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Hey neighbour come and get your KOCHIA it's not welcome here.
Manage it with a soil active herbicide like #valtera or #fierce and
make it go away. #GoodByeKochia
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Grow a better tomorrow



Which pulse varieties grow best
in your zone?

APG’s new RVT app puts the
data in your hands!

www.albertapulse.com

nload on the > ANDROID APP ON
. App Store Google play



COMPETITION + GLYPHOSATE EXPRESS® SG + GLYPHOSATE
DAY 21: re-growth occurs

DAY 21: complete burn

Actual test results. University of Guelph, 2014.

7 FALL IS THE BEST TIME TO CONTROL MANY TOUGH PERENNIALS AND WINTER ANNUALS.
E X PR E S s : By adding Express® SG herbicide to your glyphosate post-harvest burndown, you’ll eliminate
SG your toughest weeds from shoots to roots with complete systemic activity and no re-growth.

What’s more, you can seed winter wheat 24 hours after your fall application and enjoy
maximum re-cropping flexibility in the spring.

CEREALS | CORN | CANOLA | PULSES | SOYBEANS
Save up to $5.50/acre with FMC Grower CashBack.

AGEoT , ‘ . @FMCAgCanada
Always read and follow label instructions. Member of CropLife Canada.
FMC and Express are trademarks or service marks of FMC Corporation and/or an affiliate.
FMCcrop.ca | 1-833-362-7722

© 2019 FMC Corporation. All rights reserved. 65833-7/19



STUDY OF CANADIAN ONLINE
CONVERSATIONS SHOW CLIMATE
CHANGE IS MOST DISCUSSED

A Canadian Centre for Food
Integrity (CCFI) study of Canadian
conversations online on food

and farming showed that there

isn’t any other issue in modern
agriculture that generates as much
conversation at the national level as
the impact that modern farming has
on the environment.

More than 2.5 million Canadians
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actively discussed the relationship
between modern farming and
climate change over the course of
two years, according to the study
called Public Opinion: a study of
Canadian conversations online on
food and farming.

“To build public trust in
our Canadian food system,
understanding first, what Canadians

AGRICULTURAL ISSUE FOLLOWED
BY GMOS

are thinking and discussing about
food and how it’s grown, is integral
to addressing consumer demands
and questions,” said Arnie Strub,
CCFI Chief Operating Officer.
“Understanding what topics
consumers are discussing, how
they’re accessing information
online and on what platforms,
and how age and regional
perspective also is a factor,
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provides greater insights for us on
how to disseminate information
as an industry and learn what our
consumers want to hear more
about, to better tell our stories to
further garner trust in our food
system through shared values.”

The research showed that GMOs
and climate change are the top
agricultural issues discussed by
Canadians in that time period, and
“the share of voice on other niche
topics, such as animal welfare, are
being greatly magnified by select
activist groups and amplified by
news media attention.”

CCFl is a national charity with a
mandate as a service provider to
help Canada’s food system earn
trust by coordinating research,
dialogue, resources and training.
Tactix was commissioned by CCFI
to utilize a powerful artificial
intelligence (Al) public opinion
research tool that crawled across
several social media platforms
and scientifically measured public
sentiment of 254,900 Canadians
between January 2017 and January
2019. By ‘listening’ to discussions
across social media platforms, the
Al tool can determine how many
Canadians are concerned about an
issue without being primed with
and influenced by questions.

The overall research objective of
this study was to uncover how
Canadians are discussing topics that
matter to the entire food system
(i.e. farmers, food processors, food
retailers, and government). The
research covered topics related

to food, health, farm practices

and specifically GMOs, hormones,
antibiotics and pesticides.

The report stated that “while
Canadians have varying opinions

on the four individual technologies
examined within the research
(GMOs, pesticides, hormones and
antibiotics), there is one common
theme all Canadians firmly associate

John Jamieson, Canadian Centre of Food
Integrity President and CEO.

with each of these technologies:
farmers. Farmers are associated
with these technologies more than
any other member of the value
chain proving that farmers are the
front line and wear the issue when
it comes to public opinion.”

This is demonstrated in the
statistics that 59% of the analyzed
discussions associated pesticides
with farmers, while only 21%
associated pesticides with
government, and only 10% with
scientists. The results are similar for
hormones, antibiotics, and GMOs.
The study also found that while
GMOs were the least associated
with farmers at 41%, this is still
substantially more than the number
of discussions that associate GMOs
with the next closest stakeholder
(government at 26%).

The report states that “the
implications on future messaging
is significant; Canadians are not
predisposed towards listening to
assurances about government

PULSE CROP NEWS

regulatory safety measures because
government is not the primary
stakeholder that is associated with
the technology. In contrast, farmers
have compelling stories and can

act as key figures for educating

the general public on agriculture
issues. And when it comes to
retailers, Canadians do not see a
role for them in telling the story
about why farmers need access to
technologies.”

To read the entire report, please visit
www.foodintegrity.ca/wp-content/
uploads/2019/05/Canadian-CFI-E-
News-May-2019.pdf .

Meanwhile a new President &
CEO started leading the Canadian
Centre for Food Integrity in June.
John Jamieson has more than 25
years of senior leadership within
Canada’s agri-food sector with

a passion for advancing public
trust. Jamieson succeeds outgoing
President Crystal Mackay, who
provided valuable leadership as the
inaugural President, CCFl said in a
news release.

“l am thoroughly excited to take on
this new role and to work with the
CCFI Board of Directors and industry
members to advance trust in
Canada’s top-quality food system,”
Jamieson said.

Jamieson comes to CCFl after
serving as the Deputy Minister

of Agriculture and Fisheries and
the Deputy Minister of Rural and
Regional Development in Prince
Edward Island. He previously served
as the Executive Director of the
Prince Edward Island Federation

of Agriculture and has a wealth of
knowledge working with various
commodity organizations. Jamieson
is also a Professional Agrologist and
Certified Nutrient Management
Planner and was previously on the
Farm and Food Care Foundation
Board of Directors and the
Dalhousie University’s Faculty of
Agriculture Advisory Committee.
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APG COLLABORATING ON TWO
PUBLIC TRUST PROJECTS WITH
FUNDING FROM THE CANADIAN
AGRICULTURAL PARTNERSHIP

The Alberta Pulse Growers (APG)

is participating in two projects for
young people under the Public Trust
theme of the Canadian Agricultural
Partnership. One of these projects
falls within the scope of Youth
Agriculture Education and the other
under Public Agriculture Literacy.

“The key to the success of these
applications was the collaboration
with other provincial grain and
livestock commissions involved

in our submissions,” said Debra
McLennan, APG’s Food and
Nutrition Coordinator.

The Canadian Agricultural
Partnership is a five-year, $3 billion
federal-provincial-territorial
investment in the agriculture,
agri-food and agri-based products
sector. It began in April 2018 and
is the successor to the 2013-18
Growing Forward 2 partnership. In
Alberta, the Canadian Agricultural
Partnership represents a federal-
provincial investment of $406
million in strategic programs and
initiatives for the agricultural sector.

In Alberta, the Canadian Agricultural
Partnership delivers programs
developed in consultation with
stakeholders. The programs are
organized under five themes:
Environmental Sustainability and
Climate Change; Products, Market

CANADIAN
== AGRICULTURAL
=== PARTNERSHIP

Innovate. Grow, Prosper,
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Growth and Diversification; Science
and Research; Risk Management;
and Public Trust.

The Youth Agriculture Education
program stream supports the
development and delivery of
effective agriculture education
programs that are science-based,
topic-driven, curricular-linked and
help students use critical thinking to
engage in meaningful and informed
conversations about issues that
affect public trust in agriculture. The
approved Crop Literacy project is a
collaboration between APG, Alberta
Barley, Alberta Canola, and Alberta
Wheat. The intent is to develop the
project in two phases.

The first phase includes teacher
and student focus groups and gap
analysis at the junior high school
level. These are completed with
the goal of identifying evidence

of current knowledge and
understanding about the impact of
crop-based agricultural production,
seeking insights about what is most
valuable and relevant for student
learning in consideration of current
curriculum, and identifying gaps in
current resources that support both
teacher and student learning.

Armed with these findings, a

second funding application will be
submitted for the next phase of

Mberton

this project which will focus on the
development of a viable educational
project about sustainable crop
farming in Alberta. The outcome

of this second phase will empower
teachers with better understanding
of agricultural topics, issues and
practices to be able to better
integrate agriculture into their
curriculum.

The Public Agriculture Literacy
program supports initiatives that
build industry communication
capacity to increase public

and consumer awareness and
understanding of agriculture

and the food production system.
This project was developed by
Taste Alberta, a working group

of advisors and partners that use
communication, education and
engagement to connect consumers
with the facts about Alberta food
and help consumers explore the
amazing range of products in
Alberta. This working group includes
APG, Alberta Canola, Alberta
Chicken, Egg Farmers of Alberta,
Alberta Turkey, Alberta Pork and
Alberta Milk.

The Be Assured Initiative is a
Millennial and Generation Z
consumer-focused communication
program that builds trust in
Alberta’s food industry. Food trends
with these growing populations

Canada



are strongly focused on choosing

health-promoting foods that are

locally and ethically produced,

and environmentally sustainable.

This project is conducted on the

premise that these generations

want to “be assured” that the

foods they eat align with their core

values. The agriculture industry

has various regulations, standards,

codes of practice and certification

programs that provide assurance to

consumers that food is produced in

a sustainable, ethically responsible,

safe manner. The goal of this

program is to increase public and

consumer understanding and trust

in agriculture, specifically when

it comes to environment, animal

welfare, health, transparency

and traceability through targeted

and simplified, non-technical key

messages. In doing so, consumers

can “be assured” that the

agriculture industry is “doing the

right thing”. “The key to the success of these applications was the collaboration with other provincial grain
and livestock commissions involved in our submissions.”

-Debra McLennan, APG’s Food and Nutrition Coordinator.

Interest-bearing portion at prime less 0.5%




NUTRITION NOTES

CAN WE GET
CANADIANS TO EAT
MORE PULSES?

By Debra McLennan, RD,
APG Food and Nutrition Coordinator

Interest in pulses has been growing  that 80% of respondents had eaten

over the years culminating in the pulses in the last six months while
United Nations declaring 2016 20% had not. Of those who did
International Year of Pulses and eat pulses, the majority ate them
the release in 2019 of the new at home and the most consumed
Canada’s Food Guide which focuses  pulse was beans, then peas closely
on increasing intake of plant- followed by chickpeas and the least
based foods. While consumers and consumed was lentils. In the 2004
health professionals acknowledge Canadian Community Health Survey®
that pulses contribute to a of 20,156 Canadians aged 19+ years
healthy diet, we haven’t really old, 13% consumed dry beans, peas
seen a huge increase in whole or lentils; British Columbia had the
pulse consumption in Canada. highest pulse consumption at 17.6%
The reasons are interesting, and and Quebec was the lowest at 10.4%.
the good news is that there are FYI, 11.3% of Albertans consumed
strategies that can help. pulses on any given day. Put another
way, the western world consumes 3.5
What does pulse consumption look kg pulses per capita per year while
like in Canada? A 2010 online Ipsos- South America, India and Burundi
Reid survey™ of 1,100 Canadian consume 10-40 kg per capita per
consumers, 18+ years old, showed year!

Pulses: From Farm to Table

is a workbook for health
professionals, teachers, and
community leaders who are
interested in doing their own
pulse food demonstrations or
pulse workshops with their
clients and students.
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Why do people in the Western
world consume so few pulses? In a
2015 Canadian study by Phillps!®,
401 urban Saskatchewan caregivers
aged 26-45 years old with children
aged 3-11 years old completed a
questionnaire that measured their
nutrition knowledge and perceived
benefits and barriers to eating
lentils. The results showed that the
caregivers perceive greater benefits
than barriers to eating lentils and
that they would like to include
lentils more often in their family
meals. Why don’t they include
more lentils? The top reasons
included lack of knowledge on how
to cook them and the belief that
their family members wouldn’t like
them. In a 2005 Australian study by
Lea on consumers’ beliefs about
plant foods, lack of knowledge and
skills, and length of time to prepare
were the main barriers to eating
plant-based foods. Fast forward

to 2019 to a study by Figueira®
looking at the knowledge, attitudes,
consumption and culinary use of
legumes in Australian consumers.
This study had 505 people respond
to an online survey and researchers
found that those who do not

eat legumes cited taste, lack of
knowledge on how to include and
prepare, time to prepare as well as
family preference as reasons why.
Interesting that the reasons why
people do not eat pulses haven’t
really changed over the years, so
the question is, what can we do?

Education is key for consumers

and health professionals. Providing
information on how to cook dry
pulses and distinguishing between
the different pulses and their
soaking/cooking times is important.
Many people are unaware that
some pulses don’t need to be
soaked before cooking or that some
pulses cook in the same amount

of time as pasta or rice. Health
professionals like dietitians also play
a key role in this area. Providing
support through print resources like
recipes and cooking information

as well as hands-on workshops
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The Mediterranean Salad Bowl is one of many healthy recipes available on the APG website.

will provide dietitians with tasty
pulse recipes and cooking tips to
help clients to overcome perceived
barriers to pulse consumption.

Recipes that focus on incorporating
pulses into existing family favourite
dishes like spaghetti sauce,
hamburgers or lasagna are an

easy, tasty way to introduce pulses
to the family. Developing recipes
that have minimal and/or easy

to find ingredients and minimal
preparation for the first-time

pulse user can help overcome the
perception that pulses take a long
time to prepare. Canned pulses
offer the perfect solution for those

who don’t have time to cook or
don’t want the hassle of dealing
with dry pulses. These are all easy
solutions that can be shared with
consumers of all ages.

Lastly, food trends and dietary
guidelines are also positively
impacting pulse consumption.
Plant-based protein started as a
trend, but | think it’s safe to say
this trend is here to stay. The 2019
Canada’s Food Guide recommends
including plant-based protein foods
such as beans and lentils. Dietary
patterns like the Mediterranean
Diet, influence pulse consumption
as they continue to have a positive

impact on health outcomes for any
population.

The key to influencing and
increasing whole pulse consumption
is getting information out to
consumers. Building an effective
website, social media presence

and supporting resources will help
consumers see that not only are
pulses healthy, but they are an easy
and tasty addition to any meal!

Do you have a question about pulse
nutrition? | would love to hear
from you! You can contact me at
dmclennan@albertapulse.com or
(780) 986-9398 ext. 109.

1. Ipsos-Reid. Government of Alberta. Factors influencing pulse consumption in Canada. 2010 [cited 2013 Jun 1]. Available from

www1.agric.gov.ab.ca/$Sdepartment/deptdocs.nsf/all/sis13117.

2. Mudryj, A. Pulse Consumption in Canada: Analysis of Pulse Consumption in the Canadian Community Health Survey. 2011. Available from

mspace.lib.umanitoba.ca/bitstream/handle/1993/4766/mudryj_adriana.pdf;sequence=1

3. Phillps T, et al. Perceived benefits and barriers surrounding lentil consumption in families with young children. Can J Diet Pract Res. 2015;76:3-8.

4. Lea, E, et al. Australian adult consumers’ beliefs about plant foods: a qualitative study. Health Educ Behav. 2005;32(6):795-808.

5. Figueira, N, et al. Consumer understanding and culinary use of legumes in Australia. Nutrients 2019;11:1575.
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LEMONY CHICKPEA CUPCAKE
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PULSE PREP TIME BAKE TIME MAKES
Chickpeas 15 min 18-20 min 12 cupcakes
1can (19 0z/540 mL) chickpeas, drained & rinsed 1. Preheat oven to 350°F (180°C). Prepare muffin tins with large muffin cup liners.
: Lields 2_cups/500 (S cpokeey 2. In a food processor, purée chickpeas with oil, lemon juice and lemon zest.
/5 cup (75 mL) canola oil 3 &y ]
£ et Add egg yolks and blend well until mixture is smooth.
'/a cup (60 mL) fresh lemon juice
2 tsp (10 mL) grated lemon zest 3. In a large bowl, combine flour, Y4 cup (60 mL) sugar, baking powder and salt.
2 egg yolks Add puréed chickpea mixture and mix well.
12/3 T il el ez el W ; 4. In a medium bowl, beat egg whites and cream of tartar until foamy.
/2 cup (125 mL) grar_mlated sugar, divided Gradually sddreraiminals cUp 60 M ar e e M o
A deul) elilng) [pous beating until whites form stiff glossy peaks.
2 tsp (2 mL) salt
2 egg whites 5. Fold beaten egg whites into chickpea mixture. Divide batter among
Ys tsp (0.5 mL) cream of tartar paper-lined muffin tins. Bake for 18-20 minutes, or until toothpick inserted
2 Thsp (30 mL) freshly squeezed lemon juice in centre of cupcake comes out clean. Cool 5 minutes, then remove from
icing sugar (optional) muffin tins and onto wire racks to cool completely.
RASPBERRY CREAM CHEESE FROSTING (OPT/ONAL) 6. Drizzle > tsp (2 mL) lemon juice over each cupcake, then sprinkle with icing

: sugar if desired or omit icing sugar and top with raspberry cream cheese frosting.
2 packages (8 0z/250g)  light cream cheese

> cup (125 mL) butter, softened 7. To make cream cheese frosting, cream together cream cheese and butter

2 cup (125 mL) icing sugar in a large mixing bowl. Add icing sugar, jam and lemon juice and mix on low

Ya cup (60 mL) seedless raspberry jam until combined. Scrape down sides, then beat on high speed for about 1 minute
Yatsp (1mL) fresh lemon juice until smooth and fluffy. Makes about 3 cups (750 mL) frosting.
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NUTRIENTS PER SERVING (7 cupcake, no icing)

163 Calories, 7 g Fat, 1g Saturated Fat, 32 mg Cholesterol, Alberta Pulses - good for food and for you!

21 g Carbohydrate, 2 g Fibre, 10 g Sugar, 4 g Protein, For more great pulse recipes with beans, peas, lentils ALBERTA PULSE
220 mg Sodium, 138 mg Potassium, 46 mcg Folate, 1mg Iron and chickpeas, visit albertapulse.com GROWERS



SPHERICAL  INOCULANT
GRANULAR

SOYBEAN  PEA & LENTIL

TECHNOLOGICALLY ADVANCED
SPHERICAL GRANULE CARRIER.

For more information,

- Better flowability and efficiency
: Scott Gray
th h t
Al il Commercial Manager, Canada

- Low dust Mobile: 204-293-1731

) sgrayldlallemand.com
- Accurate inoculant placement
- Package sizes for customer to handle Chris Zemlak .

Sales Representative

- Two strains of highly effective Mobile: 306-407-0168
Rhizobia/Bradyrhizobia czemlak@lallemand.com

www.lpcinoculants.com
1-844-590-7781

LALLEMAND PLANT CARE



ZONE MEETINGS

Save the date for an informative meeting happening
soon in your zone!

Zone 1

Monday, December 2 — Heritage Inn, Taber i A
Zone 2
Tuesday, November 12 — Vulcan Lodge Hall, Vulcan
: (with Alberta Barley & Alberta Wheat)
WL Zone 3 ;
Tl alR Tl Tuesday, November 19 — Barrhead Arena, Barrhead G ate :
"N LY S s (with Alberta Barley & Alberta Wheat) A
‘,— » e\ g i . ’
PR SRR Zone 4 . % AN
A R AT gy Wednesday, November 20 - Falher Curling Rink, WS Cordle b L o
A N e, Falher (with Alberta Barley & Alberta Wheat) Ve AT RN R B
¥ Y i o 4 b/ 3 b bl R L
/I:»:‘ 1 -- ’ B3L T : \-/’ Zone 5 "j__. \ :‘!—_-.,_\ |(} 1’ .l | _,i: .\'1
o Sk R //. ¢ Wednesday, November 27 — Best Western, | e st g/ L (2
AN \\ 1 A4 A Camrose (with Alberta Barley & Alberta Wheat) M } 1
SRy ‘I 2 ,,’ N9 ¥ Visit the APG website for pre-registration information. % ' |
N OF e Stay tuned for more information at P o5 L &
I _; ; www.albertapulse.com or on the APG app. ",.’f- i \
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ALBERTA PULSE
GROWERS

#101, 4721-47 Avenue, Leduc, AB T9E 7J4
Telephone: (780) 986-9398 / 1-877-550-9398 / Facsimile: (780) 980-2570

E-mail: office@albertapulse.com Web: www.albertapulse.com




