at these events include the 
writers, editors, cookbook authors, marketing professionals, and media representatives who write 
columns, develop new innovative foods, and promote the latest trends for consumers. The shows with the 
greatest opportunities to reach the target audiences above were the International Association of Culinary 
Professionals Annual Conference (IACP), the National Restaurant Association’s Marketing Executives 
Group Conference (NRA/MEG), and the Food for Your Whole Life Health Symposium. Edelman also 
helped to support Food For Your Whole Life from a consultancy perspective. 
 

International Association of Culinary Professional Conference 
 

The International Association of Culinary Professionals event provided the Commission the opportunities 
to sponsor a luncheon (with Le Creuset as a co-sponsor) and host a booth at the event’s Expo. 
 
The luncheon took place on the first day of the conference, when approximately 800 members and guests 
arrived, and were ready to begin their event experience. Here, the Commission showcased products and 
recipes, including salads, appetizers and soup, to a captive audience of industry professionals and media 
representatives, including famed New York Times Food Editor, Kim Severson and former Gourmet 
Magazine Editor-in-Chief, Ruth Reichl. As a sponsor, the Commission also placed a recipe and 
information-filled brochure and product samples at each place setting and was recognized on event 
signage, the AV screen backdrop and on the menu. 
 
The IACP Culinary Expo, which took place on the final day of the conference, was an educational event, 
held as part of the Annual Conference. The Expo attracted food and beverage authorities from around the 
world as well as culinary professionals in the greater Portland area. DPLC served samples of a delicious 
Lentil Salsa with a Lentil Tortilla Chip and handed out informational brochures. 
 
For the remainder of the conference, attendees were abuzz about dry peas and lentils, resulting in not only 
dozens but HUNDREDS of positive comments and Tweets from chefs, cookbook authors, bloggers and 
others in the food industry. 
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National Restaurant Association’s Marketing Executives Group 
 

At this year’s National Restaurant Association and Marketing Executives Group Spring 2010 Conference, 
the Commission sponsored the opening-night cocktail reception where DPLC recipes were featured and 
served to conference attendees. The opening night of the annual conference was a great time for DPLC to 
be involved, as it was well-attended, and allowed Jennifer William, WDPLC and Brooke Dale, Edelman 
the opportunity to network for the remainder of the event.  
 
DPLC had the opportunity to showcase two recipes, a lentil salsa and lentil dip, to a captive audience of 
industry professionals as well as MEG’s Board of Directors, who represented restaurant chains including 
California Pizza Kitchen, Noodles & Company, Dairy Queen and Sherri’s.  Following the cocktail 
reception, the night continued with a sit-down dinner where attendees had an opportunity to network at 
their tables. 
 
At the event, Commission signage and a booth including brochures and a display of dry peas, lentils and 
chickpeas were shown. The booth served as an ‘ice breaker’ as several attendees stopped by to take a look 
at the ingredients on display as well as to pick up the brochures, which included recipes and information 
about dry peas, lentils and chickpeas. The sponsorship also included Commission recognition in the 
solicitation and meeting brochures, “thank you” signage at the event as a sponsor and verbal thank you 
and logo recognition on the slide presentation during dinner. 
 

Food For Your Whole Life Health Symposium 
 
Open to the general public, health professionals and media, Food for Your 
Whole Life explored how food and lifestyle choices affect overall health and 
well being during each phase of life. The Commission participated as an 
exhibitor and sponsor. 
http://www.foodforyourwholelife.org/symposium/index.cfm 

Food for Your Whole Life brought together internationally recognized researchers, clinicians, educators 
and health experts who presented the latest research on age-based nutrition for optimal health. Eating well 
is important at any age; this symposium was designed into two days of activities: 

Sunday, June 6, 2010: A public forum open to all. Attendees learned more about how to better care for 
themselves and their family – at all stages of life – through exhibits, presentations, cooking 
demonstrations and exercise sessions appropriate for various ages. Experts included Drs. Mehmet Oz, 
Michael Roizen and David Katz helped to demystify healthy choices, appropriate for anyone. 

Monday, June 7, 2010: Day two was open to health professionals and media only. World renowned 
health experts and leaders offered the latest research and unique insight into the best foods, vitamins, 
minerals and lifestyle behaviors correlating to various life stages. Attendees left understanding age-related 
links between nutrition, disease and health, better able to advise patients on nutritional recommendations 
that can help them achieve optimal wellness. 

Edelman assisted the Commission leading up to the event by providing suggestions for which of the top 
health influencers and media contacts to meet with events to attend and ways to engage and follow-up and 
provided materials. The agency assisted after the event with contact engagement and follow-up with these 
individuals and organizations.  
 

» Dry peas, lentils or chickpeas were included in one dish in Mollie Katzen’s Cooking Challenge  
» Recipe created with DPLCs was included in a recipe brochure for attendees (see recipe card)  
» Name/logo on event signage  
» Exhibit Table at both days of the Symposium (sampling lentil salsa)  
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» Logo and link on www.FoodForYourWholeLife.org  
» Paragraph describing the Commission and DPLCs in the media kit 
» Half page write-up about dry peas, lentils, and chickpeas in event program book 

 
The first day focused on consumer health and nutrition issues and day two was set up for health 
professionals and offered continuing education credits. Attendance was sold out, with over 1,200 
consumers and 500 health professionals in attendance.  
 
The WDPLC collaborated with the Northern Pulse Growers Association (NPGA) and co-sponsored the 
event along with five other affiliates including the American Institute for Cancer Research, Health Corp, 
the New York State Dietetic Association, Pear Bureau Northwest and USA Pears and the Wild Blueberry 
Association of North America.  Kaye Effertz, NPGA Marketing Director, Jennifer William, USADPLC 
Food Marketing Manager and Dr. Mehmet Tulbek, Northern Crops Institute manned the booth.   A 
delicious lentil salsa was served and received rave reviews from attendees. Recipes and information were 
handed out throughout the event and many people were surprised at the diverse use of pulses in recipes. 
 
The symposium addressed the growing need for evidence based research and information for health 
professionals so they can properly provide advice and recommendations on diet and nutrition to promote 
better health and to treat specific issues at each stage of life. This symposium offered preventive strategies 
that incorporate nutrition information into day to day clinical practice, evidence-based research about food 
and health trends and issues, as well as the psychological aspects of healthful eating. Collectively, 
attendees were provided an overview and practical summary of the latest information on nutrition and 
health presented by leaders in scientific research, dietetics, the culinary world and in physical fitness. 
 
The meeting bridged the gap between research and practice and provided new knowledge that can easily 
be applied to practice. Recent research shows obesity rates have come to a plateau but by no means are 
they going away and this issue continues to be a major public health concern. Additionally, consumer 
surveys indicate great interest and, unfortunately general confusion regarding portion control, food 
choices and labeling. Therefore much more education is needed. 

Program 
Sunday, June 6, 2010 - Public Forum 

10:30 – 12:00 Registration, health screenings, exhibit tables 

12:00 – 1:00 
Mehmet C. Oz, MD, FACS, Host, The Dr. Oz Show; Columbia University Medical Center 
America’s Wellness Tipping Point 

1:00 – 2:00 
Michael F. Roizen, MD, Cleveland Clinic Wellness Institute 
Food For Your Whole Life 

2:00 – 2:20 
Petra Kolber's Stretch Break 
Fitness expert and motivational speaker 

2:20 – 3:10 
David L. Katz, MD, MPH, FACPM, FACP, Yale University Research Center 
Food for Your Whole Family 

3:10 – 4:00 
Brain Wansink, Ph.D, Cornell Food and Brand Lab 
Influencing Better Food Choices in Children 

4:00 – 4:50 Mollie Katzen’s Cooking Challenge 

4:50 – 5:00 Closing remarks 

 
Monday, June 7, 2010 - Health Symposium 

7:00 – 8:30 Check-in, continental breakfast, exhibit tables 

8:30 – 8:40 Welcome – Keri M. Gans, MS, RD, CDN, New York State Dietetic Association

8:40 – 9:30 
Roger Clemens, Dr.PH, CNS, FACN, FIFT, University of Southern California
Weighing the Evidence for Health 

9:30 – 10:20 
David L. Katz, MD, MPH, FACPM, FACP, Yale University Research Center 
From the Beginning 

10:20 – 10:35 Petra Kolber's Stretch Break 
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10:35 – 11:25 
Elisa Zied, MS, RD, CDN, Author, Nutrition Consultant 
Teenage Years: Coming of Age 

11:25 – 12:15 
Karen Collins, MS, RD, CDN, American Institute for Cancer Research  
Reaching for Independence 

12:15 – 1:15 LUNCH (provided) 

1:15 – 2:05 
Brian Wansink, Ph.D, Cornell Food and Brand Lab 
Mindless Eating 

2:05 – 2:55 
Joan Sabaté, MD, Dr.PH, Loma Linda University 
Nutrition During Transition 

2:55 – 3:45 
James Joseph, Ph.D, Tufts University 
Successful Aging 

3:45 – 5:05 
Michael F. Roizen, MD, Cleveland Clinic Wellness Institute 
YOU and Your Genes: How Lifestyle and Foods Change Everything 

5:05 – 5:15 Closing remarks 

 
At the conclusion of the symposium, attendees were able to: 
  

 Identify the important role whole foods play in health and wellness throughout life utilizing 
evidence and science based innovative models and methods. 

 Understand the prevailing theories of chronic illnesses such as obesity, diabetes, cardiovascular 
disease, cancer and stroke and the simple lifestyle changes (food and exercise) that can be put into 
practice to support and improve outcomes. 

 Obtain evidence based information that can be applied and translated into knowledge sets, skills 
and practical tips to be utilized with patients, peers and the general public. 

 
Attendees were able to take many useful tips and techniques back to their practices. They were able to 
identify and develop a philosophy of nutrition education and health promotion that is necessary and 
consistent with today’s attitudes, values and beliefs across the lifespan. Additionally attendees learned the 
skills and gained the ability to assess and recognize the various needs of their clients/patients and the 
general public. 
 
Overall, the symposium was a great success for the pea and lentil industry. Most consumers and health 
professionals are aware of pulses and know about the nutritional attributes. However many people had not 
seen the variety of colors and sizes and did not know about the culinary diversity of pulses and how easy 
they are to incorporate into the diet. The Food For Your Whole Life Symposium was a very beneficial 
event for the Commission in its effort to reach consumers.   
 
 Photos (1st Row):Jennifer L. William, WDPLC Marketing Manager, Kaye Effertz, Northern Pulse Growers Assn., Dr. Mehmet Oz, Dr. Mehmet 
C. Tulbek, Northern Crops Institute; Photos (2nd Row): Beauty Shots for Printed  Event Materials 
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E-newsletters  
 
Edelman’s goal for the electronic newsletter is to build awareness among the foodservice industry with 
information about DPLC’s key nutrition attributes and health benefits, functional properties, product 
development innovations and usage ideas. Although aimed directly at contacts of the foodservice industry, 
the messaging could be easily communicated to consumers. 
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Edelman first developed, and has continued to maintain, an 
ongoing database of over 400 key foodservice contacts, 
including chefs, purchasing contacts, operations influencers 
or educators, key marketing contacts. Next, Edelman 
managed the design, content and delivery of the newsletter, 
basing the content off of timely trends and news relevant to 
DPLC. 
 
The first newsletter included an introduction to the 
newsletter, information about upcoming events the 
Commission would be attending, a recipe from the blogger 
contest, and relevant news articles. 
 
The second newsletter included an overview of fall harvest, 
information about upcoming events the Commission would 
be attending, fall recipes, information about National Split 
Pea Soup Week in November and a notice about a relevant 
feature in Cooking Light. 
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Results 
 
Over the course of the project, the Commission has developed relationships with several top contacts in 
the traditional/online media and foodservice industries. Moving forward, the Commission plans to take the 
relationships started and continue to maintain them through consistent outreach efforts and engagement 
strategies. This will help to ensure that the dry peas, lentils, and chickpeas remain on the radar screens of 
key media and foodservice contacts as they are planning for upcoming features and opportunities 
engaging consumers. 
 
Partnership Activities with Industry Collaborator  
 
In order to most effectively communicate the benefits of legume nutrition to the consumer, the 
Commission hoped to introduce the idea of a generic legume-based cereal sample that incorporates 
legumes. It was ideal that the educational campaign was launched just as a new legume-based product 
prototype was used to evaluate consumer acceptance of legumes in value-added foods. Pul Foods Inc. 
(formerly called Health For All Seasons, LLC), has used an innovative food processing technology to 
develop new ready-to-eat legume-based foods. Their product formulations contain 70% or more legumes 
in combination with other essential ingredients to create a gluten-free health food.  
 
By October 2009, Pul Foods, Inc. had developed a line of legume-based products for retail food 
categories– ready-to-eat breakfast cereals (RTEC) and savory snacks. They conducted the product 
concept, design, process and flavor evaluations for market-ready product prototypes. The cereal 
prototypes (no packaging, no brand name, and no marketing images) were assessed by consumers through 
a series of consumer acceptance tests conducted by the National Food Laboratory. These products are 
poised to become great tasting alternatives to the health conscious US consumer seeking allergen-free, 
high-protein, high-fiber, low-fat, low-sugar options to whole grain and soy.  
 
Pul Foods, Inc was responsible for providing the prototypes as samples in order to aid the Commission in 
its objectives to gain visibility for US dry peas, lentils, and chickpeas as viable ingredients in value-added 
foods. The WDPLC has begun developing clear, generic messages urging consumers to incorporate 
legumes and legume-based products in their diets. Pul Foods continues to support the US legume growing 
and trading community by providing consumer-analysis and market-research feedback relevant to 
improving WDPLC’s educational campaign. 
 
As stated in the original proposal, the following research would be conducted as joint projects in three 
phases: 

1. Phase 1 - Descriptive analysis of legume product prototypes  
2. Phase 2 - Studying consumer acceptability of flavored legume RTECs  
3. Phase 3 - Studying the consumer (kids) by focus-group studies (child nutrition directors) 

 
Thus far, Phase 1 and Phase 2 were conducted in a sensory laboratory by the National Food Laboratory. 
Details of the testing procedures and results can be found below: 
 
Background 
 
Two cereals and two snacks made using pulse legumes (DPLCs) were assessed for consumer acceptability 
at the NFL’s facilities (The National Food Lab).  
 
Objectives 
 
The primary objective is to assess the relative consumer acceptance of cereals and snacks made with the 
pulse legumes (DPLCs). 
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Methodology 
     

 Central location testing was conducted at The National Food Lab on February 5, 2010. 
 Randomly assessed pre-recruited respondents participated in this test. 
 Respondents evaluated 2 cereal pairs in a monadic-sequential manner (i.e., one at a time, one after 

the other).  After they had tasted both pairs of cereals, they then evaluated 2 samples of snacks in 
a monadic-sequential manner.  The respondents were then asked to read the following 
concept/description- Introducing 100% Natural, Wholesome Pulse Cereals- made from the seeds 
of pod-bearing pulse legume seeds (split-peas, dry beans, chickpea and lentils). 

 
Products Obtained From: Pul Foods Inc. (formerly Health for All Seasons, LLC) 
      
Date Products Received: February 2, 2010 
 
Holding Method:    Ambient 
 
Test Location:     The National Food Laboratory, Livermore, CA 
 
Test Date/Time:     February 5, 2010 
  
Test Type:     Consumer Acceptance Test 
 
Test Design:     Using a background screening document, randomly assessed respondents 
     were pre-recruited to come to The NFL’s testing facility to participate in  
     this taste test.  
 
Respondents evaluated 2 pairs of cereal in a monadic-sequential manner (i.e., one at a time, one after the 
other). After they had tasted both the cereal samples they were asked to evaluate 2 snacks in a monadic-
sequential manner.  Cereal samples were served in white disposable bowls and respondents added their 
choice of milk to each sample (2% Milk or Rice Milk).  The snack samples were served in a 5oz bowl.  
All samples were coded with a 3-digit number. Respondents were instructed to consume as much of the 
sample (from the given) as they need to form their opinions, then complete a self-administered 
questionnaire (automated on a computer screen).  The serving order was balanced such that each pair of 
cereals (control & test) and each sample within a pair is seen in each serving position approximately an 
equal number of times.  At the end of the taste test, a concept evaluation was done. For costing purposes, 
it was assumed that respondents can complete the evaluation in 60 minutes. 
 
Serving Size:     Cereal- ½ cup of cereal with their chose of milk 
                                                    Snack-1/2 cup of snacks 
 
Concept Evaluation:    Introducing 100% Natural, Wholesome Pulse Cereals- made from the  
     seeds of pod-bearing pulse legume seeds (split-peas, dry beans, chickpea  
     and lentils). 
 
Number of Responses:   112 for cereal study and 112 for snack study 
                                        
Screening Requirements:  Males and females, Ages 29-55, Consumers of healthy cereals,   
     consumers of healthy snacks and crackers, positive to the test flavors and 
     shop at natural stores like Whole Foods or Trader Joe’s type of stores and 
     of mainstream grocery stores like Safeway or Raley’s stores. 
 
Questionnaire Administration: Self-Administered (Computer screen) 
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Results for DPLC - Cereals 
 
Overall Liking: 

1. When DPLC cereal was tested without bias (no control sample eaten before test sample): 87% of 
the population ranked it as like or higher. 

2. When DPLC cereal was tested with bias (control sugary cereal eaten before test sample): 44% of 
the population ranked it as like or higher. 

 
Overall Appearance: 

1. When DPLC cereal was tested without bias (no control sample eaten before test sample): 100% of 
the population ranked it as like or higher. 

2. When DPLC cereal was tested with bias (control sugary cereal eaten before test sample): 74% of 
the population ranked it as like or higher. 

 
Overall Texture: 

1. When DPLC cereal was tested without bias (no control sample eaten before test sample): 87% of 
the population ranked it as like or higher. 

2. When DPLC cereal was tested with bias (control sugary cereal eaten before test sample): 56% of 
the population ranked it as like or higher. 

 
 
Overall Crunch: 

1. When DPLC cereal was tested without bias (no control sample eaten before test sample): 80% of 
the population ranked it as just about right. 

2. When DPLC cereal was tested with bias (control sugary cereal eaten before test sample): 80% of 
the population ranked it as somewhat too crunchy. 

 
Overall Flavor: 

1. When DPLC cereal was tested without bias (no control sample eaten before test sample): 79% of 
the population ranked it as like or higher. 

2. When DPLC cereal was tested with bias (control sugary cereal eaten before test sample): 50% of 
the population ranked it as like or higher. 

 
Overall Purchase Intent: 

1. When DPLC cereal was tested without bias (no control sample eaten before test sample): 74% of 
the population ranked it as probably would buy. 

2. When DPLC cereal was tested with bias (control sugary cereal eaten before test sample): 74% of 
the population ranked it as probably would not buy. 

 
Results for DPLC - Snacks 
 
No bias was applied for snack testing. DPLC snacks ranked on an average as follows- 

1. 70% acceptance in Overall Liking and Appearance 
2. 90% acceptance in Texture and Crunch 
3. 50 % acceptance in Flavor  
4. 60% acceptance in Purchase Intent 

 
Results for Concept 
 
On an average, 65% of the population tested was interested in buying and trying the product.  
Note: While reviewing above results, please note that the products were a 100% natural with a less 
sugary or salty taste profile and no dairy flavors. If flavored with artificial mainstream flavors like 
cheese/barbecue, the acceptability of the product can be improved.  
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School Nutrition Association Conference - July 10-14, 2010, Dallas, TX 
 
In Phase 3, the Commission decided to conduct an informal focus-group study with Child Nutrition 
Directors from across the US at the School Nutrition Association Conference. Commission staff and 
representatives from Pul Foods, Inc. shared an exhibitor booth and jointly promoted dry peas, lentils, and 
chickpeas in raw form, flour form, and in the form of a delicious new cereal that has been found to be well 
received by kids. 
 
Crunchfuls ( the ready-to-eat (RTE) cereal now branded), a revolutionary new cereal made primarily from 
DPLCs was a hit with attendees at the Dallas School Nutrition Conference. The WDPLC and Crunchfuls 
team highlighted the healthful benefits of eating these ingredients and the convenience of serving them to 
children in a form that they love – cereals and snacks that are crunchy and filling. The team also educated 
the consumers about the farmers who grow these crops, the highly sustainable and eco-friendly aspects of 
these crops and the need to increase consumption. 
 
Key benefits that were shared with booth visitors from 36 state school districts were: 
 � New and convenient way to add variety to the diet 
 � Rich and gentle source of pure protein and fiber from a DPLC cereal 
 � Complete source of essential amino acids 
 � Excellent source of gentle soluble and insoluble dietary fiber 
 � Contains a full serving of vegetables 
 � Low glycemic and highly satiating 
 � Supports probiotic health contains prebiotic dietary fiber superior to bran fiber 
 � Free of allergens- gluten, dairy, soy and nuts 
 � No artificial flavors or protein isolates 
 � Vastly superior to any competitive ready-to-eat gluten-free or mainstream crunchy products 
 � Benefits to the farmers – increased acreage, higher demand 
 � Get recommended 2-3 servings of split peas, lentils and beans in a delightful new product 

 
The attendees showed keen interest. After tasting the cereals and listening to the Crunchfuls story, many 
brought their friends and colleagues to sample the products and discuss the possibility of including 
Crunchfuls in their school nutrition programs. Many visitors of the booth were greatly surprised by the 
taste, texture and flavors offered by the new products. Several child nutrition directors and menu planners 
suggested that the product be offered in single-serve eco-friendly cups or bowls.  
 
The product showcase drew many consumers. Among them, the Executive Director of Food Services; 
New Haven Public Schools, Timothy Cipriano. In his blog, Chef Tim called Crunchfuls “fantastic”. 
USDA, Deputy Administrator Audrey Rowe visited the booth and expressed her excitement for the 
product. The key to realize is the sudden change of perception when consumers realize that DPLCs are not 
just about soups – but can make excellent cereals and snacks that are far superior to whole grain and soy. 
With the opportunity at the SNA, Crunchfuls turned thousands of visitors to the booth into believers of 
superior and convenient nutrition from DPLCs. 
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Top Left: Chef Tim Cipriano, USDA’s Audrey Rowe and White House Chef Sam Kass at the School Nutrition Assn. Conference. 
Top Right & Bottom Left: WDPLC Staff, Jennifer William, Brenda Udy, and Crunchfuls team members Sandeep & Deepa Shenoy 
Bottom Right: Display of DPLCs and materials 

 
Industry Collaborator Outcomes  

 
Consumer Analysis and Market Research Feedback 

 
Crunchfuls Consumer Data  

 70% are mainstream consumers and 30% are gluten-free seekers 
 Crunchfuls is loved by children and teens which is a driving factor 

for purchases by parents/grand-parents. 
 
Market potential in the $17 Billion US cereal & snack market of 300 
Million consumers  

 Consumers are looking for healthier options (high protein, fiber, 
complex carbs and pre-biotics)   
 

Consumer Types Market Potential 
Dieters (31%) 93  Million Consumers 
Metabolic Syndrome (16%) 48  Million Consumers 
Wellness and Athletes (12%) 36  Million Consumers 
Diabetics (7%) 21  Million Consumers 
Digestive Health (20%) 60  Million Consumers 
Gluten-free buyers (8%) + Gluten allergies (1%) 24  Million Consumers 
Ref. Datamonitor 2008 

 
The consumers of the SF Bay Area where Crunchfuls is sold in about 40 supermarket locations: 

1. Are pleasantly surprised and quickly embrace the idea of eating lentils and split peas in the 
form of cereal or snack 

2. Do understand that they should eat more servings of lentils and split peas than they 
normally do 

3. Are now more familiar with the healthful benefits of these ingredients 
4. Know that pulse/legumes have high protein, fiber and complex carbohydrate content 
5. Are now aware that split peas and lentils are “better than whole grain and soy bean” 

because of the product experience – satiety, digestive health and higher energy levels 
convinces them 
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Evaluation of Consumer Type & Perceptions 
 

The consumers perceptions have allowed consumers to embrace Crunchfuls – especially mothers looking 
for better cereal and snack options. The evaluation occurred on Whole Foods type of consumer;  superior 
products seeker,  willing to pay a higher price, generally well educated, and looking for natural and 
organic nutrition. 
 
Key findings: 

 Consumers associate healthy foods with concepts like “Whole Grain” and “Soy” 
 Very few consumers eat DPLCs on a regular basis. 
 Consumers are generally aware that DPLCs are healthy but don’t know the exact benefits 
 Once consumers are explained the benefits – they readily accept the scientific facts 

provided to them 
 Consumers rate convenience as extremely important – Most consumers eat breakfasts on 

the go – as a snack form or a bar that is dry and ready-to-eat out of a bag 
 Taste is extremely important and ahead of all other considerations 
 Few consumers know that legumes are grown widely in the US. Consumers understand the 

value of eating local and US grown commodities but don’t associate it with eating DPLCs 
 The products exceeded consumers’ expectations for taste and texture in sensory studies 
 The DPLC cereal was very well received in sensory testing (90% acceptability with taste, 

texture and crunch) and continued to be accepted in market after launch 
 The DPLC snack faired very well in test market and is also ready for launch 

 
PulFoods, Inc. did not receive grants from the Federal State Marketing Improvement Program. As a 
3rd Party Contributor of the project, they did contribute $25,000 as a match. Below is a table that shows 
how much was contributed as a match and what the match consisted of. 

  
Joint nationwide education campaign 
activities with WDPLC  

 
Contribution ($) 

1. Promotions and Public Relations 
2. Concept & Perception Studies  
3. Product Sampling and Evaluation 

$10,000 
$10,000 
$5,000 

Total $25,000 
 
Lessons Learned  
 
What about the campaign approach was especially effective in advancing the Commission's goals?   
Engaging with key targets – consumer and trade media and foodservice contacts - in creative ways on a 
regular basis made the campaign successful. This was done in several ways, including releasing a 
quarterly newsletter to our database of over 400 foodservice contacts, coordinating blogger engagement 
through the recipe contest and attending relevant industry and media events. Also, the Kelton Research 
survey helped to identify several misperceptions of dry peas and lentils that seemed to be a constant issue, 
which could then be integrated and addressed in campaign strategies.   
 
Did the project meet its objectives?  
Over the course of the project, the Commission began developing relationships with several top contacts 
in the traditional/online media and foodservice industries, which was the primary goal. Efforts were 
focused on reaching 1) the foodservice industry (corporate research chefs and restaurant chefs) through 
top events and e-newsletters containing relevant DPLC news and information and 2) consumers through 
engaging key bloggers with large followings, reaching out to top food/health media contacts, and 
conducting the consumer-focused survey to find out what would move them to purchase dry peas, lentils 
and chickpeas. 
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Is there anything in the campaign that did not work, or that the Commission would have done 
differently? 
The Commission learned that NRA MEG event was not reaching the target audience, which was those 
who made decisions related to menus at restaurants. Also, after interacting with key consumer media 
targets, the Commission found that media is most interested in products containing the raw ingredients, 
versus the raw dry peas, lentils, and chickpeas alone. The Commission has decided to shift efforts a bit to 
pursue brand partnerships with well-known companies (including Amy’s Kitchen, Barilla, etc.), identify 
co-marketing opportunities to leverage in media outreach, at industry and media events, and to include a 
database of these products on the Washington Dry Pea & Lentil Commission website to increase 
awareness amongst consumers. 
 
National Marketing Campaign helped shape the future direction of Commission's PR activities and 
priorities 
Through the work the Commission has done, there have been new relationships established with media 
and foodservice industry contacts. Moving forward, the Commission plans to take the relationships that 
were started and continue to maintain them through consistent outreach efforts and engagement strategies. 
This will help to ensure that dry peas, lentils, and chickpeas are on the radar of key media and foodservice 
contacts as they are planning for upcoming features and opportunities. 
 
Success of the recipe competition, worthiness of hosting next year, and changes to the format.  
The blogger recipe competition was a great success for many reasons. In this type of project, a lot of the 
success depends on the involvement of top tier bloggers. Bloggers were encouraged to participate was 
including a cookware set from a very well-known brand (Le Creuset) in the prize package. Within two 
weeks of reaching out to a strong list of blogger candidates, participation was secured from 6 top tier 
foodie bloggers, with a large and dedicated following. This increased the number of readers reached as 
these bloggers already had large numbers of people reading their blog on a very regular basis. (Note: The 
Commission kept prize package costs down by leveraging the relationship with the Le Creuset contacts, 
which were made at the International Association of Culinary Professionals event earlier in the year. Le 
Creuset donated the cookware set in return for the inclusion of their logo on all contest materials.) 
 
Also, throughout the contest, participating bloggers were not only encouraged to blog about recipes using 
peas, lentils and chickpeas frequently, but also encouraged reader participation through product 
giveaways.  This increased the amount of online chatter and participation (the contest generated 1,896 
votes, 38 blog posts, 544 dry pea and lentil sample requests - surpassing our goal of 500 requests - and 
1,824 reader comments). A side benefit from this project was getting to use the blogger recipes (e.g. 
inexpensive way to develop recipes). 
 
If the Commission were to change anything, there would not have been a website created or the contest to 
live on, and bloggers would have hosted the challenge on their blogs instead. This would have helped to 
reduce costs and make the contest a bit more streamlined.  
 
Response from magazine editors and the other representatives since the project end date.  
The Commission has been in contact with members of top trade media since the project end date and have 
had an overwhelmingly position response. This has presented the Commission with the ideal opportunity 
to walk through all of our key messaging (nutrition attributes/health benefits, functional properties, 
product development innovations and usage ideas) with these members as well as showcase information 
that might not be as well-known, such as the flours.  
 
Top Trade Media: 

1. Fare Magazine: Fare is a cross-channel foodservice magazine for operators in 
on-the-go and nontraditional segments, including convenience stores, 
supermarkets, college and university and mass merchandisers.  
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2. School Nutrition: School Nutrition is the official publication of the School 
Nutrition Association and is read by SNA's 53,000 plus members—the world's 
top school nutrition professionals. 

3. Flavor & The Menu:  Flavor & The Menu is dedicated to all aspects of flavor and 
menu development as it relates to all areas of food-service and includes coverage 
of flavor trends, forecasts and strategies.  

4. QSR magazine: QSR is edited for business leaders, owners, and other members of 
the quick service restaurant industry. 

5. Plate: Plate is completely dedicated to food and the menu, focusing exclusively 
on the creative, culinary side of the business.  

6. Chef Educator Today/Chef Magazine: Chef Educator Today/Chef Magazine are 
the key resources for professional development and enhancement for culinary and 
baking/pastry arts educators. 

 
Brand partnerships will increase awareness of consumer products that use DPLCs as ingredients     
The brand partnership activity is a program that the Commission is pursuing in early 2011. The 
Commission is currently working to establish relationships with key companies (that use USA dry peas, 
lentils and chickpeas in their products) to identify marketing co-promotion opportunities. As an end result, 
we’d like to showcase these brands/products on the industry website, leverage the brands in media 
outreach and showcase them at relevant industry and media events. 
 
Project Beneficiaries 
 
This FSMIP grant project benefits not only industry members, but also members of the food industry. The 
Commission has over 5.000 members which include producers, processors, and warehouses from the 
states of Washington, Idaho, Oregon, North Dakota, and Montana.  According to the National Agriculture 
Statistics Service "Crop Values Annual Summary - 2010 Report" published February in 2011, dry peas, 
lentils, and chickpeas have a crop value of $436 million.  
 
Food manufacturers and food service companies are able to use the project results to develop new 
products, improve current  product formulations, expand their market reach, and offer more wholesome, 
healthy food products. Consumers are able to find new healthy alternatives in the market. Consumers who 
have specific health problems and/or allergies also have choices. Health practitioners including dieticians 
and doctors can recommend new products made with dry peas, lentils, and chickpeas to those with 
medical conditions. School food service operators have new options, creative recipes to feed 
schoolchildren. 
 
Conclusion 
 
The WDPLC has come to the following conclusions about the impact of the project: 
 
1. The Commission should continue to direct marketing efforts to consumers directly! 
2. The Commission should do more to educate consumers on the specific health benefits of peas and 

lentils and the benefits of growing peas and lentils to US Agriculture and farming. 
3. The Commission should seek out partnerships with other companies in the food industry that 

manufacture foods that contain dry peas, lentils, and chickpeas as ingredients and jointly promote  
DPLCs. 

4. The Commission should extend the national education/marketing campaign into the next 2-3 years!
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Appendix 
 

Ready-to-Eat, Legume-Based Cereals Product Launch  
 

Highlights: The launch of a DPLC cereal in domestic US market, market trends, promotion, media 
exposure, sales and success.  
 

Crunchfuls has been an effort of three years from concept to market. During this 
process, the Pul Foods team initiated a partnership with the WDPLC in applying 
and receiving grants from the USDA, presenting the company’s objectives to the 
growers at various WDPLC events and getting the opportunity of national 
visibility at the Dallas School Nutrition Association conference. The Pul Foods 
team is appreciative of the partnership that mutually benefits DPLC growers, 
processors and consumers of split peas and lentils.  

 
Crunchfuls™ brings to reality Dr. Deepa’s vision to create foods that improve 
health through daily nutrition based on pulse legumes or Pulseeds™. Current 
epidemics of metabolic diseases such as diabetes, obesity, digestive health, 
heart health and food allergies to wheat, soy, dairy, nuts and corn can be 
overcome on a massive scale through greater consumption of pulse legumes, an 
abundant and untapped source of nutrition that is grown in North America. 
Scientific literature, trends such as the Mediterranean anti-aging diet and 
celebrity health experts (Dr. Mehmet Oz, Dr. Neal Barnard, Dr. Perricone and 
many others) evangelize the consumption of DPLCs for better health.  
 
Ready-to-eat (RTE) foods with mainstream forms and taste made from these amazing seeds, packed with 
high protein, fiber and complex carbohydrates offer an affordable solution to consumers and satisfy 
current food trends – all natural and organic, gluten-free and allergen-free, low glycemic and satiety, low 
sodium and low sugar, sustainable and eco-friendly. 
 
Product Description 

• Crunchy and Filling or Full of Crunch 
• Complete protein (9 essential amino acids) 
• Gluten-Free and Allergen-Free  
• Low glycemic and promotes satiety (complex carbs) 
• All natural – no protein isolates or artificial flavors 
• Low Sodium, sugar and fat 
• Servings of vegetables 
• High in pre-biotic fiber for improved digestive health 
• Alternative and convenient way to consume USDA-recommended 2-3 servings of legumes/week. 

  
Moreover, Crunchfuls offers an alternative and convenient way to consume USDA-recommended 2-3 
servings of beans and lentils per week. With a pipeline of products, Pul Foods is ready to meet the tastes 
and expectations of every age group. In a matter of four months since launch in April 2010, Crunchfuls 
has captured the hearts and minds of consumers with a superior product experience that overcomes 
perception barriers associated with legumes through crunch, flavor and satiety with better digestive health. 
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  100 grams  
of 

Avg 
Protein(g) 

Avg 
Fiber(g)

Dry Bean raw  20 20 

Split Pea raw  25 25 

   Lentil raw  25 30 

Oats raw  11 17 

Whole Wheat 
flour 

14 12 

Reference: USDA National Nutrient Database 

Educating Consumers by Promoting Split Peas and Lentils on the Packaging 
 

 
 
 
 
 
 
 
  
 
 
 
 
 
 
 

 
 
 
 
 
 

 
 

Value-Addition to Growers and Processors of the Pea & Lentil Industry 
 

50,000 lbs of pulse legumes Used-to-Date to develop, make and launch Crunchfuls  
For every 10,000 units of Crunchfuls:  
 4,000 lbs of pulses are consumed for a puffed product (cereal or snack) 
 4,500 lbs of pulses are consumed for a flat product (cracker) 
 5,000 lbs of pulses are consumed for a dense product (bar) 
 4,800 lbs of pulses have been consumed 


